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COVER STORY //

FOOD MARKETS WITH ETHNIC FLARE

While some grocery stores have specialty sections,
other stores specifically cater to an ethnic clientele.
Many AFPD members have found their niche with
global foods. They have clients interested in a variety
of ethnic foods such as Middle Eastern, Latino, Italian,
African American, and Asian.

$1,500 SCHOLARSHIPS — LAST CHANCE
TO APPLY!

Deadline to apply for the AFPD Academic
Scholarship is March 31st! Scholarships are available
to AFPD members, their employees, children and
customers! Apply online at aim.applyists.net/ AFPD
or visit www.AFPDonline.org for complete eligibility

requirements and full program information.

SAVE THE DATE!

AFPD'’s 34th Annual Michigan Innovations Buying
Show is known for its high-quality attendees, attendee
satisfaction, special show-only deals & discounts and
non-stop interaction. This show continues to be the best
and most important trade show in this region for our
industry and for your company’s success.



president’s message

AUDAY P. ARABO, ESQ. // AFPD PRESIDENT & CEO

n celebrating St. Patrick’s Day on March 17th, it seems to be the one day

that everyone is or believes they are actually Irish. It really made me think

about all the amazing diverse cultures and ethnicities that make up the

United States of America, especially the food and beverage industry we
represent. This month’s cover article really gives you a nice overview of how specializing
to a specific ethnicity gives you an advantage over the big box stores. With all the
consolidation out there at all levels of the industry, it is easy to get discouraged or
overwhelmed, but the successful operators have found a special niche just for
themselves and continue to work on perfecting their trade.

As independent operators, we know bigger is not better. As an association, we continue
to adapt to our surroundings and continue to listen to your needs as we game-plan for
the future. The AFPD Executive Board just completed a 2-day retreat in the Chicago Metro
area which was very fruitful. We also attended the AFPD Chicago Metro Inaugural Grocers
Gala, which was a success.

Election years are always interesting. In some states, things seem quiet like Ohio, but no
action from government is a good thing most of the time. In other states like Illinois, we
never know what Springfield will do as well as Cook County and the City of Chicago. On
the other hand, in Michigan this year we continue to battle folks like Meijer and 7-11 who
do not want the half mile rule to stay in existence. AFPD filed another lawsuit against the
Michigan Liquor Control Commission and the State of Michigan and simultaneously are
working hard to move Senate Bill 501 out of the House and onto the Governor’s desk.
This is David versus Goliath all over again, but when our membership need it most, AFPD
is there to fight for their interests.

On another note, there have been some rumblings regarding expansion of the bottle bill
in Michigan. We will do what we can to ensure that does not happen and people see the
bottle bill is a failure and that comprehensive curbside recycling is the best approach.
The AFPD staff continues to work hard to bring you valuable programs and tools to make
your life easier. We hope to continue to expand the Double Up Food Bucks programs
throughout the Midwest and continue our partnerships with Michigan State University for
meat cutting training and other programs that can help make our members lives easier.

A number of unique challenges exist in today’s marketplace, but you need to keep
focused on proving quality products at good prices with exceptional customer service.
Don’t buy into the Amazon hype and what others may be doing. Focus on what you can
by doing better and to control your destiny. As everything else in this world, this time
shall pass as well. We really want to encourage you to attend as many tradeshows as
you can in the coming months. You will learn about new trends, new products, and you
will get to network with suppliers and your colleagues. Please mark your calendar for
the AFPD Innovations show on May 8th which will be held at Burton Manor in Livonia.
The AFPD show will also include liquor. Please stay tuned for all the new ideas that are
evolved from the AFPD Executive Board retreat, as we execute them in the coming months
and years. Hope to see you around! God Bless.
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petroleum news & views

EDWARD WEGLARZ // AFPD DIRECTOR, PETROLEUM

ecent figures from the Energy

Information Administration indicate that

overall U.S. petroleum demand is “flat”.

The surge in new car sales has resulted in
the “fleet” getting better fuel mileage. If the motorist
drives the same number of miles with the new car
that he drove with the old car he’s buying less fuel.
So, you need to concentrate on the customers you
have, encourage them to come in more often, and
visit the other profit centers you offer.

Coffee, hot and cold, can be a money maker and
result in companion sales that will boost the amount
of the per customer sales ticket, other than gasoline.
Ask your customer what they want. Often times you
can offer a quality product at a competitive price,
but the customer just wants a change. While other
customers enjoy the stability and consistency of the
“same old thing”.

Decide whether you want to offer actual flavored
blends of coffee, or the flavored creamers that can
be added to regular and decaffeinated coffee. Try
offering a new flavor each month. If it sells, keep
it, or at least keep it in a “rotation” that you might
decide to employ.

Keep it simple; try pricing the flavored at the same
price level as regular unflavored coffee.

A coffee-drinking customer is a great prospect
for “companion” sales. Have available and suggest,
muffins, bagels, and appropriate sweet treats to go
along with the coffee.

Take into consideration the seasonable weather,
with more cold offerings in the summer and flavors
that reflect the season in the fall and winter. Perhaps
peppermint flavored specials in December and
pumpkin flavor during the Halloween/Thanksgiving
holiday period.

Shop your competition. You might not be able to
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afford to be the lowest priced coffee, but you need to
be competitive. The speed and convenience factor can
command a slightly higher price point.

Consider neatly labeled “air pots” rather than the
glass “beaker” pot. The coffee will stay hot and fresh
longer, and the labels can promote the product.

Many customers will respond to “combination
specials”. Think about coffee and newspaper
combinations. Or, team up a sweet treat with a
coffee combo.

When a flavor doesn’t sell, you can always
abandon the flavor and substitute another.

Also, don’t forget about teas. Single-serve tea bags
should also be made part of you coffebar display.
Many customers enjoy the change of pace that tea
offers. The flavor selections can be varied as much as
the coffee flavors.

Use signage and your reader board to inform the
customer and promote the product.

The statistic documented in the opening of this
article should be enough motivation for you to
seriously consider additional and more wide-ranging
offerings for the customer.
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AFPD members AFPD’s Member Exclusive
enjoy a 10% discount* Endorsed Insurance Program:
e Liquor Liability e Michigan based carrier

e General Liability e Competitive rates

e Commercial Property e Experienced underwriting and

e \Worker’'s Compensation claims handling
(Michigan only)

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!

Toll-Free: (866) 412-2424 00
www.coniferinsurance.com ﬂ H

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




michigan lobbyist report

MATT MINER // CAPITOL STRATEGIES GROUP

018 is off to a quick start with legislators
returning to Lansing with a long list of
agenda items to complete before the
summer break in June. The fight to retain
the Half Mile Rule is at the forefront of that list. Late
last year, AFPD and its team fought diligently to
advance Senate Bill 501 through the Senate 27-9, with
two legislators absent on the day of the vote. In
January, the Court of Claims, led by Judge Stephen
Borrello, issued an order staying rescission of
Michigan’s long-standing Half Mile Rule by the
Michigan Liquor Control Commission. This stay
retained the Half Mile Rule, while the legislature
deliberates formal codification of the rule. At this
time, Senate Bill 501 resides in the House Regulatory
Reform Committee. Negotiations between previously
disinterested parties have begun to take place and
through the leadership of House President Pro
Tempore, Lee Chatfield. All sides are taking serious
interest in this legislation and working towards a
resolution. Stay tuned to your bulletins from AFPD,
as this issue advances towards the finish line.
Aside from the Half Mile Rule, here is a brief list of
issues AFPD is working on in the legislative arena:

SB 632 & 633

Senate Bills 632 & 633 were introduced to shift the
liability of data breaches to the entity that incurred the
breach. Unless you meet “to be determined” cyber
security guidelines set out by a “to be determined”
appointed commission, a financial institution would
be able to sue you for the costs they incur due to a
breach under SB 632 & 633. AFPD strongly opposes
these bills and has joined a large coalition of business
interests to fight this harmful attack on businesses.

HB 4207
House Bill 4207 was signed into law on December 28th
and was lauded by the AFPD for its passage. After
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months of work, this act will now require at least 5%
of community revitalization incentives to be awarded
to neighborhood and commercial corridor food
initiatives. It will also extend eligibility for community
revitalization incentives to property used for a
neighborhood and commercial corridor food initiative,
through September 30, 2022.

HB 4507

House Bill 4507 amends the Michigan Liquor
Control Code to require, based on the approval date
of the application, that the fees for the various types
of licenses be prorated on a quarterly basis for a
portion of the effective period of the license. If the
application is for a license that will be effective for
less than 9 months, the applicant or licensee would be
required to pay a prorated license fee and to submit
the prorated fee after the application is approved
and on issuance of the license. A transfer license fee
would have to be paid on issuance of the license.
AFPD strongly supports this bill.

SB 5127

Senate Bill 5127 was introduced last year and seeks
to diminish the square foot requirement for the SDM
quota. AFPD is fighting to keep the current law in
place and not water it down any further.

HB 4583

House Bill 4583 was signed into law late last year.

This bill created the Legacy Release Program, which
would, under certain conditions, reimburse owners
and operators for the costs of corrective actions for
releases from refined petroleum underground storage
tank systems that occurred before December 30, 2014.
The bill also allowed money in the Refined Petroleum
Fund to be spent, upon appropriation, for the Legacy
Release Program; grants and loans to facilitate
brownfield development at property with leaking USTs;
the permanent closure of USTs; and reimbursement

to local units of government and county road
commissions for costs of corrective action in situations
where regulated substances were left in place within a
public highway.



SUPERVALU.

We Deliver

Future
Focused
for Future
Growth ror
Independent
Grocers.

Today we proudly provide over 2,200 successful
Independent Retailers with on-time delivery of the
best products at competitive rates!

Superior service is engrained in our culture and
sets us apart from the competition. SUPERVALU'’s
experienced category merchandisers and marketing
staff administer hundreds of sales and profit
opportunities on a daily basis. We tailor new items,
promotions and special programs to the specific
market needs of our independent retail customers.

For More Information Please Contact SUPERVALU Midwest Region:
BILL TAGGART, MARKET DEVELOPMENT MANAGER, Fort Wayne, IN 937-608-3837

SUPERVALU | MIDWEST REGION OFFICE | 8401 WEST 102nd STREET, PLEASANT PRAIRIE, WI 53158

FORT WAYNE D.C. | 4815 EXECUTIVE BLVD FORT WAYNE, IN 46808




michigan lottery report

ARIC NESBITT // MICHIGAN LOTTERY COMMISSIONER

he popular Straight Back Bonus
promotion is returning to the Daily 4
game in March and for the first time, it
also will include the Daily 3 game. The
promotion is popular with Daily 4 players, because it
gives them a chance to win more cash with no
additional cost. We expect it to be a hit with Daily 3
players as well.
The Straight Back Bonus promotion doubles

INSTANT TICKETS // PULL TAB TICKETS

NEW INSTANT TICKETS:

On sale March 6th:

IG 217 - $50,000 Triple Diamonds — $2
|G 235 - Loaded -
IG 253 - Casino Millions - $10

NEW PULL TAB TICKETS:

On sale March 6th:
MI 519 - Stampede Gold - $1
$5

PULL TABS SET TO EXPIRE:

IG 232 - Classic Black - $20

INSTANT GAMES SET TO EXPIRE:

Expiring March 5th:

IG 743 - Emerald Green 7’s — $2

Expiring March 13th:
IT 867 — Lucky Spot — $1
MI 562 — Greenback Stash — $1
MI 570 - Slot Crazy - 50¢
MI 572 — Wild Vegas - $1

IG 760 - Bonus Ball Bingo - $3

IG 761 - $2,000,000 Bonus - $20

Expiring April 2nd:

IG 725 - $500 A Week For Life$1

Expiring March 20th:
MI 577 - Deer Hunter - $.50
MI 583 — Max Money — $2
MI 586 - Jackpot 777 - $1

IG 726 - $1,000 A Week For Life — $2

IG 727 - $2,500 A Week For Life — $5
IG 728 - $5,000 A Week For Life — $10
IG 750 - Triple Stars - $3

Expiring April 17th:
IT 866 — Mega Money - $5
MI'552 - $1,000,000 Casino — $5

IG 758 - $100 Grand Cashword - $3
IG 767 — Wheel of Fortune — $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.
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the chances to win for all straight bet wagers and at
no extra cost to players. The Straight Back Bonus
promotion is a favorite among Lottery players and
is designed to attract players and offer them more
chances to win.

Beginning March 19th, Daily 3 and Daily 4 players
whose numbers match the drawn numbers in reverse
order — “straight back” — will win a bonus prize. Daily
3 players will win $100 on a $1 Straight wager and
$50 on a 50¢ Straight wager. Daily 4 players will win
$1,000 on a Straight wager. For example, if a Daily 3
player picks 1-2-3 and the numbers drawn are 3-2-1,
the player wins $100. If a Daily 4 player picks 1-2-3-4
and the numbers drawn are 4-3-2-1, the player wins
$1,000! Boxed bets, 1-Off, and 2-Way bets aren’t
eligible for the bonus prize, and Wheel-Bet winners
will be paid only the straight prize. Players will be
paid only for the largest prize won on a ticket.

Best of all, the Straight Back Bonus automatically
is applied to all Daily 3 and Daily 4 straight bets so
retailer staff members don’t have to take any extra
steps. Straight Back Bonus will run for a limited time
in March.

This exciting promotion gives players more
chances to win prizes in two of our most popular
games, without adding any cost to their wagers.

‘We expect Straight Back Bonus to generate player
excitement and help boost sales for retailers.

“The Michigan Lottery. All across the
state, good things happen.”

About 98 cents of every dollar spent on Lottery tickets
benefits the state in the form of contributions to the state
School Aid Fund, prizes to players and commissions to
retailers and vendors. In 2016, the Lottery provided a
record $888.9 million to help support Michigan’s public
schools. Since it began in 1972, the Lottery has contributed
more than $20.5 billion to support public education. For
additional information, follow the Michigan Lottery

on Facebook, Instagram, Twitter and online at www.
michiganlottery.com.



C oPC( NDEI'S YOUTI players always I00K forwardad to.

They y_ts'_is them. rsu/ own them. ru_-u love them. They play them.

[AYS a WeeK, glving players lots o
’;J UV 1O [1Zes pla f a

y O alnd po 1(“"1u¥/1 U; v AN

Da11 334! YOUR STRAIGHT BET

STRMGHT IN REVERSE

BAGK@@@@@ 3 G AND WIN!

STARTS MARCH 19 FOR A LIMITED TIME

MICHIGAN

LAY [‘oﬁ-'ﬁﬂ 2-WAY, BOXED AND 1-OFF BETS NOT ELIGIBLE. WHEEL BET WINNERS WILL BE PAID THE STRAIGHT PRIZE ONLY AND ARE NOT ELIGIBLE FOR THE REVERSE PRIZE. Daily 3 odds: Straight Back Bonus: 1 in 1,010; Straight
RESPONSIBLY in1,000; 3- 1

1in 1,000; 3-Way Box: 1 in 333; 6-Way Box: 1in 167. 1-Off Straight: 1 in 1,000; 1-Off One Digit: 1 in 167. Daily 4 odds: Straight Back Bonus: 1 in 10,101; Straight: 1 in 10,000; 4-Way Box: 1 in 2,500; 6-Way Box: 1'in
0 1,666; 12-Way Box: 1 in 833; 24-Way Box: 1 in 416; 1-Off Straight: 1 in 10,000; 1-Off One Digit: 1 in 1,250. Knowing your limits is always the best bet. Call the Michigan Problem Gambling Helpline for confidential help at
- { ey 1-800-2707117.

)
LOTTERY.



ohio lobbyist report

TERRY FLEMING // TC FLEMING & ASSOCIATES

ouse Bill 307, declaring September “We

Card” month had sponsor’s hearing this

month before Senate Committee and

hopefully will move prior to legislature
breaking for May primary elections. Elections are still
front and center in Ohio, as this is a statewide
election year as I've told you in past. The closer we
get to the May primary, the more tense the members
running in contested primaries become. I’ll have a
full election edition next month to keep Ohio AFPD
members up to date.

In the meantime watching the Ohio General
Assembly is like watching the nightly news. The
terrible shooting in Florida has brought out many,
including High School Students, demanding more
gun control laws. As you might expect Democrats
and Democrat Candidates are urging new laws
banning certain weapons, while Republicans are
stressing more extensive background checks and
possibly banning rapid fire guns. The past year
and two months have seen 512 bills introduced in
the Ohio House of Representatives with only 25
becoming law to date. In the Ohio Senate 256 Bills
have been introduced and only 14 have become law.
To give you an idea of the diversity of the bills being
heard, I've listed some below.

HB 509 would allow beer sales at a Farmers
Market.

HB 459 would allow employers to self-insure
for Workers Compensation.

HB 382 would revise Ohio Unemployment
Compensation laws.
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HB 380 prohibits unauthorized aliens from
receiving Worker’s Compensation.

HB 303 prohibits public places from excluding
service animals

HB 198 would not allow credit cards for
lottery purchases.

HB 113 would make Ohio a Right-to-Work state.
HB 86 would increase the minimum wage

HB 180 would require parity in pay for women
and men.

HB 502 & HB 503 would require private
business and government to train employee’s in
suicide prevention.

HB 384 would require only one certified letter
to owners of cars that have been towed, instead
of three.

HB 258 would prohibit abortions when there is
a heartbeat.

HB 214 would prohibit abortions based solely
on child having Down’s Syndrome.

HB 481 would have license plates that say
“stop bullying”.

HB 466 secures statewide elections.

HB 387 would abolish the Death Penalty.

HB 167 would address opioid prescribing

and addiction.

HB 135 would establish “Superman Day” since
the comic was originated in Cleveland.

These are just some of the House Bills, the Senate
Bills are very similar. Your government at work.

On the regulatory side, it’s been a very quiet year
as Ohio EPA has not suggested any regulations that
would be harmful to AFPD members. The Ohio
Liquor Control office has adopted many of the
suggestions that AFPD made early last year, which
has resulted in more permits being issued. The Ohio
Lottery Commission continues to work with AFPD.

So buckle up, in an election year, anything can and
will happen.
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Order Code Order Code

514197 507153
513153

515197 511153
CHoeAN, " 512153

Brewed Sweet Tea Grape

Chobani Yogurt Gallon Drinks

Summer Surf

Cost $2.05 Cost 51.32 Cost $1.15

Sell $1.99

Sell $2.69 Sell 3/$5.00

516197 =t & 506153
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518197 510153
508153

Green Tea

Orange

Fruit Punch




ohio liquor report

JIM V. CANEPA // OHIO DIVISION OF LIQUOR CONTROL

few months ago, I told you about the
Agency Optimization initiative. Since
that time, we’ve wrapped up the testing
period and our team has been hard at
work analyzing sales data and feedback from the
Agencies involved to determine our future efforts.

To refresh your memory, the Spirits Innovation
Project (SIP) team, a partnership between the Division
of Liquor Control, spirits brokers/suppliers and Ohio’s
Contract Liquor Agencies, worked to test marketing
and category management techniques, with the goal of
improving customer experience and increasing sales.

Six test Agencies across the state were chosen and
are representative of the different store layouts, sizes
and locations, allowing the SIP team to analyze what
works in different Agencies. These stores were reset
with product placed by category, flavor and size. Slow
moving inventory was replaced with those best sellers
based on demographics and sales data in each area.

The resets encouraged exploration of new
products, Ohio-made products and more. The SIP
team also worked with Agency staff on product
knowledge to better educate customers about the
purchases they were making.

Here’s what we found:

‘We found sales increases on average of 8.63 percent
and up to 14.4 percent overall. That’s compared to an
average of 6.3 percent growth statewide for the same
time period. The What’s New, Last Call and Single

¥ -

CATEGORY NAVIGATIONAL SIGNAGE
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EDUCATIONAL SIGNAGE

Malt sections also had growth. These numbers are
important, because they’re objective data that shows
consumers are responding to the changes.

The Agency resets, consistent shelf talkers, and
category navigational and educational signage were
also well received by both Agencies and customers.
This project also brought a new level of awareness to
out of stock products, which allowed auditors to work
closely with the Agencies to avoid those situations.

Based on these findings, the SIP team has suggested
implementing some of the techniques at 125 Agencies.
The category navigational signage will be incorporated
at Agencies to help consumers easily find the products
they want. The educational signage will inform
customers on how the products are made, how they’re
best served, or even how they’re distilled. Consistent
shelf talkers across Agencies will help shoppers quickly
identify new, sale and last call products.

There will also be Agency resets to optimize flow,
and sections will be dedicated to New Items, Last Call
or Value-Added Pack (VAP) products. The resets of the
125 Agencies will begin on April 1st and run through
the end of October. Finally, we will be providing
training materials to aid all Agencies in understanding
top selling SKUs, category sales and trends, and
category educational materials.

As I've said before, I tell you all of this because this
initiative is important to me and my team, and want it
to be for you, too. After testing these changes, I believe
the information speaks for itself and hope you're as
excited about these upgrades as we are. I know staff
at the six test Agencies will echo the same sentiments,
and I want to thank them again for their willingness to
participate. Without their cooperation, we wouldn’t be
able to continue enhancing the Liquor Enterprise.
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Drive Your Business

Business idling? Stuck in low gear?
Need a road map?

OHIO LOTTERY

Looking for some extra mileage in your Lottery Sales? Let us
help you get back in the driver’s seat. This $10 ticket will rev
up your sales, with a higher commission-per-transaction ratio
and an overall prize payout of 73 percent.

Our petroleum and convenience store partners account for
more than 57 percent of all lottery ticket sales. Last year alone,
our petroleum and convenience store partners earned more
than $104 million in Ohio Lottery selling bonuses and
commissions.

Put your sales into overdrive. Get a personal solution from one € .w“';‘:;iéDY }
of our highly-trained sales consultants, regardless of the size of g\l
your store.

For a free consultation,
call the Ohio Lottery Sales Office

216.774.5680 | Rl sk
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hile some grocery stores have specialty
sections, other stores specifically cater
to an ethnic clientele. Many AFPD
members have found their niche with
global foods. They have clients interested
in a variety of ethnic foods such as Middle Eastern,
Latino, Italian, African American, and Asian.

Johnny Karmo has a large Jewish clientele and
a customer base that loves a variety of ethnic foods
including Middle Eastern, Asian, Mexican, Italian and
Greek. His prepared food section includes a variety of
dishes such as tabbouleh, hummus, fattoush salad, meat
and cheese pies, Greek chicken dishes and lentil soups.
“We really focus on making high-quality homemade
dishes,” said Karmo. “Our customers request a variety
of dishes but most popular are tabbouleh, hummus as
well as tuna and chicken salads.”

He credits his success at his stores, Market Square
of Bloomfield, Market Square of Birmingham and
Market Fresh of Beverly Hills to selling American-made
products, while maintaining a consistency with a tasty
variety of only the best quality foods.

Catering to customers who come from just across
the border, Joe Gappy has found his niche in the Latino
market. “Most of our customers come from Mexico,”
said Gappy, owner of Prince Valley in Detroit “The
second largest group of the Hispanic population that
visits our website is made up of people from Central
America, to be a little more specific, people from
Honduras and El Salvador.”

One of their marketing tactics for the Hispanic public
is to make all publications in English and Spanish, either
within the store or on any of their digital platforms.
“Hispanic people love fresh food and cooking daily, so
they mainly buy vegetables such as tomatillos, tomatoes,
peppers, cilantro, etc.,” said Gappy. “If we talk about
products that are not related to vegetables, we sell
many packages of tortillas on a daily basis, as well as
condiments. And of course, we cannot miss the bread.
Hispanic people consume a large amount of bread every
day, so we always keep a huge variety of Hispanic bread
and sweets in our bakery department.”

They have a section specialized in Hispanic products,
several of them are products that can be bought here in
the United States, but they also have products that are
imported from other countries.

“Our mission is to serve our community regardless of
its origin, race, or religion,” said Gappy. “Here at Prince
Valley Market, we strive every day to give good service
to our customers, we strive to always give them good
quality products and make their experience in our store
always sweet and pleasant. We are always grateful to our

customers for choosing us and giving us the confidence
to enter their homes through our products.”

Although nestled in a large Middle Eastern
community, Dearborn Fresh Supermarket caters to
diverse clientele and is a full-line grocery store with a
prominent Middle Eastern section and several organic
items. “We get items from all over the Middle East in our
specialty food section and we carry a variety of spices
from India,” said Kamal Turfah, owner.

Customers travel from the entire Tri-County area
including from Flint, Port Huron and Ann Arbor for
their fresh meats which are hand slaughtered weekly by
a local butcher and are labeled halal. “The fresh meats
bring in customers from all over,” he noted. “We also
cure our deli meats and hot dogs. We have fresh deli
products that we make ourselves in house.”

The 60,000 square-foot store on Schaefer Road just
north of Michigan Avenue has been in business for
more than seven years. “We also have a large millennial
clientele,” he said. “We have a full-line of frozen, dairy
and grocery products.”

The produce they carry include tropical items that
are not available in most other stores, including chain
stores. “We have our produce flown in and we carry the
freshest of items; our pistachios are green inside and we
have sour plums that I used to have in Lebanon. We are
known for having the freshest and [most] unique items.”

Their prepared food section is growing in size and
popularity. They make meat pies and cheese pies, as well
as hummus and grape leaves among many other dishes.

Turfah decided to open the market out of convenience.
“We were in the wholesale business and my wife and
I would spend so much time after working driving to
different markets buying the specialty items we wanted,
so we decided to open our own business that carries all
of the items that we would want.”

Today, they even package and send meat products
to customers around the country. “Visitors come in
our store from out-of-town and they just love our fresh
meats,” said Turfah. “They call and order items from
us and we have them shipped to them.”

He credits his loyal customer base to his product line,
cleanliness, and customer service.

Najib Atisha has been operating stores in Detroit for
more than four decades. He has owned and operated
Indian Village Market in Indian Village for the last 15
years. “You really have to know the community in which
you serve, in order to be successful,” he said. “We carry
items specific to the African American community.”

His produce section features many greens and sweet
potatoes as they are staple items in the urban diet. “We
also sell a lot smoked meat used to flavor those greens,”
noted Atisha.
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Pork products have been very common in the Detroit
community with pork chitterlings and hog items being
popular holiday meals, as well as Jiffy Corn Mix.

“The younger generation in our area is becoming
more health conscience and want more organic and
healthier foods,” said Atisha. “We carry more of those
items today than we did years ago.”

His customer base today is more diverse and younger
than it was just a few years ago. “The ethnic markets
in suburban areas are becoming more popular,” said
Atisha. “The customers shopping in them are diverse.
I walk into Middle Eastern markets and I see all kinds
of people shopping in them not just people from the
Middle East. At the end of the day, you really need to
listen to what the client wants.”

That is exactly what owners of Dream Market did
when they opened their business inside the building
that once housed a Kroger. Next to their own Dream
Dollar store, the owners cater to customers interested

in Middle Eastern and Mediterranean cuisine. They
have a specialty in prepared foods, such as shawarma
sandwiches, with a full-line deli and fresh baked bread.

Their clientele is heavily Middle Eastern, who also
shop for their fresh fruit and fresh packaged meats.
They butcher Halal meats and poultry for the Muslim
community.

They also have an entire aisle dedicated to Indian
products.

If you want a little of Italy or a lot of it, then head
to Cantoro Italian Market & Trattoria, a store and
restaurant inspired by the famous Italian markets in
Rome, Venice, and Palermo. “We are the largest Italian
market in Michigan — a 55,000 square foot Italian
culinary mecca with an award-winning restaurant
attached,” the owners noted on the Website.

Throughout the year, owners Michael and John
Fallone travel to their father Mario’s Italian birthplace
in search of the best food and wines to bring back to

SPECIALTY STORES ARE FINDING THEIR NICHE SPECIFIC PRODUCTS

PRIME CUTS
While many grocers are specializing in ethnic foods, other markets
have narrowed down their brand to a product line.

Walt McGaskey has been at the center of premium quality meat.
He has operated successful businesses for many years with his
wife, Starlet McGaskey and together they have made Prime
Cuts the jewel of Jackson. “We are committed to our customers,
offering the best quality meats in Jackson and always keeping
food and a healthy diet foremost when offering products to our
greatest asset, our customers,” the couple touts on their website.

Prime Cuts, which celebrated 10 years in business last month, is a
specialty food market on the southwest side of Jackson, Michigan
with a 68-foot European-style product display case in the center
of the store. Specializing in non-Nitrite smoked products, beef,
pork, chicken, fish, and seafood are all featured. “We try to keep
things as natural as possible,” said the McGaskeys. “We also
have a lot of products made in Michigan by small companies
that you will not find in major chain stores.”

After 22 years of owning A&A Market, the McGaskeys saw a
trend. “There wasn’t a high-quality meat market in Jackson. Most
people traveled to Ann Arbor or Lansing to get quality meat,”
the couple said. “We felt Jackson deserved exceptional quality
without paying big city prices.”
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Now customers travel from all over to shop at the 3,800 square-
foot meat store with more than 5,000 products for sale. Most
customers shop on a daily basis, but some are coming from as
far as 40-miles away.

The lighting and presentation allow the customer to view the finest
display selection in the area. Adjacent is the “Meals to Go” counter
with a broad selection of prepared food. Next comes their deli.
Salads, sandwiches, pies, and bread, which are always featured.
Surrounding the store is a vast selection of specialty groceries.

Customers can find grains, oils, gluten free products, rubs, teas,
spices & ingredients from all over the world. “We have more than
250 items made in Michigan and more than 180 items made in
our store,” noted the McGaskeys.

Along with the staff, the family-owned business touts more than
175 years of food knowledge. The McGaskey’s with more than
39 years of retail experience know what the people of Jackson
want and need in service, products, quality, and price from a
specialty food market.

“People are realizing how important it is to eat local,” they noted
“They want to know where the meat comes from and are asking
if the meat has been injected with hormones or antibiotics. We



Cantoro, items found nowhere else in the U.S.

“Our cheese department features varieties from every
region in Italy,” they said. “At our bakery, focaccia,
ciabatta and other breads are baked daily alongside
cakes, cannoli and pastries; our pasta counter offers
more than a dozen daily pastas.”

If you visit the bustling colorful fresh meat, produce.
and grocery departments customers will choose from a
variety of fresh products. “Our prepared foods section
features more than 50 delicious Italian dishes for home
or office meals; Superb Italian wines from every region
line our unmatched selection,” owners commented.
“Gifts, wedding favors plus onsite and offsite catering
make Cantoro Market a must-see in Michigan.”

The Detroit region is not the only place where ethnic
food markets are thriving. Chicago is home to Pete’s
Market, a family owned business that started in the
1970’s with several locations throughout the windy
city. “We have a very neighborhood centric business

have highly educated customers and they want hormone, steroid
and antibiotic free products.”

Prime Cuts has brought together people of various aspects of
the food industry to establish a first-class specialty store. “Our
staff is friendly, knowledgeable and dedicated to making your
visit to Prime Cuts a great one,” they noted. “Understanding
the products and how they are developed and processed is
key for people interested in good healthy eating. Visit with our
knowledgeable staff and let them help show you why Prime
Cuts is a cut above.”

Their specialty store has enabled the owners to build trust with
their customers. “The friendships we have established have
been truly remarkable,” they said. “We have loved getting to
know our customers — most would not have crossed our paths
if we didn’t have this store. Being smaller allow us to offer more
‘personalized cuts.” We keep records of our customers’ orders
from Thanksgiving and Christmas dinners — right down to the
size of turkey or prime rib. This is a service larger chains are
not able to do.”

“We are blessed by the gracious people of Jackson who have
supported us for more than 10 years,” said the McGaskeys.
“Building friendships while building a business have been both
extremely rewarding.”

model, where we create a destination one stop shop for
the community we are in,” said Stephanie Dremonas.
“We tailor each store for a specific neighborhood. We
are not tied to one demographic. Pete’s has served and
been successful in a range of ethnic and income levels.”

They specialize in various departments with products
from around the globe. They have grocery, produce, meat,
poultry, fish, cheese, deli, bakery, coffees, juice bars,
liquor and flowers. “It’s what separates you from the big
corporate giants that are not in tune with the community
they service,” said Dremonas. With a focus on produce,
Dremonas said, “Fresh is the future. Groceries will be
accessible (in a limited degree) online, fresh food will
keep the brick and mortar alive and relevant.”

She stresses that customers want service, quality,
experience, and value, which they strive to deliver despite
the changes in the food industry. “Cost of labor impacts
pricing. It will continue to put pressure on retailers to

be efficient and cost effective.” H

WESTERN MARKET

Marketed as selling “real food”, Western Market is a small,
independently-owned green grocer serving Ferndale, North
Detroit and the surrounding areas. The Selvaggio family
opened their doors in 1983 and “have been striving to
become the best neighborhood market in Metro Detroit ever
since,” said owners.

They are independent grocers committed to serving and educating
the community by providing a curated set of foods including fresh
produce and other goods. “We seek products that are ethically
sourced and authentically produced to support local food systems
and culinary traditions,” the Selvaggio’s noted. “We aim for
sustainable growth and profitability in a way which supports
our family of employees, customers and community partners.”

Known for their produce, Western Market offers a catering service
of fresh salads, fruit trays, vegetable trays and a variety of other
platters. Theirown produce and other fresh products are used to
prepare avariety of dishes including soups which they feature daily.

So, whether it’s meat or produce, many markets are finding
success in specialty foods and attracting customers in their
surrounding area.
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retailer spotlight

DOLLAR CASTLE

A Love That Bred a Kingdom

I BY ASHOURINA SLEWO // DENHA MEDIA GROUP

he real true loves of Eddie Denha’s life

are his wife, two sons and his daughter.

However, when Denha walked into a

dollar store in the early 1990s, it was love
at first sight. Immediately, he started thinking about a
concept that would work for him. That is how Dollar
Castle was born in 1992.

At the beginning, Denha’s Dollar Castle stores
were in the 3,000 to 5,000 square foot range. Now,
when walking into any of the several Dollar Castle
locations, customers can enjoy an incredibly diverse
amount of merchandise in stores up to 21,000 square
feet in size.

Every Dollar Castle store is now company owned.
Denbha tried the franchise model, but franchisees
often refused to maintain loyalty to the concept of
value, quality, and variety in the product line.

Today’s Dollar Castle stores are a drastic change
from when they first debuted more than 25 years ago.
Products are available at virtually all price points.
These products include, but are not limited to, food
items, kitchen accessories, luggage, clothing and
everything in between.

According to Denha, “Shipping costs played
a major role in the need to gravitate away from
everything being a dollar or less. In fact, we have
some items, which cost up to $200, items that would

likely be 50 percent higher at any of our competitors.”

Things changed for the dollar store industry and
Dollar Castle specifically, when the economy took a

Location: West Bloomfield, Michigan - [

Founded: 1992

Employees: 50+ ’
AFPD Member Since: 1998 ¢
Slogan: “Provide good quality, expansive variety at a fair price.” P
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turn for the worst in 2008. Items that Dollar Castle
was able to purchase for 40 to 50 cents were suddenly
costing up to 75 cents.

Through it all, however, Denha and his family who
are involved in day-to-day operations have had one
main mantra: Provide good quality, expansive variety
at a fair price. This commitment has caused Dollar
Castle stores throughout Metro Detroit to thrive.

Denha prides himself on being able to incorporate
his family in much of the work that he does. From
the mundane day-to-day tasks to the imminent
expansions, Denha knows he can count on his sons,
Julian and Tristan. “Julian and Tristan have been
great help.”

RETAILER SPOTLIGHT
continued on page 32.
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Dutch Farms presents:

Speaking DUTCH
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Visit www.DutchFarms.com for recipes and full product information!




Millennials Choose Dairy

hether you're a C-Store or a traditional
retailer, Dairy is one of the most
important parts of your business. From a
gallon of milk to a quick string cheese
snack, your customers are looking for fast, quality
solutions. Millennials are out shopping for both
weekly groceries and convenient stock ups and
snacks. These customers are focused on fresh,
nutritious, and natural foods. Dairy checks all those
boxes and more. Make sure they know you are a
trusted source for their favorite products.
At Dutch Farms, we know a winning product
mix leads to success, and we know you need to have
the right product stocked to keep all your customers
satisfied. What are the dairy essentials you need to
offer? Here’s a quick look at what your shoppers are
looking for:

MILK

The original grocery staple. Non-dairy varieties don’t
pack the same nutrition or have the simple ingredient
list millennials are looking for. Don’t let your customers
go thirsty for this essential item.

STRING CHEESE

The perfect solution for parents on-the-go, school lunches
and health conscious consumers. A Dutch Farms
mozzarella string cheese has 8 grams of sought-after
protein. String cheese is the universal snack.

SHREDS AND SINGLES

A cheeseburger never goes out of style and no
hamburger is complete without a slice of melty cheese
on top. Customers will run to their closest store to pick
up their necessary shreds and singles.

SOUR CREAM AND DIP

Don't let your customer’s Taco Tuesday go without
sour cream! Squeeze bottle sour cream is the perfect
addition to your dairy case. Sour cream-based dips are
a quick and delicious snack for a game day snack or a
treat for the kids.

BUTTER
For this universal dairy product, customers shop with

advertorial

alty

Famﬂy Tradition of QY

quality and taste in mind. From frying eggs in the
morning to making perfect baked goods, butter is a
staple in your customer’s household.

BACON & 0)
These products are essential to round out your dairy
offerings, and essential to any breakfast with the family.

These dairy products are terrific grocery and fill-

in items for millions of consumers, particularly
millennials. Whether you're a full service grocer or a
convenience store, you need a trusted dairy supplier.
Dutch Farms offers a full line of Milk gallons and half
gallons, String Cheese, dozens of varieties of Shreds
and Singles, an assortment of Sour Cream and sour
cream based Premium Dips, as well as high quality
Butter, Bacon and OJ. Contact a Dutch Farms Sales
Representative for more information on all that Dutch
Farms has to offer at jwondrasek@dutchfarms.com.
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B fresh ideas

Personal Scanners Change the Shopping Experience

Technology has long been an

essential tool for food retailing.
There was a time when barcodes,
also known as UPC codes, and
barcode scanners were considered
future technology. It wasn’t until
1952 when the first bar code
patent was issued. Barcodes
were eventually implemented at
supermarkets, as were scanners
that are now used at checkout in
all sorts of retail outlets.

These technologies saved labor,
lowered costs, and allowed for
large improvements in inventory
control, supply chain management,
and with pricing. Food retailers
know exactly what is on the
shelves, what's on the way, and
can adjust prices without having
to relabel every box, can, or bottle.
All this information is available at
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the store level and at headquarters.

The self-serve checkout has
been out for a while, with many
wholesale stores utilizing staff
at the door to check the receipts
before customers walk out to
prevent theft.

Kroger is in the race to give
shoppers a cashier-free shopping
experience that also eliminates the
need for self-check at a counter.

With Kroger's new, wider
rollout of personal scanners
shoppers will be able to scan
items as they place them in their
shopping cart, either with their
own scanner — provided by Kroger
— or with a smartphone app.

Kroger's new "Scan, Bag, Go"
technology allows customers
to scan and pay for goods as
they shop. “Kroger will expand
Scan, Bag, Go to 400 stores
across the country in 2018 as
part of our Restock Kroger
strategy to redefine the grocery
customer experience and expand
partnerships to create customer
value,” said Rachel Hurst,
corporate affairs manager. “We
will share more information soon
about this expansion, including
which markets will be included.”

With the technology, the
customer will have to go through
U-Scan, scan a barcode and the
unit will upload their entire order
to the system. They will then pay.

Smartphone apps that turn
your shopping list into the most
efficient map through the store,
directing and alerting you to
each item on your list utilizing
the GPS in your phone exist and

have been tested by a number of
supermarket chains.

Meanwhile, Amazon revealed
plans in December to introduce
a similar technology to its own
brick-and-mortar grocery concept,
called Amazon Go, which is still
in the planning phases.

Walmart is also testing its
own cashier-less technology in
more than a dozen stores in Texas,
Florida, South Dakota, Arkansas,
Georgia, and Kentucky.

Kroger will be the first to offer
the technology to a mass market,
however, when it expands the
"Scan, Bag, Go" program to 400 of
its more than 2,700 stores in 2018.

Meanwhile, technology is
being advanced on a daily basis.
“We have the technology for
Mobile Scanners,” said Jason
Baylis from Great Lakes Data
Systems. “We can put gift cards
on mobile devices, as well as
capture the clip coupon feature
used with online shopping using
2D image scanning. This is being
used at various businesses and at
airport terminals.”

Coupon clipping at grocery
stores and other retail outlets
through an APP have been
around for a while now. Now
establishments will be able to scan
driver licenses. “This technology
of scanning U.S. Driver’s License
Bar Codes will enable staff to
read a driver’s license for validity
without having to really look at
the license.”

Advancements in technology
are all part of making the
consumer experience easier. [
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* Locally Owned by Farm Families

e Committed to Animal Care

e Committed to Sustainability
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Opioid Crisis: Why Small Business Should Take Note

Like abuse of alcohol or illicit drugs,

the nation’s growing opioid epidemic is
presenting workplace challenges.

The current opioid epidemic has been
called the worst drug crisis in American
history, reaching every corner of society,
including workplaces both large and
small. This epidemic involves the use of
prescription opioid pain medications and
illicit drugs, including heroin and fentanyl.

A survey recently released by the National
Safety Council reveals that more than
70% of workplaces are feeling the
negative effects of opioid abuse. Nearly
40% of employers said employees are
missing work due to abuse of painkillers,
with roughly the same percent reporting
employee abuse of these drugs while on
the job.

Despite the prevalence of substance
use and addiction in businesses across
the country, only a small percentage of
those with opioid or other substance
use disorders ask for help or receive it.
And that’s costing employers around
$10 billion annually from absenteeism,
according to the American Society of
Addiction Medicine.

Here’s how you can take action and
address opioid dependence and
substance addiction in your workplace:
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CREATE A NON-STIGMATIZING
WORKPLACE

One way to influence more people to
seek help is to convince them that getting
treatment is the smartest thing to do. By
talking about addiction like any other
disease, you silence the stigma and
allow people to realize it’s okay to ask
for help. It’s equally critical for owners
and managers to send a messaging
emphasizing the workplace is a safe
place, and you’re here to help.

EQUIP STAFF TO RECOGNIZE THE
SIGNS OF ADDICTION

It’s important management and staff
be trained on the early signs of opioid
and substance addiction—irritability,
poor concentration and declining
performance—so they can intervene
before the situation deteriorates. Train
managers to address performance issues
in a way that encourages an open and
honest dialog to talk about sensitive
matters. By showing genuine concern,
you gain the trust of your employees,
which allows you to guide them to the
care they need.

OFFER SUPPORT TO EMPLOYEES AND
FAMILY MEMBERS

Just as you would with an employee who
has a medical condition, such as cancer
or heart disease, offer non-judgmental
support to employees with a substance
use disorder. Remember, employees
who have family members struggling
with substance addiction suffer at work
too. Those who are affected by a loved
one’s addiction can have increased
absenteeism, lack of focus and health
problems related to stress.

HELP EMPLOYEES ACCESS TREATMENT
Ensure that your employees have access
to quality treatment for substance
addiction. Consult with your health plan
provider about a comprehensive option
that covers inpatient and outpatient
services. Employees with opioid addiction
can often benefit from medication-
assisted treatment (MAT), which reduces
the cravings for opioids and allows
employees to work while in treatment.

Ifyou don’t already have one, consider
providing an Employee Assistance
Program for your employees. These
services can be an effective first step

for employees and their dependents

to initiate support for nonmedical
prescription drug problems, and offer
counseling and referral services; conduct
substance abuse evaluations or connect
an employee to a qualified substance
abuse professional. The best thing about
an EAP is that it’s free of cost for the
employee and completely confidential.

Finally, it’s important to remember

that employees struggling with opioid
misuse or substance addiction are

not weak or morally corrupt. Drug
addiction is a disease and needs to be
treated and talked about like any other
disease—with compassion and quality
care. Opioid misuse impacts much more
than workplace performance: Overdoses
killed more than 64,000 Americans in
2016, up 21% over 2015, according to
federal officials. By taking action and
implementing these strategies, you
create a safe work environment in which
employees feel supported and can do
their best work. There’s nothing more
important than sending a message to
your employees that you care about their
health and well-being.
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vino pick of the month
w GREAT LAKES WINE & SPIRITS //

C.V.N.E.: Vina Real ‘Crianza’
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DENOMINACION DE ORIGEN CALIFICADA
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So if you’ve been reading our
monthly wine recommendations,
you’ll have noticed that the word
value comes up again and again.
And again. The reason for this

is that with very few exceptions,
it’s the first consideration when
your customers are looking for a
wine: red, white, pink, sparkling.
Inexpensive wines, baller wines,
regardless of what the wine

is, ‘value’ is in play. Though

one might think value means
inexpensive, again value comes
in many forms---and price points:
even for those customers that
purchase $200 bottles of wine,
they too want the best $200 bottle
of wine available. Of course, it’s
likely that most of your customers
don’t drink $200 bottles for dinner
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every night (unfortunately)...
for most of you, $15 to $20 is the
sweet spot, so today we will point
out a really cool red wine from
Spain that WAY over delivers.
C.V.N.E stands for Compaiia
Vinicola del Norte de Espafia and
is typically pronounced ‘Q-Nay’.
They are undisputedly one of
the most prestigious producers
in all of Spain, and their Rioja
wines under the brand names of
CUNE, Imperial, and Vina Real
are legendary. Today, we are
discussing the Vina Real Rioja
‘Crianza’. Though the region—
soils & climate—is special, and
the main grape used in this area—
Tempranillo—is world class, the
‘secret sauce’ here is oak-ageing.
The pronounced, seductive

aromas & flavors from extended
ageing in (usually American)
oak barrels makes these wines
singular. Though there are some
wines produced sans wood
(typically referred to as joven),
the range goes from Crianza, to
Reserva, to Gran Reserva---each
level requiring longer wood ageing
by law, with the Gran Reservas
never younger than five years old,
but typically released at around
ten years of age. Though these
well-aged wines are unique and
classy, there are some who find
them a bit austere and borderline
oxidized...a bit of an acquired
taste. Not to mention that the
longer they are aged, the more
they cost---think of it as a ten-year
long taxi ride...the meter was
running the entire time! But the
Crianza’s are required to be aged
in cask only one year (though
many go beyond). What they
have in common is a freshness,
richness, fruitiness that makes
them universally appealing. Our
bet is neither you, nor most of
your customers have had an
example of one of the modern,
Crianza level Riojas lately (if
ever). Time you did!

Vina Real Rioja ‘Crianza’: 90%
Tempranillo, with the balance
made of Graciano, Garnacha &
Manzuela; showing gobs of bright
blackberry fruit and vanilla spice
on the nose; a lush, sexy palate
that is medium-rich but very light
on its feet---with a dash of vanilla
spice from the kiss of oak; long,
soft, pretty. Yummy wine! Your
customers will buy this by the case.

‘We’re here to help you grow
your business!
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Liquor Sector to See More Consolidation in 2018

The Patron and Avion tequila purchases likely will not be the last deals this year for producers of tequila,

whiskey and gin

I BY CATHALEEN CHEN // THE STREET

So far this year, there have been two
major deals in the spirits industry:
Bacardi Ltd.'s acquisition of
Patron Spirits International AG,
and Pernod Ricard SA's purchase
of the remainder of Avién Spirits
LLC, both hip hop-approved
tequila brands.

Thanks to heightened consumer
demand and the fragmentation of
liquor brands now offered on the
market, the industry can expect
to see even more mergers ahead,
industry sources said, especially
among whiskey, tequila, and gin
producers.

"Being acquired by a major
player is the dream for people
who build these smaller brands,"
said Ken Austin, founder of
Avion. "Typically, what happens
for them is they get to second base
and to bring it home, they try to
get acquired."

Part of the obstacle to scaling
up for growing brands is the issue
of distribution, as U.S. regulatory
measures largely prohibit direct-
to-consumer outreach from
distillers. Instead, in a three-tier
system, wineries and distilleries
must go through distributors, or
wholesalers, to reach retailers --
stores, bars and so on -- which only
then access the consumer.

"It's a really challenging
space for smaller brands to build
architecture, because there are so
many channels of distribution
you must populate," said Derek
Benham, founder of Graton
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Distilling Co. as well as multiple
wine brands. Graton, based in
namesake Graton, Calif., produces
D. George Benham's Sonoma Dry
Gin, Redwood Empire American
Whiskey and D. George Benham's
Vodka Vodka, the latter not a typo
but a "vodka-flavored vodka."

"Each of these distribution
channels requires a different type
of investment and expertise and
it's always a battle because when
you get to this second tier, you're
battling the huge brands with [deep
pockets] for market share," he said.
The solution, then, is to be acquired
by a large player, such as Pernod or
Constellation Brands Inc.

The spirits industry, across
the board, is in a sweet spot, and
the stock charts say it all. Jack
Daniel's, Herradura and Finlandia
producer Brown-Forman Corp.,
for instance, has seen shares
skyrocket more than 52% in the
past year. Stock in Constellation,
home of Casa Noble tequila and
High West whiskey, not to mention
Corona, Modelo and Pacifico beer,
is up more than 46%, and shares
in Pernod (Jameson whiskey,
Beefeater gin, Absolut vodka) have
jumped more than 16%.

The reason for investors' love
of spirits producers is that alcohol
consumption in the U.S. is higher
than ever. According to an August
study published in medical journal
JAMA Psychiatry, alcohol use rose
from 65% of the adult population
to 73% in a 12-month period.

Not every drinker, of course,
toasts with the same drink -- and

the strongest consumer segment,
according to Austin, is millennials.

"The younger consumers are
looking for better products. They
want to know the story behind a
brand, they want to understand
the taste profiles, and they don't
want alcohol with artificial
ingredients," he said. That's why,
he added, small, local distilleries
are on the rise.

According to bar analytics
firm BevSpot Inc., the three most
ordered spirits are whiskey, vodka
and tequila. Whiskey and tequila in
particular are seeing a number of
deals, said Jim Cassel, co-founder
of investment banking firm Cassel
Salpeter & Co., but gin is the up-
and-comer.

"One space that hasn't seen a
lot of M&A is gin, but there are
a lot of smaller gin brands out
there now," he said, pointing to
The Botanist, made by Scotland's
Bruichladdich Distillery Co. Ltd.,
as an example of a brand that's
gaining traction. Bruichladdich,
however, is owned by Rémy
Cointreau Group, the French entity
behind Rémy Martin cognac and
Cointreau liqueur.

As for future acquisition
targets, Benham pointed to the
Michter's whiskey brand of
Louisville, Ky., and Sonoma,
Calif.'s 3 Badge Beverage Corp.,
which produces a range of spirits
and wines, as two of the few
distilleries that remain private.

LIQUOR CONSOLIDATION
continued on page 32.
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ACADEMIC SCHOLARSHIP PROGRAM

Available to AFPD members, their employees, children and customers!

Eligibility:
A high school senior, college freshman, sophomore or junior who is:
« A student employed by an AFPD member company for at least six months as of January 1st OR
- Anapplicant whose parent is a full or part-time employee of an AFPD member company, for at least one year as of January
1st OR
« AnAFPD member company customer and their children.

Special Rules:
« Only one scholarship will be awarded per AFPD member company.
» Applicants are eligible to win a scholarship a maximum of two times.
- All applications MUST be completed and submitted with transcripts by March 31st to be considered for a scholarship.

Selection of Winners:
Scholarship winners are chosen by a panel of educators. Winners will be notified by approximately June 1st. Winners must be
enrolled as a full-time or part-time student for the fall college semester.

Apply online at aim.applyists.net/AFPD or visit www.AFPDonline.org

for complete eligibility requirements and full program information.

Questions? Call the AFPD Foundation at (800) 666-6233.
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KEG TAG LAW REPEAL TOOK EFFECT SUNDAY, FEBRUARY 11, 2018

Thank you for House Representative Joe Bellino, Jr. (Past AFPD Chairman)

Public Act 166 of 2017 went into effect on February 11, 2018, repealing MCL 436.2030 which required a retailer licensee selling kegs to place a
keg tag on a keg sold to a customer, required the customer to sign a receipt, and required the retailer to retain a keg deposit. Retailer licensees will
no longer be required to order keg tags from the Commission’s Executive Services Division and the Commission is no longer required to make keg
tags available to retailers. Ifyou have any questions or concerns, contact AFPD at (800) 666-6233 or info@AFPDonline.org.

House Passes ADA Lawsuit Reform

The legislation aims to curb frivolous lawsuits related to supposed violations of the Americans with

Disabilities Act

[ BY NACS ONLINE

On February 15, 2018, the
House of Representative passed
bipartisan legislation aimed at
curbing frivolous and abusive
lawsuits claiming violations of
the Americans with Disabilities
Act (ADA). The practice of
sending vague demand letters
or even filing frivolous lawsuits
against businesses, such as
convenience retailers, for the
primary purpose of forcing a
financial settlement, not actually
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improving access, has become
something of a cottage industry
over the past number of years.

The original federal ADA
envisioned this problem and
forbade the payment of financial
damages as part of these suits.
However, many states do allow
for damages to be paid, and it is
primarily in those states that these
suits are most prevalent.

As state after state moves to
curb these abuses, unscrupulous
actors simply moved on to other
venues. This is the primary reason

the federal legislation passed
recently by the House is necessary
and why NACS supports it.
NACS members sent more

than 600 letters to members of
Congress urging them to vote yes
on the bill.

The debate in Congress was
not without its own drama.

On Tuesday evening during

the House Rules committee
discussion, where the rules of

the floor debate are set, multiple
disabilities rights activists were
arrested for being disruptive in the
United States Capitol building.

Emotions ran high then and
during floor debate yesterday, as
shouted protests from the gallery
continued as the vote proceeded
and U.S. Capitol Police had to
remove multiple protestors then
as well.

The House passed H.R. 620
by a vote of 225 to 192, and now
faces an uncertain future in the
Senate. NACS asks members to
continue pressing Congress to
approve this bill.
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S. ABRAHAM & SONS, INC.

Leading Midwest
Distributor of
Convenience Products

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



RETAILER SPOTLIGHT
continued from page 18.

Looking to the future, Denha
is in the process of expanding
his stores. “We are expanding
within the stores by adding new
categories,” he explained. “Once
we finalize all that we’ll work on
the schematics for expansion.”

There was a time when big
supermarket chains like Kroger
were competing with Dollar
Castle, installing dollar or less
merchandise in their spacious
stores. Now, it is the other
way around and Denha says
it is Dollar Castle who is now
competing with the “big boys”.

‘What has been interesting over
the years is how Dollar Castle
customers have always been very
diverse. On a typical day, you will
see Chevy, Ford, and Mercedes
Benz cars parked in front of the
area stores.

According to Denha, it is
because people at all economic
levels want a bargain; he sees the
future being more of the present.

Denbha also sees the size and
number of his stores growing as
he looks to expand. This will be
determined by market demand
and trends, which Denha and his
family study every day.

“What I love most about my
Dollar Castle stores is seeing the
happy and satisfied expressions
on the faces of my customers, as
everybody loves a good deal,”
said Denha. “Our customers will
always be able to find the same
types of merchandise they fell in
love with when we opened the
doors at the first Dollar Castle.”

Walking into a Dollar Castle
store, it is always clear that the
shopping experience is very
customer centric. In addition
to the vast array of products,
the satisfaction of Dollar Castle
customers is always the top priority.

Denbha is also a man who
gives back to the neighborhoods
where his Dollar Castle stores
are located. “I hire local men and
women to staff my operations,

because it is the right thing to do.
I am also very involved in the
charitable domain,” Denha said.
Dollar Castle currently has more
than 50 employees.

In terms of suppliers, Denha
likes to keep it local, “We so love
our local suppliers as they are
very important to us and at the
right time, we will open more
stores and continue to rely on
these suppliers for much of our
merchandise,” he said. “The
future is bright for our region and
we are proud to be a part of the
resurgence of our community.”

Denha has been a member
of the Associated Food and
Petroleum Dealers (AFPD) for
about 20 years and credits the
organization for his ability to stay
on top of industry news.

“It [AFPD] connects me to
a lot of suppliers for one,” he
explained. “And most importantly,
they keep me updated on a lot of
information that goes on in the
business world.”

LIQUOR CONSOLIDATION
continued from page 28.

"We are a dwindling species!" he
said. "The ones that haven't been
bought are tiny companies."

As for his own company,
Benham said, "If something comes
along that's a generous offer that
makes sense, as a businessman
Il look at it." (He previously
sold the Mark West wine brand
to Constellation in July 2012 for
$159.3 million and the Blackstone
and Codera brands in October
2001 to a Constellation joint
venture for $138.1 million.)

There also could be larger
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consolidation deals down the line,
such as Constellation swallowing
Brown-Forman, Benham added.
Other smaller liquor companies that
remain private include Jose Cuervo,
Bushmills and Hangar 1 maker
Proximo Spirits Inc. and Heaven
Hill Distilleries Inc., producer

of Evan Williams bourbon and
Christian Brothers brandy.

But there is another elephant in
the room: Tito's Handmade Vodka,
the Austin, Texas, distillery that
makes what was recently billed as
the world's fastest-growing vodka.
Founded 20 years ago, Tito's went
from producing 150,000 cases

in 2006 to 2.78 million in 2015,
according to Impact Databank.
Between 2016 and 2017, Tito's
sales grew 44% to nearly $190
million, becoming the top-selling
spirits brand in the U.S., Wine &
Spirits Daily reported last October.

The company has remained
private under founder and sole
owner Bert "Tito" Beveridge.

"I'm sure the guy gets calls
multiple times a week. It's grown
almost logarithmically," Benham
said. "But what I've heard is that
he's just not willing to sell."

Tito's could not immediately be
reached for comment.



QU SAVE THE DATE!

THE VOICE OF INDEPENDENT RETAILERS

ANNUAL INNOVATIONS BUYING SHOW
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AFPD’s 34th Annual Michigan Innovations Buying Show is known for its high-
quality attendees, attendee satisfaction, special show-only deals & discounts
and non-stop interaction. This show continues to be the best and most important
trade show in this region for our industry and for your company’s success.

MAY 8,2018
2:00pm-9:00pm

BURTON MANOR CONFERENCE CENTER | LIVONIA, M

Booth space is now available. Prime exhibit spaces go fast!
Please call Lisa Denha at (800) 666-6233 to reserve your booth today!



make sure to support these afpd supplier members

T Indicates a supplier program that
has been endorsed by AFPD

[0 Indicates supplier only available in Ml
o Indicates supplier only available in OH
Indicates supplier only available in IL

ATM

EdgeOne, InC. ....oovvveiiiniinn. (608) 873-3311

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

BAKED GOODS DISTRIBUTORS

Cateraid, InC.....oovveveennenn.s. (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
BAM(ING, INVESTING & CONSULTING
Y suretyBank............... (386) 734-1647
CNHSales ....ovvveeieeinnan... (855) 365-1800
Mass Mutual Michigan Metro........ (248) 324-9340
Mercantile Bank of Michigan ........ (248) 434-5925
BEER DISTRIBUTORS
Craft Beersof 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
B.l!.f»I.N ESS COMMUNICATIONS/PUBLIC RELATIONS

Windstream .............. (248) 530-2164
Alpha Wireless Solutions ...(734) 429-0001
Comeast..overe i (734) 254-1699
|Wear Solutions ................... (616) 676-7058
Stak Technology. ..........coount (440) 399-0944
Tamar Designs, LLC ................ (248) 760-7211
C.-§.TS)RE & TOBACCO DISTRIBUTORS
Eby-Brown................ (630) 536-3968

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
Suburban Truck Driving Training School (734) 229-0000

Superior Buick. ...l 1-877-586-8665
CHECK CASHING

Pre Paid Ventures ................. (516) 455-2940
Secure Check Cashing, Inc. ......... (248) 548-3020
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CH|PS NUTS, CANDY & SNACKS
ﬂiﬂ’ Better Made Snack Foods M. . (313) 925-4774

ﬂiﬂ Lipari Foods, Inc. .......... (586) 447-3500
D&B Grocers Wholesale. ............ (734)513-1715
Frito-Lay, InC. .. ..o 1-800-359-5914
Kar’s Nut Products Company......... (248) 588-1903

Motown Snack Foods

(lays, Cape Cod, Tom’s, Archway, Stella D'oro).. . .(313) 931-3205
Northern Confections, Inc. .......... (231) 436-5356
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

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

YUY pivDat Kiosk Network. . . ... . (248) 399-0715
Envios De Valores La Nacional Corp.. . .(917) 529-0700

C.ISEI.)IT CARD PROCESSING

WP worldPay ................ (404) 723-1528
First Class Payment Systems. ....... 1-888-255-2211
DELI & MEAT MANUFACTURERS & DISTRIBUTORS
m Sherwood Food Distributors . . (313) 659-7300

ﬂﬂ? Lipari Foods, Inc. .......... (586) 447-3500
Ato Z Portion Control Meats ......... (419) 358-2926
Wolverine Packing Company......... (313) 259-7500
ENERGY, LIGHTING & UTILITIES

DTEEnergy .......cocovvvvvnnnn. 1-800-477-4747
DTE Your Energy Savings ........... 1-855-234-7335
GenPro. ..o 1-866-439-1424
Mid-American Energy Services, LLC ...(563) 333-8570
RunningRight .................... (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
Taylor Freezer/Broaster Chicken ... ... (734) 525-2535

FRANCHISING OPPORTUNITIES

DCT Enterprises-Little Caesars Pizza ..(989) 792-0322
Fuddruckers of Southfield........... (248) 809-6714
Jopatico-Little Caesars Pizza......... (989) 686-3600

(ie§.STATION BRANDING & MAINTENANCE
Oscar W Larson Co. [, . ... (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 .....ooviieniiints, 1-800-FAST-OIL
Gilligan Oil Company of Columbus ... 1-800-355-9342
High Pointe Oil Company, Inc. ....... (248) 474-0900
Obie Qil, InC. vvvvvvieii it (937) 275-9966
R&R Takhar Operations, Inc.......... (937) 665-0881
Select Distributors, LLC............. (844) 208-8097

G.ISI.EETING CARDS

T Leanin’ Tree ..... 1-800-556-7819 ext. 4183
GROCERY WHOLESALERS & DISTRIBUTORS

D&B Grocers Wholesale. . ........... (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 ...............co.oue (616) 878-2248
SUPERVALU West Region . ........... (262) 942-3387
Value Wholesale Distributors ......... (248) 967-2900
HOTELS, CONVENTION CENTERS & BANQUET HALLS
Genoa Banquet Center ............. (517) 545-1000
Penna’s of Sterling ................ (586) 978-3880
Petruzello’s ......ooovviiniinn.t. (248) 879-1000
Suburban Collection Showplace. .. ... (248) 348-5600
ICE CREAM SUPPLIERS

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

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

YUY Blue Bunny Ice Cream I.. .. (810) 234-4155
Bartos Distributing, Inc. ............ (734) 422-7725
Velvet Ice Cream Co. ............... (740) 892-3921
ICE PRODUCTS

Wl us. e Corp. . ............. (313) 862-3344
Arctic Glacier Premium Ice. ......... 1-800-327-2920
Home Citylce ........cooveiunnn. (513) 598-3738

IEI.S.I.JRANCE SERVICES: AUTO & HOME

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

|!‘I.S.l.JRANCE SERVICES: COMMERCIAL
WY conifer Insurance Company (iguor 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
JAKnappAgency .........ienan.. (740) 362-4044
The Campbell Group ............... (269) 324-3688
USTI/Lyndall Insurance ............. (440) 247-3750
IEI.S.I;IRANCE SERVICES: HEALTH & LIFE
4T BCBS of Michigan w. ....... (313) 225-9000
Blue Care Network ................ (248) 799-6300

Business Benefits Resource, LLC. ... .. (248) 381-5045
Independent Food Retailers Association . (517) 337-4877
Omega Benefit Strategies ........... (888) 404-5049

INSURANCE SERVICES: WORKERS’ COMPENSATION
?;I.I;il? Conifer Insurance Company ... . (248) 559-0840
WY careworks [ . . .. 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
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 @lcohol issues) . . . .(517) 351-6200
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Saxon, InC...vvnivniii (248) 398-2000
LOTTERY

IGT Global Solutions ............... (517) 272-3302
Michigan Lottery .................. (517) 335-5648
OhioLottery .......coeeniiin.n. 1-800-589-6446

MILK DAIRY & CHEESE PRODUCTS
ﬂ?ﬂ? Lipari Foods, Inc. .......... (586) 447-3500

WP sherwood Food Distributors [ [
wee T (313) 659-7300

Wl Dairymens @.............. (216) 214-7342
T prairie Farms Dairy Co. [ . .. (248) 399-6300

MISCELLANEQUS

Pavelid Technology ................ (248)330-7833
QEEISZE SUPPLIES

WY office Depot . ....vv.t.nt (855) 337-6811
PAPER PRODUCTS & PACKAGING SUPPLIES
Joshen Paper & Packaging .......... (216) 441-5600
PIZZA SUPPLIERS

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

P.(.)l.l‘!T OF SALE & RETAIL TECHNOLOGY
T Great Lakes Data Systems (oc software)

.................. (248) 356-4100 ext. 107
Active Software & Hardware ......... (248) 577-9000
BMC-Business Machines Company ...(517) 485-1732
City Hive, InC.. oo ove oo (917) 562-6618
RandallData ..................... (734) 453-9200
Success Systems ...l 1-800-653-3345
PRINTING, PUBLISHING & SIGNAGE
Ahearn Signs, Inc.................. (734) 699-3777
American Solutions for Business ... .. (216) 672-3819
Fisher Printing . ................... (708) 598-1500
Huron Web Offset Printing........... (519) 845-0821
Pace Custom Printing............... (248) 563-7702
Wheelhouse Graphix ............. 1-800-732-0815

PRODUCE DISTRIBUTORS

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

Anthony Marano Company .......... (773) 321-7500
PROPANE

T Pinnacle Propane Express . . . (847) 406-2021
CorriganOil v..vvvevnin ... 1-800-FAST-OIL
REAL ESTATE

T sell Your Business Program . . . 1-800-666-6233

NAI Farbman (Commercial Real Estate) . . . . . . . (248) 351-4386

REFRIGERATION SOLUTIONS (COMMERCIAL)
SRC Refrigeration (Growlers) . . .. .. ... 1-800-521-0398
RW International .................. (586) 920-2796

RETAIL FIXTURES & DISPLAYS

Detroit Store Fixture Co. ............ (313) 341-3255
DisplayMax.........covvevevnn.n. (810) 494-0400
Tyler Supply Company ............. (269) 345-2121

REVERSE VENDING MACHINES & SERVICE
UBCR,LLC. .o (248) 529-2605
Universal Video, In¢. ............... (248) 798-6699

S.E.(;l.JRlTY, SURVEILLANCE & MORE
WY Advanced Surveillance Technologies, Inc.

.......................... 1-800-278-6004
Central Alarm Signal ............... (313) 864-8900
Netco Services........coovvvnnnn.. (248) 850-2228
UTS (248) 669-2300

SODA POP, WATER, JUICES & OTHER BEVERAGES
THP? Monster Energy Company .. .1-800-666-6233
ﬂ?ﬂ? Muscle Milk .............. 1-800-666-6233

THP? Lipton Rebate Program/Pepsi Beverages
.................. Detroit [ 1-800-368-9945
.................. Howell [0 1-800-878-8239
.................. Pontiac [0 (248) 334-3512
................ Cleveland [ (216) 252-7377
................ Twinsburg [ (330) 963-5300

T coca-Cola Refreshments (Metro Detroit Program)
............ Metro Detroit [l (313) 868-2008
................. Belleville M (734) 397-2700
............... Port Huron [ (810) 982-8501
................ Cleveland [1(216) 690-2653

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

Absopure Water Company .......... (734) 207-4906
Dr. Pepper Snapple Group/7UP ....... (313) 937-3500
LXR Biotech, LLC .............c.... (248) 836-4373

TOBACCO COMPANIES & PRODUCTS

8 MileSmoke..........coiiinnn.. (844) 678-6453
Altria Client Services . .............. (513) 831-5510
R.J. Reynolds Tobacco Company . ..... (336) 741-0727

UNIFORMS, LINENS, WORK WEAR & SUPPLIES

WY petroit Chemical & Paper Supply /
.. st Impressions........... (586) 558-8805

THP? Socks Galore Wholesale. .. .. (248) 545-7625
ﬂﬂ? UniFirst Corporation . (888) 256-5255 ext. 232

Lw.EMPLOYMENT DEFENSE
AT Packer & Associates. ... ..... (248) 348-5610

WASTE DISPOSAL & RECYCLING

W midwest Recycling I (4merican Red Cross boxes)
......................... (313) 304-9099

Vyw.E & SPIRITS COMPANIES
WY Benchmark Beverage Co. . . . .1-800-666-6233

Cornerstone Wine Distributor . ....... (586) 839-2552
Diageo .....oviiiiiii 1-800-462-6504
Heaven Hill Distilleries ............ 1-800-348-1783
LUXCO v veeeee e (313) 333-4637
Native Spirits Limited .............. (602) 741-6119
Pernod-Ricard USA ................ (248)717-3177
Proximo Spirits ............oooaen. (810) 278-0599
Remy Cointreau USA ............... (248) 347-3731

Southern Glazer’s Wine & Spirits of Michigan
........................... (248) 698-1660

VektorVodka ............coooenn. (602) 741-6119
WINE & SPIRITS DISTRIBUTORS

Great Lakes Wine & Spirits ......... 1-888-860-3805
RNDC of Michigan ................ 1-888-697-6424

FOOD RESCUE / FOOD BANKS

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 ...oovvvviniiiii... (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

=0
OHIO
ASSOCIATION OF
FOODBANKS
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MAY 8, 2018

AFPD’S 34TH ANNUAL INNOVATIONS
BUYING SHOW

AFPD’s longest running trade show has retailers looking
to fill their shelves for the spring and summer months.
The Annual Innovations Buying Show is known

for high-quality attendees, non-stop interaction and
exhibitor satisfaction. Admission for AFPD members is
free. Must be at least 21 years old to attend this show.

Burton Manor // Livonia, Michigan

JUNE 19, 2018

AFPD FOUNDATION’S 10TH ANNUAL
SCHOLARSHIP LUNCHEON

Every year, the AFPD Foundation awards academic
scholarships in the amount of $1,500 each to extraordinary
and deserving students in Michigan and Ohio. Help the
AFPD Foundation invest in the leaders of tomorrow.
Tickets and sponsorship opportunities available.

Detroit Athletic Club // Detroit, MI

JULY 18, 2018

AFPD’S 42ND ANNUAL MICHIGAN

GOLF OPEN

A day on the course includes breakfast, lunch, 18 holes
of golf and samples at every hole! Last year we sold out!
Sponsorship opportunities are available.

Fox Hills Golf & Bangquet Center // Plymouth, MI

SEPTEMBER 2018
AFPD’S 20TH ANNUAL HOLIDAY
FOOD & BEVERAGE BUYING SHOW

As Michigan’s premiere holiday show, retailers and on-

and off-premise licensees come from miles to see, sample

and buy a wide variety of new products. Admission for
AFPD members is free. Must be 21 years or older to
attend this show.

Date & Location TBA // Michigan
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FOOD MARKETING INSTITUTE

AFPD Bottom Line (USPS #2331; ISSN
0894-3567) is published monthly by AFPD
“The Voice of Independent Retailers”, at
5779 West Maple Road, West Bloomfield,
MI 48322. Materials contained within
AFPD Bottom Line may not be reproduced
without permission from AFPD.

CONTACT:

T: (800) 666-6233

F: (866) 601-9610

E: info@AFPDonline.org

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

The opinions expressed in this magazine
are not necessarily those of AFPD, its
board of directors, staff members, or
consultants. Bylined articles reflect the
opinions of the writer.

POSTMASTER: Send address changes to
AFPD Bottom Line, 5779 West Maple Road,
West Bloomfield, MI 48322.

AFPD works closely with these associations:

//;I

(GMA

The Association of Food, Beverage

A and Consumer Products Companies
—
= IFDA

' International foodservice
Aistibutors association

NACS

o National Association
of Convenience Stores
Al A

NATIONAL GROCERS ASSOCIATION



MTN DEW, the MTN DEW Logo and MTN DEW ICE # M T N D E W I C E
are trademarks of PepsiCo, Inc.



We're proud to offer the Our Family
brand to independent retailers.
It's a brand your customers can trust -
WE GUARANTEE IT!

s

Our Family® anchors a broad portfolio of private brand items
currently provided to retailers like you.

TopCare. J‘{‘g@g Paws

by TopCare.. ... Happy Llre
Meat, deli, bakery, Experience unique Natural and organic Health and beauty Afull line of quality Affordable pet care
seafood, and ready flavor profiles from selections products for the whole baby care and toys

to heat selections around the world family

Visit SpartanNash.com for
more information or call:

Jim Gohsman 616-878-8088 ... SpartanNaSh®
o

Ed Callihan 330-903-8076 Taking food placese

Roger Delemeester 989-245-0337




