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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 profi t 
opportunities on a daily basis. We tailor new items, 
promotions and special programs to the specifi c 
market needs of our independent retail customers.
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OVERALL BEER VOLUME DIPS IN 2017
The beer category suffered in 2017, with total volume 

falling 1.1% to 2.8 billion 2.25-gallon cases, according 

to the Beverage Information Group’s 2018 Beer 

Handbook. Total beer consumption has declined for 

five consecutive years, as U.S. consumers imbibe more 

spirits and wine. 
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HISTORY OF SUCCESS FOR ANNUAL HIGH 
FIVE TURKEY DRIVE
Having started in 1980, the Midwest Independent 

Retailer Association’s (MIRA) High Five Turkey Drive 

has a history of  nearly 40 years. What started with 

then AFD member Mark Karmo collecting less than 

20 turkeys from member supermarkets to be donated to 

the Mother Waddles Charity has grown exponentially. 
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CONSUMERS CONTINUE TO TURN OFF THE 
FAUCET AND TAP INTO BOTTLED WATER 
John Jonna, former co-owner of  Merchant of  Vino 

Gourmet stores remembers when bottled-water started 

to hit the market in the 80s. “Who would buy bottled 

water, we thought,” said Jonna. “Water is free. Who 

was going to pay for it?”
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Always Count Your Blessings

M any people have been devasted by the hurricanes and storms that have 
hit a number of cities the past few months.  In addition, a well know 
grocery and former association board chairman, Terry Farida, had a freak 
life-threatening accident while working out and is now recovering slowly.  

In addition, another former Chairman, Jerry Yono, tragically lost his 28-year-old grandson.  
Please keep them in your thoughts and prayers.  It goes to show you that one day you can 
be on top of the world and the next day your world and life can change drastically.  Life is 
fragile, and we should always be thankful for everything we have been blessed with.  

We all realize the struggles and ever-changing industry we are doing business in, but 
as tough as it may get for you, please realize how fortunate you are to own and run a 
business.  The saying goes, “It can always get better and it can always get worse.” So 
just enjoy the moment you have in front of you, right now.  Our industry is not showing 
any signs of slowing down its volatility or the consolidation that is creating this seismic 
change.  Some people blame technology, some blame other industries that are taking 
away our workforce and believe it or not some even blame our association for not 
stopping certain government regulations.  People need to look into the mirror and ask 
themselves, “How can I get better?” or “What do I need to do, so I can take my business 
to the next level?”  

While others are complaining, a number of aggressive operators are growing and 
expanding	at	a	very	fast	rate.		Why	the	difference	in	approach?		Are	some	retailers	and	
distributors smarter than others?  Are they in the right place at the right time or are they 
just	lucky?		I	would	argue	some	have	a	better	vision	of	their	five-year	plan	and	others	see	
that industry unpredictability is the perfect time to double down on growth.  While some 
owners want to bail out and sell their family businesses, buyers are getting the pick of 
the litter.  Also, I would argue that instead of WASTING ENERGY complaining about things 
outside	their	control,	they	put	all	their	time	and	energy	into	getting	better	and	finding	
ways to get ahead in this ever-changing industry.  

I guess an important question would be: do you actually like your job?  Do you like what 
you are doing day-in and day-out or is this just a means to an end, just another way to 
pay your bills and make a living.  I have said this before, there is nothing wrong with 
the latter approach, but you still need to stay competitive and viable instead of slowly 
dying on the vine.  Our association is a mirror of the industry and every challenge I have 
mentioned and others I have not, we have been dealing with directly and internally.  We 
have been trying to take control of our own destiny and invest and even reinvest in what 
we have done right in the last ten years, which has brought about our growth in an era 
where most associations are going out of business.  We need members who are loyal 
and invested in this industry to help us continue to bring you the service and programs 
needed to remain viable and grow.  We do not plan to cut back services and give less 
support, because during these times is when you need more of the Midwest Independent 
Retailers Association, not less.  

We a have a lot of exciting things coming your way in 2019!  Please remember that the 
beauty of being a small business owner is the human side you bring to your customers 
and employees and don’t forget to count your blessings every day!  Wishing you and your 
family a Happy and Blessed Thanksgiving! God bless and please help others in need via 
our Annual “High Five” Turkey drive!  n
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mira corner

Having started in 1980, the Midwest 
Independent Retailer Association’s 
(MIRA) High Five Turkey Drive 
has a history of nearly 40 years. 
What started with then AFD 
member, Mark Karmo, collecting 
less than 20 turkeys from member 
supermarkets to be donated to the 
Mother Waddles Charity has grown 
exponentially. 

Through the years, the 
association has had the opportunity 
to watch their turkey drive grow 
from both how many turkeys they 
donate to where the turkey drives 
take place. Steadily, the turkey drive 
has grown to the point in which 
MIRA is able to provide 6,000 
turkeys to local families each year. 

Additionally, the turkey drive 
is no longer just a program in for 
Detroit residents. In the state of  
Michigan, the turkey drive has 
reached Lansing. Beyond state 
lines, members in Ohio & Illinois 
are now also able to participate in 
the annual program.

As a result, there are a number 
of options for retailers and 
members to get involved and 
contribute to the overall goal.

“Retailers/members can help in 
a few different ways. They can send 
in monetary donations to the office 
or donate online,” explained Ila 
Konja, MIRA event planner. “The 
cost of a turkey is about $15.  For 
$150, we can give out 10 turkeys 
to families in need. They can also 
participate in the turkey hands 
promotion where their customers 
can donate at the register and 
complete a ‘turkey hand’ with their 
name on it and post it on the wall or 
designated area of the store.”

History of Success for Annual High Five Turkey Drive
n BY ASHOURINA SLEWO //  

DENHA MEDIA GROUP

These paper turkey cutouts are a 
recent addition to the turkey drive. 
The turkey cutouts officially rolled 
out in 2015.

“We send packets to the stores 
that participate.  The packets include 
pads of 50 ‘hands’ and a poster. 
Each store requests as many as they 
think they can sell,” said Konja. 
“Paper turkeys are a fun, simple 
way to raise funds while sending 
a message to the retail customers, 
and their communities, that we care 
about feeding the hungry.”

The money raised from these 
paper turkey hands can either 
be used toward a charity of  the 
store’s choice or donated to MIRA 
and used for the turkey drive. 
According to Konja, supermarkets 
do particularly well with the 
turkey cutouts.

Former Board Member, Marsha 
Keenoy, is credited with having 
branded the High Five Turkey 
Drive with cutout paper turkeys. 
The idea originates in the belief  
that the holidays are a time to slow 
down in an effort to appreciate life 
beyond its materialistic means.

“I wanted folks to be reminded 
when their mom/dad taught them 
how to draw their first turkey.  
Placing their hand on a piece 
of paper then outlining it,” she 
explained. “The holiday season is 
so busy, let’s slow down and spend 
time creating good memories, not 
just making it materialistic. Be 
thankful to God for all the amazing 
good things we have.”

While the paper turkey cutouts 
are effective in raising funds, they 
are not the only way for retailers 
and members to contribute. 

“We accept monetary donations 
and also products to help give 
complete meals to those in need.  

Monetary donations can be made 
by check and mailed to the office or 
website,” explained Konja.

In Lansing, Keenoy employs 
other methods of  raising awareness 
and collecting donations. “All 
efforts make a difference.  The 
paper cutouts when hung, do 
bring awareness to the fact that 
there are hungry people in need 
and we need to step up and help,” 
she said. “Other methods include 
Playmakers FUN RUN put on 
in Lansing by the Capital, school 
donations during their harvest fun 
nights selling t-shirts, bar promos 
during Halloween parties, and 
TV campaigns that lead to on line 
donations.”

Retailers and members are 
also invited to volunteer their 
time. “We can use the help the 
day of  distribution to pass out the 
turkeys and other donated items,” 
said Konja.

Despite all the changes the 
turkey drive has undergone, the 
goal has always remained the same: 
to raise awareness of the growing 
hunger throughout the region and 
working to remedy it.

“It is critical folks see others give 
back,” said Keenoy. “This simple 
rain drop can create a flood.  We 
need to keep driving rain drops 
in our community for the next 
generation to learn that we give 
back to our neighbors.” n
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mira corner

Since the inception of the Meat 
Cutters class from Michigan State 
University’s (MSU) Meat Quality 
Extension Education Program, 
there have been two graduating 
groups of students. The first course 
took place in August of 2017, 
with eight students successfully 
completing the class and receiving 
their certification. January of  
this year, five more students 
successfully completed the course. 
In addition, there is currently a 
class of seven students underway.

The Meat Cutters class has seen 
great success with each new course. 
In addition to the group of students 
participating in the current class, 
there are already 10 more students 
slated to participate in the January 
2019 course. 

“We have more applications 
currently than we have spots for 
participants in January 2019,” said 
Jeannine Schweihofer, MSU Senior 
Meat Quality Extension Educator.

“Partnering with MSU on 

Continued Success for Meat Cutters Class
n BY ASHOURINA SLEWO //  

DENHA MEDIA GROUP

this program has proven to be 
very fruitful,” said Auday Arabo, 
president and CEO. “It is so great 
to see how quickly these courses 
are filling up, there’s quite a bit 
of  enthusiasm. We support this 
program. We know that there is a 
great need for this profession in the 
food industry.”  

The certification program is 
open to all employees of grocery 
stores and meat processors who 
want to make a career in meat 
cutting and/or advance their skills 
in meat cutting and processing. 
Current employees of grocery 
stores – including employees not 
yet working in the meat department 
– and meat processors are invited 
to apply for a spot in an upcoming 
certification training course.

The two-page application 
is available online. Once 
submitted, each application goes 
before a committee for review 
where applicants are either 
denied or accepted.

Once accepted, students can 
expect to tap into a wealth of  
knowledge and experience over the 
course of the class. Students should 
expect to learn a variety of skills 
and techniques that will make them 
an asset in the food industry.

According to Schweihofer, 
students will learn about the 
following: proper personal 
protective equipment and knife 
handling /sharpening skills. Beef  
and pork carcass breakdown 
and where cuts originate from a 
carcass. Hands-on meat cutting 
and packaging experience. Proper 
sanitation skills and hands-on 
experience. Proper meat grinding 
techniques and sausage making.

Students will also go over the 

basics of meat color, packaging, 
display, display lighting, inspection, 
label requirements, pricing and 
yield calculations, and more.

Working closely with the 
program, Schweihofer hopes the 
students are able to get a better 
understanding of the industry and 
meat cutting through the course. 
“I hope the participants gain a 
better understanding of the meat 
industry, learn ways to improve 
their work or technique, and have 
the basic skills to succeed as a meat 
cutter in the future,” she explained.

Aside from MSU Meat Cutters 
class, there are no formal training 
or certificate programs available for 
meat cutters in Michigan. There 
are, however, many jobs available 
in the meat cutting industry. These 
positions go unfilled due to the lack 
of training.

“Meat cutters are in high 
demand in Michigan’s meat 
industry. Meat processors and 
grocery stores have high turnover 
rates for employees and jobs 
available,” explained Schweihofer. 
“Finding qualified workers has 
been an existing challenge for the 
industry for several years.”

This program will allow for 
those who are interested to receive 
training, and ultimately their 
meat cutting certification. This in 
turn will fill positions across the 
industry. Feedback thus far has 
been positive among participants.

This course has been 
coordinated with input from the 
Michigan Meat Association and 
the Midwest Independent Retailers 
Association (MIRA). Funding for 
the program was made possible by 
the Michigan Alliance for Animal 
Agriculture. n

TARGET AUDIENCE:
Employees of grocery stores and meat processors who 
want to make a career in meat cutting and advance their 
skills in meat cutting and processing. Current employees 
of grocery stores (including employees not yet working in 
the meat department) and meat processors are invited to 
apply for one of ten spots in the certificate training.

PROGRAM SUMMARY:
Meat cutters are in high demand for industry processors 
and in meat departments of grocery stores. This free, 
hands-on certificate training will include in-person 
sessions at the Michigan State University Meat Lab and 
in the meat department of grocery stores in southeast 
Michigan. Additional course content will be conducted in 
online sessions. The training will be interactive and applied 
to learning how to cut and package meat.

HOW TO APPLY:
Download and complete the nomination/registration form 
at www.canr.msu.edu/mctc and email it to grobbelj@anr.
msu.edu.

LIMITED NUMBER OF PARTICIPANTS:
This certificate training will only be open to ten 
participants and be taught by experienced professionals 
in the meat industry.
MSU is an affirmative-action, equal-opportunity employer. Michigan State University 
Extension programs and materials are open to all without regard to race, color, national 
origin, gender, gender identity, religion, age, height, weight, disability, political beliefs, 
sexual orientation, marital status, family status or veteran status.

MEAT CUTTER CERTIFICATE TRAINING 

CONTACT US: 
Jeannine Schweihofer 
Meat Quality Extension 
Educator 
200 Grand River Ave, 
Suite 102 
Port Huron, MI 48054 
(810) 989-6935 
grobbelj@anr.msu.edu  
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SPONSORS/PARTNERS 
Funding for this pilot training pro-
vided by the Michigan Alliance for 
Animal Agriculture.  

MEAT CUTTER TRAINING

CONTACT US:
Jeannine Schweihofer, Meat Quality Extention Educator
200 Grand River Ave., Suite 102 |  Port Huron, MI 48054
grobbelj@anr.msu.edu  |  www.canr.msu.edu/mctc
(810) 989-6935

SESSION 1: OCTOBER 2018*
October 5, 2018
MSU Meat Lab 
East Lansing, MI
9 a.m. – 4 p.m.

October 9, 2018
Online training
7 a.m. – 8:30 p.m.

October 12, 2018
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.

October 19, 2018
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.

October 23, 2018
Online training
7 a.m. – 8:30 p.m.
October 24, 2018
Online training
7 a.m. – 8:30 p.m.
October 26, 2018
MSU Meat Lab 
East Lansing, MI
9 a.m. – 4 p.m.
October 30, 2018
Online training
7 a.m. – 8:30 p.m.
November 2, 2018
MSU Meat Lab 
East Lansing, MI
9 a.m. – 4 p.m.

SESSION 2: JANUARY 2019*
January 11, 2019 
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
January 15, 2019
Online training
7 a.m. – 8:30 p.m.
January 18, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
January 22, 2019
Online training
7 a.m. – 8:30 p.m.
January 25, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.

January 29, 2019
Online training
7 a.m. – 8:30 p.m.
February 1, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
February 5, 2019
Online training
7 a.m. – 8:30 p.m.
February 8, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
February 15, 2019
Weather alternative if 
needed, in-person MSU 
Meat Lab, TBD

*Additional locations and details provided upon 
acceptance into the training; subject to change

*Additional locations and details provided upon 
acceptance into the training; subject to change
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Jeannine Schweihofer, Meat Quality Extention Educator
200 Grand River Ave., Suite 102 |  Port Huron, MI 48054
grobbelj@anr.msu.edu  |  www.canr.msu.edu/mctc
(810) 989-6935

SESSION 1: OCTOBER 2018*
October 5, 2018
MSU Meat Lab 
East Lansing, MI
9 a.m. – 4 p.m.

October 9, 2018
Online training
7 a.m. – 8:30 p.m.

October 12, 2018
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.

October 19, 2018
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.

October 23, 2018
Online training
7 a.m. – 8:30 p.m.
October 24, 2018
Online training
7 a.m. – 8:30 p.m.
October 26, 2018
MSU Meat Lab 
East Lansing, MI
9 a.m. – 4 p.m.
October 30, 2018
Online training
7 a.m. – 8:30 p.m.
November 2, 2018
MSU Meat Lab 
East Lansing, MI
9 a.m. – 4 p.m.

SESSION 2: JANUARY 2019*
January 11, 2019 
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
January 15, 2019
Online training
7 a.m. – 8:30 p.m.
January 18, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
January 22, 2019
Online training
7 a.m. – 8:30 p.m.
January 25, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.

January 29, 2019
Online training
7 a.m. – 8:30 p.m.
February 1, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
February 5, 2019
Online training
7 a.m. – 8:30 p.m.
February 8, 2019
MSU Meat Lab
East Lansing, MI
9 a.m. - 4 p.m.
February 15, 2019
Weather alternative if 
needed, in-person MSU 
Meat Lab, TBD

*Additional locations and details provided upon 
acceptance into the training; subject to change

*Additional locations and details provided upon 
acceptance into the training; subject to change

SPONSORS/PARTNERS
Funding for this pilot training provided by the Michigan 
Alliance for Animal Agriculture.

MEAT CUTTER CERTIFICATE TRAINING 

CONTACT US: 
Jeannine Schweihofer 
Meat Quality Extension 
Educator 
200 Grand River Ave, 
Suite 102 
Port Huron, MI 48054 
(810) 989-6935 
grobbelj@anr.msu.edu  
 
WEBSITE: 
www.canr.msu.edu/mctc/ 

TARGET AUDIENCE: 
Employees of grocery stores and meat processors who want to make 
a career in meat cutting and advance their skills in meat cutting and 
processing. Current employees of grocery stores (including 
employees not yet working in the meat department) and meat 
processors are invited to apply for one of ten spots in the certificate 
training. 

PROGRAM SUMMARY: 
Meat cutters are in high demand for industry processors and in meat 
departments of grocery stores. This free, hands-on certificate training 
will include in-person sessions at the Michigan State University Meat 
Lab and in the meat department of grocery stores in southeast 
Michigan. Additional course content will be conducted in online 
sessions. The training will be interactive and applied to learning how 
to cut and package meat. 

HOW TO APPLY: 
Download and complete the nomination/registration form at INSERT 
WEB LINK and email it to grobbelj@anr.msu.edu by Dec. 28, 2017. 

LIMITED NUMBER OF PARTICIPANTS: 
This certificate training will only be open to ten participants and be 
taught by experienced professionals in the meat industry.  

MSU is an affirmative-action, equal-opportunity employer. Michigan State University Extension 
programs and materials are open to all without regard to race, color, national origin, gender, gender 
identity, religion, age, height, weight, disability, political beliefs, sexual orientation, marital status, 
family status or veteran status. 

SPONSORS/PARTNERS 
Funding for this pilot training pro-
vided by the Michigan Alliance for 
Animal Agriculture.  
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petroleum news & views
EDWARD WEGL ARZ //  MIRA DIRECTOR ,  P ETROLEUM

What Do We Know About 
the Future?

I  
don’t pretend to be a predictor of  the 
future. Nor, do I have a crystal ball to look 
into. But, there are some leading 
indicators that can give us a rather blurred 

but reliable picture of  the future of  fuel marketing.

If  we’ve learned anything over the past decade, 

we’ve learned that there is little, if  any, margin selling 

gasoline. For some unexplainable reason retailer’s 

feel the uncontrollable urge to giveaway their primary 

product in hopes that the motorist will come in the 

store and buy some item that actually produces some 

margin. We even see “big box” stores publish profit 

and loss statements with (and without) gasoline sales. 

Noting that the gas business is merely an expensive 

advertisement to attract customers. I believe we will 

continue to operate within that marketing philosophy 

for the foreseeable future. There will always be some 

marketer that wants a bigger piece of the constant, or 

even shrinking, retail gasoline pie. He will discount his 

product to increase the share, and when competitors 

respond with similar or even more dramatic price 

reductions, the downward spiral will begin. Motorists 

do not buy more gas because it’s cheaper. They have no 

ability to store it. They don’t drive more because they 

paid less. But, similar to geometric axioms, irrational 

retail gasoline pricing appears to be here to stay.

So, here’s what you need to know, so you can plan 

for the future, and survive.

There will be broader competition. More non-

traditional outlets – grocery chains, even home 

improvement store – will be competing for fuel business 

and they can afford to use gas as a loss leader.

Marketers will need to Build Their Own Brand. 

Some are abandoning branded gas to save several cents 

a gallon because of very slim profit margins. Motorists 

are also less brand-loyal and more price conscious when 

they can check gas prices online with their smartphone. 

The younger driver and leasing drivers subscribe to the 

philosophy that “gas is gas” and therefore consider 

“price” as their primary motivator when purchasing 

fuel. Brand loyalty is diminishing.

Vending machines at the pump island are a 

consideration. C-Stores are installing vending machines 

at the pump finding that 60-70% of customers who buy 

fuel never enter the store to buy higher-margin items. 

Soft drink machines are the most common, but some 

store are promoting sandwiches and snacks.

The line between gas stations, supermarkets, 

convenience stores, fast food restaurants, party stores, 

and dollar stores is becoming very blurred. Everybody 

seems to be offering everything.

Just to provide an example. I was at my bank 

the other day and mentioned to the manager that 

everybody seems to be offering expanded food service. 

I kidded him that I truly expected to see a salad bar or 

some food service at his bank soon. Lo and behold, 

last night on TV I saw an ad for some bank that was 

differentiating itself  from the banks by adding a café 

inside their bank!

If  an or concept seems a trifle “goofy” don’t 

discount it. You may just be on the brink of the newest 

phenomena to sweep the industry! n

“Motorists do not buy more gas because it’s 
cheaper. They have no ability to store it. They 
don’t drive more because they paid less. But, 
similar to geometric axioms, irrational retail 
gasoline pricing appears to be here to stay.”



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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michigan lobbyist report
MAT T MINER //  C APITO L STRATEGIES GROUP

Getting Ready for 
Michigan’s Lame Duck 
Legislation Session

BILL TO PROTECT ALCOHOL SALES RECORDS FROM FOIA 
INTRODUCED IN THE MICHIGAN SENATE
Senator Rick Jones, a staunch advocate for the 
protection of  the Half-Mile Rule, introduced a bill 
this fall to protect from the Freedom of  Information 
Act, liquor sales records of  private businesses in 
the state of  Michigan.  Currently, all sales orders 
of  liquor made by private businesses through the 
state of  Michigan’s warehouses are subject to the 
Freedom of  Information Act.  This means that the 
state must publish sales orders from private businesses 

in its journals for all competitors to see.  Since the 
elimination of  the Half-Mile Rule, this information 
has been used to give speculators a tool to poach 
business from long established merchants in this state.  
MIRA and its advocacy team at the state capitol are 
pushing for passage of  this bill during Lame Duck 
Session after the election.

BOTTLE BILL REPEAL TO MAKE LAME DUCK PUSH
Supporters of a bottle bill repeal met to discuss 
organizational efforts to repeal the bottle bill and 
replace it with a comprehensive statewide recycling 
initiative.  Recent polling suggests that the timing for 
such an initiative is good and that the Lame Duck 
Session provides the framework to address this issue 
by bringing multiple issues to the table.  While the 
hill is steep to accomplish this initiative, it does start a 
dialogue about the future of recycling and the viability 
of the aging bottle bill.n

Exclusive AFPD member program

Worldpay and Associated Food and Petroleum Dealers (AFPD) are not affi  liated entities and each of them is solely responsible for the provision of its 
respective products and services. 
EMV is a registered trademark or trademark of EMVCo LLC in the United States and other countries.       
© Worldpay 2016. All rights reserved. Worldpay, the logo and any associated brand names are trademarks of the Worldpay group of companies. All other 
trademarks are the property of their respective owners. Worldpay US, Inc., is a registered ISO/MSP of Citizens Bank, N.A., Wells Fargo Bank, N.A., and 
Eagle Bank, N.A.

Take advantage of competitive 
pricing off ered by Worldpay. In 
addition, all interchange fees 
are passed through without 
markup.

COMPETITIVE 
PRICING

Point-to-Point Encryption 
(P2PE) and Payment Card 
Industry (PCI) Data
Security Standards (DSS) 
support programs are 
available to help protect your 
customers and your business.

SECURITY 
TECHNOLOGY

Worldpay is EMV™ certifi ed to 
the major supermarket POS 
systems and can provide both 
stand alone and integrated 
POS systems.

EMV 
CERTIFIED

Keep your business top of 
mind with proprietary gift  
cards from Worldpay or 
convert your existing stock.

GIFT CARD 
PROGRAM

Worldpay, the preferred payments processor for Associated Food and Petroleum Dealers (AFPD), 
is pleased to introduce their exclusive credit card processing program for AFPD members.

worldpay.com

LET’S GET STARTED.
worldpay.comGeorgett e McDade  |  404.723.1528  |  Georgett e.McDade@worldpay.us

EBTCheck Debit EBT Fleet Gift 

Exclusive credit card processing program for MIRA members. No matter how you want to accept payments,  
MIRA has a solution that will flawlessly fit your business needs!  

Let us review 2 or 3 of your monthly statements and we will guarantee you savings or MIRA will pay your annual membership dues (one time only).
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Payment Processing
We offer an array of payment processing solutions 
to help you grow your business and accept 
payments in-person.

eCommerce
Safe and secure solutions that allow your business 
to accept payments online with online shopping 
cart integrations.

Emerging Markets
Do you need to accept payments in a non-traditional 
way? We offer a wide array of customized solutions 
in emerging markets such as healthcare, education, 
rent, and business-to-business transactions.

Business Funding
We partner with a direct lender that provides 
funding to small businesses nationwide. Your 
business can receive loans, cash advances, or credit 
lines to help your business prosper.

Reporting 
Our reporting system gives your business the 
ability to stay up-to-date with real-time reporting 
at your fingertips any time, any where - making it 
easy to manage your business.

Security
Protect your business and your customers. We 
make it a priority to educate you on how to 
reduce counterfeit and fraud through acceptance 
and best practices.

TO SIGN UP FOR THIS PROGRAM, CALL THE MIRA OFFICE AT (800) 666-6233 OR EMAIL INFO@MIRAMW.ORG
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opinion editorial
RANDY RICHARDVILLE  //  FORMER MICH IGAN SENATE MAJORIT Y LEAD ER

Proposition 18-1: What it 
Means for Employers  
Across the State

P roposition 18-1 to legalize recreational 
marijuana is nothing more than a fast 
track for an industry that consistently 
puts profits over people, and money over 

public health. 
Between a drugged workforce and an inability 

to find clean workers, Proposition 18-1 means more 
headaches for employers across the state.

Workforce issues are everywhere but introduce 
legalized recreational pot and it will only get worse. 
It’s becoming considerably more difficult to sustain a 
workforce with employees who can’t pass drug tests. 
Consider Colorado, the first state to legalize the use 
of recreational marijuana. Workers there are testing 
positive at much higher rates than in states that haven’t 
commercialized. One company in Colorado has had to 
cross borders to find workers who are clean of the drug. 
Is that what we want for the Michigan jobs?

And there is more. Since legalization measures 
passed nationally, workplace marijuana use has spiked, 
increasing 178% in four years and marijuana users 
are more likely to miss work and have disciplinary 
problems. Even when controlling for alcohol use, pot 
users are 40% more likely to miss a day of work in the 
last month due to illness or injury. They are also 106% 
more likely to miss a day of work because they just 
didn’t want to be there.

A 2014 survey showed that 10% of Americans 
admit having gone to work stoned. Legal pot poses 
unique dangers to the workplace: greater negative 
impact on workplace performance than alcohol, 
easily concealed, and longer-lasting effects. Marijuana 
legalization opens the door to myriad lawsuits against 
employers. The marijuana industry has vowed to make 
employee “rights” to pot use a priority.

But it isn’t just the workforce. Proposition 18-1 will 

impact life all around us. And like many legalization 
efforts, the movement is full of  misinformation. Here 
are a few facts: 

 n This isn’t your father’s pot. The fact is, today’s 
marijuana is much more potent – and harmful – 
than in the past. The pot industry routinely sells 
products with THC up to 99% potent; the weed of  
Woodstock was only 5% THC.

 n People can possess 140 joints on their person at  
one time,

 n It would legalize and commercialize pot infused 
gummies, candies, sodas, and other edibles. 
Storefronts and shops will be filled with these 
brightly-colored and harmless-looking products 
that attract the eyes of children: A target of Big 
Marijuana just like Big Tobacco several decades ago.

 n Pro-pot groups are claiming the state would reap 
the benefits of state regulation, but pot legalization 
would cost Michigan much more than it would 
ever bring in – in the form of car crashes, school 
dropout rates, workplace problems, and other issues. 
Colorado, the first state to legalize recreational 
marijuana, is still struggling to fund a massive 
budget deficit while the state’s education budget 
continues to be underfunded and school teachers 
have gone on strike. 

 n New data released by the Insurance Institute for 
Highway Safety (IIHS) finds car crashes are up 
a combined 6% in four states that have legalized 
marijuana compared with the states surrounding 
them that haven’t legalized.

 n According to the National Institutes of Health,  
70% of today’s illegal drug users started off   
with marijuana. 

Legalizing marijuana has led to a host of  
unintended consequences. Big Marijuana has led the 
public to begin to believe that there are no risks to 
using marijuana. 

The great state of Michigan should not have to 
jeopardize taxpayers, youth, and future generations by 
subjecting itself  to the commercialization of marijuana. 
Take a step back and look at the experiences of other 
states.  Drugged driving, higher potency pot all over 
our streets, edibles in front of our kids, a failing work 
force—is this what Michigan wants? n
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michigan lottery report
BRIAN O.  NEILL //  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 30th:

 n IG 274 – Festive $50’s – $1
 n IG 275 – Holiday Lucky Times 12 – $2
 n IG 276 – Peppermint Payout – $5
 n IG 277 – Holiday Dazzle – $10

INSTANT GAMES SET TO EXPIRE: 
Expiring November 5th:

 n IG 789 – Winter Lucky Times 10 – $5
 n IG 791 – Candy Cane Crush – $1
 n IG 792 – Gifts Galore – $2
 n IG 793 – Holiday Gold – $5
 n IG 794 – Treasure Tree – $10
 n IG 796 – Bingo Plus – $5
 n IG 797 – Double Bonus Cashword – $5

Expiring December 3rd:
 n IG 744 – Superstar Cash – $10
 n IG 780 – Tetris – $2

NEW PULL TAB TICKETS: 
On sale October 30th:

 n MI 532 – The Rock Show – 50¢
 n MI 526 – 777 – $1

PULL TABS SET TO EXPIRE:
Expiring November 6th:

 n MI 584 – Top $pin – $1

Expiring December 11th:
 n MI 589 – Catch Cash – $.50
 n MI 591 – Lucky 7’s – $1

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

Michigan Lottery Makes 
Giving the Gift of Huge Cash 
Prizes Possible

G iving the chance to win a huge cash prize 
makes Michigan Lottery products a 
popular holiday gift item for many 
players across the state. 

It’s no secret that the holiday season is one of the 
most lucrative times for retailers. Consumer spending 
during the holiday season dwarfs all other times of  
year. According to the National Retail Federation 
(NRF), consumer spending during the holiday season 
has increased steadily each year since 2009. The NRF 
projects that consumer spending this November and 
December will increase as much as 4.8% to a total of  
$720.9 billion, up from $687.9 billion last year.

To help maximize sales opportunities for retailers, 
the Lottery will offer players four holiday-themed 
games this season. The holiday games once again offer 
shoppers a wide range of prices and prizes suitable for 
stocking stuffers or individual gifts. 

THIS SEASON’S GAMES ARE: 
 n Holiday Dazzle: $10 ticket with top prizes of  

$500,000 and more than $21 million in total 
prizes. 

 n Peppermint Payout: $5 ticket with top prizes 
of $300,000 and more than $15 million in total 
prizes.

 n Holiday Lucky Times 12: $2 ticket with top 
prizes of $30,000 and more than $11 million in 
total prizes.

 n Festive $50’s: $1 ticket with top prizes of $5,000 
and $8 million in total prizes. 

Launched on October 30th, the holiday-themed 
games give retailers additional sale opportunities by 
extending the holiday sales season. The Lottery also 
has a robust advertising campaign planned to support 
the launch of  the games. That advertising campaign 
is designed to raise public awareness of  the games 

and drive traffic to retailers.  n

About 97 cents of  every dollar spent on Lottery tickets is 
returned to the state in the form of  contributions to the state 
School Aid Fund, prizes to players and commissions to 
vendors and retailers. In the 2017 fiscal year, the Lottery’s 
contribution to Michigan’s public schools was a record $924.1 
million. Since it began in 1972, the Lottery has contributed 
more than $21 billion to support public education in 
Michigan. For additional information, follow the Michigan 
Lottery on Facebook, Instagram, Twitter and online at www.
michiganlottery.com.

Michigan Lottery (vertical)
CMYK - 4 Color process

Michigan Lottery (vertical)
CMYK - 4 Color process

Michigan Lottery (vertical)
CMYK - 4 Color process



Overall odds of winning Festive $50’s: 1 in 4.60. Overall odds of winning Holiday Lucky Times 12: 1 in 4.41. Overall odds of winning Peppermint Payout: 1 in 3.80. Overall 
odds of winning Holiday Dazzle: 1 in 3.67. Knowing your limits is always the best bet. Call the Michigan Problem Gambling Helpline for confidential help at 1-800-270-7117.

Fun to give and great to get, it’s easy to see why customers make Michigan Lottery holiday instants their go-to 
gift. Everyone likes the chance to win up to $500,000, with more than $62.3 million in total cash prizes.
 
There’s plenty for you, too, with more than $6.4 million in retailer commissions. So, stock up on the holiday gift 
that offers big winnings, big sales and is everyone’s go-to: holiday instant tickets.

THIS GIFT OF FUN GIVES TO EVERYONE

MLO4697M19_2018HolidayInstants_TradeAd_8.625x11.125_10-12-18.indd   1 10/15/18   3:08 PM
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ohio lobbyist report
TERRY FLEMING //  TC FLEMING & ASSOCIATES

Election Prediction: 
Everything is Up in the Air

I  
know I sound like a broken record every 
month for last 4 months, but the Ohio 
General Assembly continues to be in 
recess for the most part, although the 

Ohio Senate and House have had quick in and out 

sessions, accomplishing very little. The political 

climate in Ohio is in chaos as nobody has a good read 

on who the next Governor will be.  Currently the race 

between Democrat Richard Cordray and Republican 

Mike DeWine is too close to call, Cordray seems to 

have slight lead but that could change in minute. 

Republicans have controlled the Governor’s office for 

24 of  the last 28 years and Republicans have 

controlled Ohio Senate for 34 straight years and the 

Ohio House for 22 of  last 24 years.  Republicans will 

still control House and Senate by large margins, but 

the battle to be the next Speaker of  the Ohio House 

between current Speaker Ryan Smith and 

Representative Larry Householder will be very 

divisive.  They will try to resolve this prior to end of  

the year but you have two bulls butting heads. Ohio 

General Assemblies last for two years so this one will 

be done at end of  this year, if  Democrat Cordray 

wins the Governor’s race then there will be a flurry of  

activity in a lame duck session, (lame duck is right 

after November elections and goes till the end of  the 

year) if  Republican DeWine wins there will be little 

of  consequence in a lame duck.  

In other races statewide:  Attorney General, 

Auditor of  State, Secretary of  State and State 

Treasurer are all too close to call.  Ohio has 16 

Congressional races and Republicans currently hold a 

12-4 advantage but that could change this November, 

incumbent U.S. Senator Sherrod Brown is being 

opposed by Congressman Jim Rennaci, but Brown is 

comfortably ahead in this race.  Like the rest of  the 

country we don’t know what effect the Kavanaugh 

hearings will have; will D’s show up in record 

numbers or will R’s rally to Trump. 

One thing is for certain, no matter who wins in 

November, you will see a major effort next year to 

address Transportation needs. The current gas tax 

is not bringing in enough money to fund repairs to 

roads and bridges, a tax increase and other innovate 

measures will be proposed to fix this problem.  

The good news is the next report will have the 

winners and an outlook for the future, but one thing 

will never change, MIRA will always be looking out 

for members best interest.  n
DEMOCRAT RICHARD CORDRAY REPUBLICAN MIKE DEWINE



QT Egg Nog 
Cost $1.98 – RSP $2.69 

GALLON DRINKS 
Cost $1.10 

Sell 3/$5.00 

Almond Breeze 
Cost $3.29 
Sell $3.99 
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ohio liquor report
J IM V.  C ANEPA //  OHIO DIV ISION O F  L IQUOR CONTROL

Creating an Innovative 
Experience for Ohio’s  
Liquor Enterprise

I t’s not a new theme for me and I’ve said 
it time and time again; I want Ohio to 
be at the forefront of  the spirituous 
liquor industry and I want customers to 

have an exciting, positive experience when they’re 

visiting one of  our agencies. This isn’t rocket 

science, it’s just good business. 

Our latest venture to accomplish these goals brings 

my team together with vendor/broker partners and 

agencies to host raffle events for highly sought-after 

bourbons. The inaugural event drew a crowd of  more 

than 500 customers who were hoping for the chance 

to purchase a rare product. These events also allow 

for cross promotion of  other premium bourbons and 

help Agencies bring in more foot traffic.

The success of  this first event, paired with the 

success of  our barrel releases got me thinking – we 

need to give all our agencies a shot at hosting these 

events. We hear from our agents all the time that 

they’d like to host events, so we challenged them to 

come up with their best event plans and submit them 

for consideration. We wanted to find those diamond 

in the rough stores, the ones with creative ideas who 

were willing to make the event an experience for 

customers. After all, customers will be in stores for up 

to 90 minutes waiting for the winners to be called – 

we want them to be entertained!

While the submission period has closed for those 

event plans, we’re always looking for new stores to 

host events, so I still encourage agencies to come 

up with out-of-the-box, innovative ideas and let 

us know through the Liquor Enterprise Service 

Center. They can be reached at (877) 812-0013 or 

LiquorAgencyHelp@com.state.oh.us.  

Speaking of  barrel releases, we’ve heard from on-

premise accounts that they may be interested in the 

Ohio barrel picks. We recognize this opportunity for 

our bars and restaurants to carry a product unique 

to Ohio without the commitment of  purchasing the 

entire barrel. So, our team is working on a lottery for 

permit holders to win the chance to purchase one of  

our barrel selections. We think this is a great chance 

to give you and your customers more access to these 

unique products, and we will have more details to 

share very soon on how permit holders can get in on 

the fun. 

Both the raffle events and permit holders barrel 

selection lotteries are important to me because they 

help us buy our product and showcase our stores. We 

want to highlight all that is great about Ohio’s Liquor 

Enterprise, and it starts with programs like these and 

partners like you. We hope you are as excited about 

these new ideas as we are.  n

“... we’re always looking for new stores to host 
events, so I still encourage agencies to come 
up with out-of-the-box, innovative ideas and 
let us know through the Liquor Enterprise 
Service Center.”



Cashless payments accepted at all vending machines. Daily limits apply.
Lottery players are subject to Ohio laws and Commission regulations. Please play responsibly. 

Drive Your Business
Business idling? Stuck in low gear?
Need a road map?
Looking for some extra mileage in your Lottery Sales? Let us 
help you get back in the driver’s seat. These new holiday 
instant tickets will rev up your sales, with a higher 
commission-per-transaction ratio and an overall prize payouts 
of up to 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 
of our highly-trained sales consultants, regardless of the size of 
your store.

For a free consultation, 
call the Ohio Lottery Sales Office

216.774.5680
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n BY VANESSA DENHA GARMO // DENHA MEDIA GROUP

J
ohn Jonna, former co-owner of  Merchant of  Vino Gourmet 
stores remembers when bottled-water started to hit the 
market in the 80s. “Who would buy bottled water, we 
thought,” said Jonna. “Water is free. Who was going to 
pay for it?”

Turns out many people would in all sizes and from a variety of  
companies. 

You add in the fact that the Midwest region of  the country is surrounded 
by some the world’s best drinking water – the Great Lakes – and yet, 
bottled water was not a fad. 

Michigan, home to MIRA headquarters, is a Midwestern U.S. state 
bordering four of  the Great Lakes. It contains more than 11,000 inland 
lakes, spread across its lower and upper peninsulas. 

“There are three main factors as to why bottled water sales are up 
by 30% in recent years,” said Bobby Hesano, D&B Grocers Wholesale. 
“Health conscious consumers are the main reason. People are replacing 
soda water that contains high amounts of  sugar with carbonated water 
and carbonated flavored water with no sugar. Le Croix sales are growing 
rapidly, for instance.” 

Joe Gappy from Prince Valley Market in Detroit would agree. “I think 
people in all general ethnic groups are understanding that sugar and sodas 
are just bad for you and people are trying to live longer and not poison 
their bodies,” he said. “Consumers wanting to get bottled water, I believe, 
is because they think it’s much safer to drink than drinking tap water.”

In 1987, the then AFD, published an article titled Bottled Water … 
Consumers are turning off  the taps and heading to the store for their 
drinking water.  The focus was on bottled water and whether it was just 
a fad or here to stay. It turns out it not only stayed in the market, but it 
has become a fast-growing commodity. 

Back then, they too credited the craze for bottled water to “an 
increasingly health-conscious consumer and continued concern about 
the contamination of  ground water supplies” which in turn was expected 
to “triple the demand for bottled waters over the next three to five years.”

Sparkling waters, mineral waters, and soda waters were all trending 
up at that time. It was reported in 1987 that, “bottled water sales in the 

Consumers Continue to 
Turn Off the Faucet and 
Tap into Bottled Water
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U.S. are expected to reach a phenomenal $1.6 billion 
this year, and could go as high as $5 billion by 1990. 
The International Bottled Water Association projects 
a steady 15% annual growth rate.”

At that time, the article cited many reasons for the 
increase of  bottled water sales and today, the industry 
is looking at similar reasons for the bottled water craze 
in America.   

“Many of  the Soda companies are buying water 
brands to stay competitive,” said Hesano. “They have to 
make up for the lost revenue with their sugary drinks.”

Another reason for consumer demand is, “the lack 
of  confidence with tap water,” said Hesano. “With the 
Flint water crisis,” consumers are wary of  tap water 
and the pipes. Once you lose consumer trust, it is so 
difficult to gain it back.”

“I think Hispanics - which are a large percentage of  
my customers - trust bottled water over faucet water, 
and I think that is something they’ve grown up with,” 
said Gappy.

Flint is not the only crisis that has scared consumers. 
“Look at the Detroit schools,” said Ed Weglarz, MIRA. 
“They have had issues with their pipes and people are 
skeptical. They turned to bottled water.”

“Another reason for the increased bottled water sales, 
I believe, is because some schools in Detroit do not 
have drinkable water and that might be why it’s being 
purchased more,” said Gappy. 

Buildings are old and what would pass more than 20 
years ago in terms of  water safety wouldn’t necessary 
pass inspections today. “There are too many school 
buildings spread through the city and only so much 
maintenance money to go around. It would probably 
better serve the district to close some schools down, but 
then transportation becomes an issue,” said Weglarz. 

Pipes in some older homes and older communities 
could be contaminated. 

“When I lived in Houston, the tap water was not 
drinkable,” said Hesano. “I had two and half  gallons of  
drinking water in my refrigerator at all times. We only 
could use the tap water to shower. It was horrible. What 
happened in Flint, realistically, could happen anywhere. 
So, people are more cautious and feel safer with bottled 
water. We are spoiled in the Great Lakes region.”

Natural disasters have also contributed to the increase 
in sales of  bottled water. “Companies like Nestlé are 
sending massive amounts of  bottled water to hard hit 
areas like Florida, Texas or the Carolinas and Louisiana,” 
said Weglarz. “More and more companies are tapping 
in to the Great Lakes region for water.”

Despite their humanitarian efforts, many Michigan 
residents were outraged when the state granted Nestlé 
a permit to significantly increase the amount of  water 
it pumps out of  a well near Evart, Michigan.

More than 80,000 people submitted public comments 
opposing the decision. The environmental group 
Michigan Citizens for Water Conservation has since 
challenged that permit.

As that legal battle plays out, one environmental law 
expert thinks Michigan should either collect taxes on 
companies like Nestlé that take significant amounts of  
water, or raise the annual fees that bottlers pay.

“My customers like the Nestle brand of  water,” said 
Gappy. “We always carry at least three or four brands 
of  palatalized waters on hand. I think offering variety 
of  brands keeps all customers happy.”

Also contributing to that 30% increase is “the sale of  
premium water such as FIJI, Icelandic and Eternal which 
are naturally alkaline spring water,” said Hesano. “These 
water brands containing the natural PH to balance out 
acidity are becoming increasingly more popular.”  

Although the drinking water in the Midwest is the 
best in the world, there are some concerns of  what 
environmentalists consider threats. 

Enbridge Line 5 is a major oil pipeline in the 
Enbridge Lakehead System, which conveys petroleum 
from western Canada to eastern Canada via the Great 
Lakes states. Line 5 is particularly notable for passing 
under the environmentally sensitive Straits of  Mackinac, 
which connect Lake Michigan to Lake Huron. However, 
the pipe is more than 60 years old and, “people are 
concerned the pipe could break and contaminate the 
water like Enbridge experienced more than six years 
ago when the river in Kalamazoo was contaminated,” 
said Weglarz.

There has been talk about building a tunnel to house 
a new pipeline, so if  it ever did break the oil would be 
contained and would not get into the water. “Since the 
Great Lakes represent 20% of  fresh water, you can’t 
take a chance,” noted Weglarz. 

This process will take more than 35 permits and 
about 10 years to complete. 

In the meantime, water sales continue to grow, and 
retailers are taking note.  “I am not surprised that bottled 
water is growing in sales at all,” said Gappy.  “As a 
non-pop drinker from years ago, I keep a case of  water 
in my office at all times.  Everyone is realizing that sugar 
and pop are bad for you.”  n
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In January of this year, Michigan’s 
minimum wage increased to $9.25. 
Meanwhile, in Ohio it is at $8.30 and 
Illinois is at $8.25 – these are the three 
states with the largest concentration of 
MIRA members.  

However, in the City of Chicago, city 
workers are bound to an ordinance. 
The City’s ordinance raises the hourly 
minimum wage to $10 in 2015, $10.50 
in 2016, $11 in 2017, $12 in 2018, and 
$13 in 2019, indexed annually to the 
Consumer Price Index (CPI) after 2019. 

On December 2nd, 2014, the Chicago 
City Council passed an ordinance that 
will raise the minimum wage for Chicago 
workers to $13 per hour by 2019.

The food retail industry is competing 
with government and other businesses 
like Amazon that just announced it will 
increase its minimum wage for all U.S. 
workers to $15 an hour, including part-
time, temporary and seasonal workers 
starting this month. 

The	move	is	said	to	benefit	250,000	
Amazon employees, plus 100,000 
seasonal workers it plans to hire this 
holiday season. 

“We listened to our critics, thought 
hard about what we wanted to do, and 
decided	we	want	to	lead,”	said	Jeff	

At A Minimum, It’s About the Wage

policy watch

Bezos, Amazon’s founder and CEO, in a 
statement. 

In the state of Michigan, Amazon also 
recently opened a distribution center 
in Shelby Township in September, its 
newest Michigan location (and fourth 
fulfillment	center),	alongside	locations	in	
Ann Arbor, Rochester Hills, Birmingham, 
West	Bloomfield,	Brownstown,	Hazel	
Park, Livonia, and Romulus and Grand 
Rapids — many of which are hiring. 

“We are competing with any, and all 
industries, especially for low skilled 
labor. Today, we joke, if they have a pulse, 
we hire them,” said Phil Kassa, MIRA 
Chairman and co-owner of Heartland 
Marketplace. 

Because grocers work on such low 
margins, it means many will have to 
increase prices, and eliminate many entry 
level jobs. 

“I can tell you, in the last two or three 
years, our stores do not hire anyone 
younger than 18 years of age, and 
even those at entry level jobs, such as 
baggers and front-end clerks, we’ve 
eliminated,” said Kassa.  “Also, because 
of technology, that bigger retailers can 
afford	the	up-front	cost,	we	independents	
will be at another disadvantage, such 
as what Amazon is doing with outlets 
that don’t have cashiers.  This is just 
the beginning.”

As reported, union membership has hit 
historic lows in the country and service 
workers have gone on strike. Workers 
in the fast-food industry for instance 
have	walked	off	jobs	as	they	fight	for	an	
increase in the minimum wage. 

There	has	been	a	concerted	effort	this	
year, by many service workers and various 
groups, to raise the minimum wage to 
$15 an hour at fast-food restaurants.  
“Legislators who have never run a 
business, hired people, had to meet 
payroll, don’t understand the added cost 
do to business,” said Kassa.  “If we pay 
an entry level employee $15.00 per hour, 

then, what do we pay experienced and 
loyal employees?  At the end of the day, 
I feel they are only hurting our youth, 
who will have a harder time gaining work 
experience.  Also, as wages go up, so do 
prices, so how far does $15.00 per hour 
really go.”

There is a need for meat cutters and 
MIRA has a program in partnership 
with Michigan State University to train 
students to become meat cutters. The 
average meat cutter makes about $13 
an hour according to national statistics 
from Indeed.com. However, many 
independents pay more than the average 
or minimum wage. 

Earlier this year a study was released 
by an economist at the University of 
California, San Diego and the American 
Enterprise Institute who estimated that 
minimum wage hikes of more than a 
dollar implemented between 2013 
and 2016 reduced employment among 
low-skilled workers by less than 1.5%. 
The impact on jobs in the states with 
similar wage increases was more variable 
and occasionally there was a positive 
outcome, possibly because more people 
were drawn back into the labor market by 
the better pay. 

However, the increase in wages puts a 
financial	strain	on	retailers	working	in	
small	profit	margins.	

 “Today we are paying a lot more for 
employees, and getting a lot less work 
because of other less labor intense 
jobs, that pay more.  A lot of the younger 
generation don’t want to do the manual 
labor; they would rather sit in front of 
a computer. I guess they work smarter 
than we did,” said Kassa. “I just think 
the minimum wage is a joke.  I feel the 
market can and will dictate wages. Today, 
because of the great economy, we hire for 
a lot more than minimum wage.  We also 
pay a premium to maintain our better 
and more loyal associates.  It’s all about 
‘Supply and Demand’.” n
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A new report from Label Insight and 

the Food Marketing Institute (FMI) 

revealed that shoppers are increasingly 

demanding transparency and a closer 

connection to their food — so much so 

that 75% report they’ll switch to a brand 

that provides more in-depth product 

information, beyond what’s provided on 

the physical label. When shoppers were 

asked the same question in 2016, just 

39% agreed they would switch brands.

The desire for transparency is in both 

the perishable and non-perishable 

food items. In the produce industry, 

food safety standards have become 

increasingly technical “We can track what 

shed	and	field	a	product	came	from,”	

said Damon Marano, Anthony Marano 

Compnay, where produce is their passion. 

“From a consumer standpoint, produce 

by nature is transparent. Celery is celery 

and you know what you are eating.”

That desire for transparency has inspired 

the produce industry to provide more 

grab and go packaged items such as 

vegetables and dip or a cup of fruit with a 

fork attached for a quick snack.  Instead 

of grabbing a bag of chips or a candy bar 

at the checkout lines, consumers will be 

able to grab more fresh items like carrots 

or cantaloupe. “Consumers are getting 

smarter and want to know what they are 

eating,” said Marano. 

A majority of farms and produce suppliers 

are family-owned and multigenerational 

and they understand the need of the 

consumer. Across generations and around 

the country, shoppers are becoming 

increasingly more interested in the foods 

they consume. No doubt, information 

on products are not only listed on the 

labels but are a click away on any device 

including Smart phones. 

They either are taking the phones to the 

Increasing Consumer Trust Through Transparency

resources

grocery store or using a search engine 

before they head to the market to do their 

research. There is access to information 

regarding	health	benefits,	ingredients,	

dietary claims and more. 

Consumers today want to know where the 

produce is coming from such as the farms 

and countries. Marano recommends that 

retailers educate consumers on seasonal 

fruits and vegetables with signage and 

even show them how to use products in 

recipes. Marano is creating recipe cards to 

share with consumers to teach them how 

to prepare certain fruits and vegetables.

Retailers can capitalize on this 

by better marketing their produce 

department and educated their 

produce managers, so they can better 

communicate with the customers. 

Recent research has predicted that the 

food traceability market will be worth 

$14 billion by 2019 and the trend has 

radically changed the way food products 

are marketed, turning the focus onto the 

manufacturer’s ingredients, processes and 

backstory instead of advertising alone.

What is expected to emerge in the food 

industry traceability and transparency 

realm is blockchain technology. The 

blockchain is a software that stores 

and transfers value or data across the 

internet. This technology is a way of 

storing and sharing information across a 

network of users in an open virtual space. 

Blockchain technology allows for users to 

look at all transactions simultaneously 

and in real-time. In food, for example, 

a retailer would know with whom his 

supplier has had dealings. Additionally, 

since transactions are not stored in any 

single location, it is almost impossible to 

hack the information.

Food safety is a requirement and 

traditionally not a way to make money. 

Typically, it could take a company like 

Marano to track a grower 12 to 16 hours. 

Blockchain could change that in the future. 

Each	generation	has	a	different	

perspective of transparency, but 

it’s important to all generations. For 

Boomers and Gen X-ers transparency 

means ingredients lists and nutritional 

information, according to the FMI/Label 

Insight research. Millennials, while also 

paying attention to those factors, tend to 

give more weight than older generations 

to	allergen	information,	certifications	and	

claims, animal welfare, fair trade and 

labor practices. 

Transparency is not an option anymore, 

so grocers and brands should take 

note. With reports showing that more 

than seven in 10 shoppers are willing 

to switch from their usual brand to 

one that provides more in-depth 

information, it is worth investigating how 

to provide shoppers with this insight. 

Transparency can build consumer trust 

and boost loyalty at a time when retailers 

competition	is	as	fierce	as	ever.

When retailers are creative and listen 

to their customers, they will increase 

business and this includes properly using 

social media.  “It is an important tool if 

properly used,” said Marano. “You can 

promote your transparency and products 

on social media sites but when someone 

posts something about an item that may 

have an issue, it could damage an entire 

industry. You have to be responsible. 

Retailers should use social media to 

promote seasonal products and educate 

consumers on how to best prepare 

produce items in recipes.” 

Transparency is about providing 

consumers with enough information so 

they can make educated choices with the 

foods they buy and consume.  n
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legally speaking

Common Estate Planning Mistakes

n BY RANDALL A. DENHA, J.D., LL.M.*

Tackling estate planning tends 
to be at the bottom of  nearly 
everyone’s to-do list.  After all, 
not many people enjoy spending 
time contemplating their own 
mortality. But after you make the 
time to do it and feel the sense of  
accomplishment that comes with 
checking that off  your bucket list, 
wouldn’t it be a shame to learn 
you made a mistake?  Here are ten 
common mistakes people make 
when undertaking their estate 
planning. 

BENEFICIARY BLUNDERS
Not naming a contingent 
beneficiary on retirement 
accounts and insurance policies 
-- or failing to review beneficiaries 
often enough -- is my clients’ 
No. 1 mistake. The default if  no 
contingent is picked is likely your 
estate, which may be subject to 
probate, creditors, delays, etc. 
No contingent beneficiary on an 

IRA means NO stretch IRA -- a 
valuable tax break that enables 
someone who inherits an IRA to 
draw out distributions over his or 
her own life expectancy -- if  your 
original beneficiary has died.

Only a person with a life 
expectancy can do a stretch. An 
estate has no life expectancy, 
therefore, no stretch to minimize 
taxes and potentially receive 
significantly more income over 
your beneficiary’s lifetime.

Forgetting to change an 
ex-spouse on an IRA can have 
disastrous consequences for your 
new spouse or family! (Note, in a 
retirement plan your new spouse 
becomes your beneficiary the 
day you get married, but NOT 
in an IRA!) If  you don’t want 
your current spouse to be the 
beneficiary of  your retirement 
plan, then they must agree to you 
naming someone else. And no, 
your prenuptial agreement doesn’t 
matter in this case, because only a 
spouse can waive those rights, and 
a fiance isn’t a spouse yet!

“SELLING” PROPERTY FOR $1
This was popular years ago in 
areas that saw rapid appreciation 
and before tax lawyers really got 
their foot in the door! The theory 
was that you could sell it for a very 
low price and not have to pay taxes 
on the gain and remove it from 
your estate. You can sell property 
for whatever you want but:

 n The IRS will deem it a gift 
if  it is less than market 
value, and

 n Your heirs will lose the  
“step up” in value.

Why is this so bad? Because if  I 
inherit a property worth $1 million 
and sell it for $1 million I may pay 
no tax. If  I “buy” or it’s gifted for 
$1 and sell it for $1 million, I pay 
tax on the $999,999 gain!

OVERLOOKING DIGITAL ASSETS  
So you’ve accounted for all your 
assets, liabilities and beneficiaries.  
You’re done, right?  Not so fast.  
Did you remember to include 
your digital assets?  This includes 
any documents, pictures, or other 
information you may have stored 
in the cloud or on a computer.  It 
also includes passwords to access 
these things.  What about any 
cryptocurrency?  What about 
overseas bank account passwords? 
Have you considered what you 
would like to happen to your 
social media accounts? Facebook, 
for example, has options to 
memorialize, delete, or simply 
leave your account unchanged.  
You are also allowed to designate 
a “legacy contact” who can pin 
a post on your timeline after 
your death, such as a funeral 
announcement.  Along with 
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your estate planning documents, 
be sure to include a list of  all 
your digital accounts along with 
their passwords.  Also, be sure to 
include specific instructions for 
how you would like your social 
media to be handled. Naming 
specific investments in your will.

SELECTING AN INAPPROPRIATE 
TRUSTEE
The trustee is the fiduciary you 
choose to manage your trust and 
distribute your assets according to 
your wishes.  Sometimes people 
do not put nearly enough thought 
into the person they select as their 
trustee.  They may choose the 
older child, simply “because they 
are the oldest,” or an old family 
friend because “we’ve known him 
forever.” You should never choose 
a trustee solely because they are 
the oldest, you’ve known them 
the longest, or because you think 
they’re “nice.”  Being a trustee 
can be a hard job.  Trustees must 
keep impeccable records, and be 
beyond reproach ethically.  They 
sometimes are called upon to 
make tough choices in the midst 
of  clamoring beneficiaries. Your 
trustee needs to be familiar with 
the demands that will be required 
and feel that he/she is up to the 
task.  Sometimes people overlook 
professional fiduciaries since they 
think they will cost too much.  The 
truth is, any fiduciary is entitled 
to compensation for the work 
they do in their fiduciary role.  
Professional fiduciaries have much 
to offer in the way of  expertise.  
They can often do things in far less 
time than a lay fiduciary could, 
and they have access to resources 
that lay fiduciaries may not even 
know about. 

LEAVING ASSETS DIRECTLY TO A 
MINOR WITHOUT DEALING WITH 
GUARDIANSHIP ISSUES
Who will handle the money 
for them? Define “for their 
benefit.” Does a new Escalade 
count, because the kids won’t 
fit in my Honda Civic? That 
phrase welcomes a whole host of  
potentially abusive interpretations.

FAILURE TO PLAN FOR 
CONTINGENCIES  
Usually when people sit down 
to do their estate planning they 
envision the “logical” order of  
things.  Parents die first-- then 
children inherit.  But what if  
a child predeceases a parent?  
What if  an accident were to 
cause a child to become disabled?  
What if  you experience a 
divorce?   A well drafted estate 
plan covers these out-of-the-norm 
situations. Not planning for the 
death of  a beneficiary.

FAILURE TO RETITLE ASSETS TO  
A TRUST  
It’s not uncommon for folks to go 
to a lot of  work to create a trust, 
and then once the documents are 
signed, to think they are done.  In 
actuality, a trust is not complete 
until all assets have been retitled 
in the name of  the trust. Without 
any assets actually in the trust, the 
trust is really just like an empty 
shell.  If  you establish a revocable 
trust, you must be sure to retitle 
your assets in the name of  the 
trust.  Additionally, you should 
also have a “pour over” will.  This 
type of  will transfers all other 
assets—such as jewelry and cars or 
anything you may have missed—
into the revocable trust. Ownership 
mistakes and imbalances.

FAILURE TO COORDINATE NON-
PROBATE ASSETS WITH THE  
ENTIRE PLAN  
Some assets, like life insurance, 
retirement proceeds, and annuities, 
pass to beneficiaries outside the scope 
of a will.  An estate plan should 
look at the big picture and take 
into account ALL your assets and 
how they will be distributed.  The 
distribution of these assets should 
be coordinated with the will and the 
entire estate plan as a whole.   Not 
having a residuary clause.

NOT PLANNING FOR THE UNEXPECTED
There could be a sudden decline 
in your or your spouse’s health, 
or there could be a change in your 
assets. What about the divorce 
of  your kid? Your kid’s creditors? 
Can your heirs handle that much 
money? There are a multitude 
of  things that you have probably 
never even thought about. This is 
commonly addressed by having 
assets go to a trust where you can 
control how, to whom and when 
money gets distributed, unlike an 
outright inheritance from a trust.

NOT DEALING WITH YOUR OWN 
MORTALITY!
Yes, you are still going to die 
someday, whether you want to 
face that reality or not. The most 
recent death of  Aretha Franklin 
highlights this fact best.  She left 
no will and all assets are now 
in probate court. Do not leave 
your family ruined because 
you don’t want to deal with an 
uncomfortable situation! 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 can be reached at (248) 265-4100 
or by email at rad@denhalaw.com.
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legally speaking

Can Your Passport be Revoked Due to Tax Debt?

n BY AYAR LAW

The IRS can now inform the State 
Department of your delinquent 
tax debt, and this could lead to 
a passport revocation or denial. 
However, your tax debt can only 
result in a passport revocation if  it is 
considered “seriously delinquent”.

Tax debt is seriously delinquent 
if  you owe over $51,000 (adjusted 
for inflation) in combined taxes, 
penalties, and interest. The IRS 
must also file a Notice of Federal 
Tax Lien or issue a levy on your 
property before the tax debt will be 
certified to the State Department.

If  you value your passport and 
have tax problems, take corrective 
action to avoid a passport 
revocation or denial.

WAYS TO AVOID A PASSPORT ACTION
You can avoid a passport action 
by making sure your balance 
stays below the seriously 
delinquent threshold, but only 
if  you do so before certification 
takes place. Once your tax 
debt is certified to the State 
Department, the certification 
won’t be reversed by paying your 
balance below the threshold.

You can also avoid a passport 
action using any of the following 
strategies:

 n Make monthly payments 
with an IRS installment 
agreement

 n Make payments under 
an accepted Offer in 
Compromise

 n Request a collection due 
process hearing for a levy 
action

 n Request innocent spouse 
relief

 n Have your account declared 
currently not collectible

 n File for bankruptcy
Even if  you owe more than the 
seriously delinquent threshold, the 
IRS won’t certify your tax debt to 
the State Department if  you take 
any of these actions and honor 
your commitments.

You can also delay certification 
by requesting an installment 
agreement or Offer in Compromise 
because the IRS won’t initiate a 
passport action while your request 
is pending.

HOW TO REVERSE CERTIFICATION
The rules are a little different if  
your tax debt has already been 
certified as seriously delinquent. 

You should receive an IRS notice 
in the mail when your tax debt is 
certified to the State Department.

At this point, you won’t be 
issued a new passport, and the 
State Department has the ability 
to revoke your current passport. 
You’ll need to work out a deal with 
the IRS to have the certification 
reversed. Even if  you are required 
to hold a passport to keep your job, 
the IRS won’t reverse certification 
unless your play by their rules.

If  you can pay your balance 
in full, the IRS will reverse the 
certification. You’ll also get your 
passport back if  the tax debt 
becomes unenforceable, such as 
when the collections statute of  
limitations expires.

More commonly, you’ll have to 
submit an installment agreement 
request or an Offer in Compromise 
to get your passport back. The 
terms of these arrangements 
vary depending on your financial 
situation. Consult with a tax 
resolution attorney if  you need 
help sorting out your options and 
negotiating a deal.

If  you request innocent spouse 
relief  or a collection due process 
hearing, your certification may also 
be reversed. However, certification 
won’t be reversed if  your request 
involves debt that is not the basis 
for certification.

ACT BEFORE YOUR DEBT IS CERTIFIED
Keep your passport safe by taking 
action before your tax debt is 
certified to the State Department. 
Contact Ayar Law by calling 
(248) 262-3400 to set up your case 
evaluation with one of our tax 
attorneys. n
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in 2016 and 9.8% in 2015. Still, 
oversaturation in some local/
regional markets has hurt craft 
beer. Industry experts say U.S. 
consumers have never been more 
experimental or less brand-loyal.

In 2017, the imported beer 
segment was up 3.5% to 470.7 
million 2.25-gallon cases, a 
market share boost of  16.8%. 
Beers from Mexico continue to 
thrive because consumers see 
them as a step up in flavor and 
quality from macro U.S. lagers.

Flavored malt beverages were 
up 1.3% with 112.3 million cases. 
The category’s growth has cooled 
considerably, as it was fueled 
largely by gains in the Bud Light 
Rita’s line, which slowed recently.

Beer segments that have 
dropped include light beer, down 

Overall Beer Volume Dips in 2017
But craft and imported brews grow, and consumers say they’d pay extra for a sustainable brew

n BY NACS ONLINE

The beer category suffered in 
2017, with total volume falling 
1.1% to 2.8 billion 2.25-gallon 
cases, according to the Beverage 
Information Group’s 2018 
Beer Handbook. Total beer 
consumption has declined for 
five consecutive years, as U.S. 
consumers imbibe more spirits 
and wine.

During 2017, craft and 
imported beers saw growth and 
increased market share. The 
craft beer segment grew 4.9% to 
310 million cases. While craft 
beer’s growth has slowed from 
6% for the past two years, the 
category pushed its market share 
to 11.1% in 2017, up from 10.4% 

3.1% in 2017 to 1.22 billion cases; 

popular beer, down 2.5% to 180.9 

million cases; super-premium 

and premium beers, down 3.7% 

to 371.5 million cases and malt 

liquor, down 4.3% to 52.8 million 

cases. These segments of  the 

beer category don’t represent 

the current trend of  “craft” or 

“premium” beverages.

On a side note, a majority 

of  U.S. beer drinkers say they’d 

pay more for beer produced with 

sustainable practices, according 

to a new study from Indiana 

University and reported by 

Fooddive.com.

Researchers say that the 

beer industry has “considerable 

potential” for reducing energy 

use and mitigating its impact on 

climate change. Some breweries 

already have added solar panels, 

installed on-site wastewater 

treatment plants, insulated 

brewing vessels and recaptured 

steam from the brewing process.

The Indiana University study 

revealed that consumers who 

already pay more for their beer 

were the most willing to pay 

a premium for sustainability. 

In addition, they were likely 

to report lifestyle activities 

associated with the common 

good, such as doing volunteer 

work, recycling, composting and 

buying locally produced food and 

products. There was no significant 

correlation between the type of  

beer that consumers preferred and 

their willingness to pay more for 

sustainability. n
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MICHIGAN // 

Changes to ASE Michigan 
Certification	Verification

n BY RICHARD H. AUSTIN // MICHIGAN OFFICE OF 

INVESTIGATIVE SERVICES

Effective October 4th, 2018, the Michigan 
Department of State will no longer accept 
fax copies or images of ASE certificates 
or test results. Any person using ASE 
credentials for State of Michigan 
mechanic certification or re-certification 
must follow the procedure outlined below.

 n Login to your myASE account at 
https://www.ase.com/Home.aspx

 n On the Certification Status page, 
navigate to “Certification” tab and 
then to “Current Status” subtab. 
Click on the “View Status Letter” 
link at the bottom of the page.

 n On the ASE Status Letter page, 
click the “E-mail Status Letter” link 
below the ASE Certification Details 
chart.

 n On the E-mail Certification Status 
page, enter ASE for the Recipient 
Name and

 n Licensing@Michigan.gov for the 
Recipient E-mail Address. Click the 
“Submit” button.

 n On the E-mail Certification Status 
Confirmation page, click on the 
“Continue” button.

You are all done. This process will send 
an email to the Business Licensing 
Section that has an imbedded link 
allowing the Department of State to verify 
your credentials directly through ASE.

For more information, including 
a visual walkthrough, please visit our 
website at www.Michigan.gov/sos, follow 
the Automotive Related Businesses link to 
the Information for Mechanics page and 
click on the ASE Information link.  n

MICHIGAN // 

Lipari Foods Finalizes Acquisition of Michigan- 
Based Jerusalem Foods to Expand Ethnic  
Food	Offerings

On Friday, October 19th, Lipari Foods, a leading Midwest food 
distributor based in Warren, Michigan, closed on the acquisition 
of the Mediterranean food business of Jerusalem Foods, including 
the Sahtein brand.  Jerusalem Foods is headquartered in Dearborn, 
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.”  Thom Lipari, 
President and CEO of Lipari Foods says: “We are looking forward to 
the addition of a full ethnic food division with the organization and 
expanding our current product offerings.  Jerusalem Foods is a leader 
in the Mediterranean and Middle Eastern market and combining what 
they have established with all that Lipari brings to the table means 
increased value for all of  our already diverse customer base.”

“I’m thrilled to have the opportunity to partner with one of our 
industry’s leaders. I look forward to bringing our extensive capabilities 
and experience in Mediterranean and Middle Eastern food to support 
Lipari Foods. This will enable Lipari Foods to represent a broader 
product selection,” says Ron Batshon, whose father founded the 
business in 1976.

ABOUT LIPARI FOODS, LLC
Lipari Foods was founded in 1963 by Jim Lipari, who began his career 
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, convenience food and beverage, and 
health, wellness and beauty products to over 6,000 customers across 
14 states.

ABOUT JERUSALEM FOODS
Jerusalem Foods began with the vision of founder Albert Batshon, 
who owned and operated the highly successful Falafil Palace 
restaurant in Ann Arbor, Michigan.

In 1976, Albert established Jerusalem Foods and his restaurant 
based production company grew into a 2,000 sq ft facility located 
in Westland, Michigan.  His business and reputation grew, and in 
1988 Jerusalem Foods moved to a 15,000 sq ft facility in Redford, 
Michigan, followed in 2003 by a move to a 70,000 sq ft facility in 
Dearborn, Michigan.  n
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UST	Regulations	Fully	in	Effect	
The	2015	Underground	Storage	Tank	regulation	went	into	effect	on	October	13th

Trump Orders Expansion of Corn Ethanol Sales 
The president announced the move ahead of his trip to Iowa

 n Spill-bucket testing will be required 
every three years, unless the UST 
system	is	outfitted	with	double-wall	
spill buckets where the interstitial 
space is tested regularly. Some 
states already require spill-bucket 
testing every year.

 n Compliance testing of repaired 
components: Whenever any 
component in the spill-protection, 
overfill-containment	and	
secondary-containment areas of the 
UST system needs to be repaired, 
compliance testing of the repaired 
system must be completed within 
30 days, regardless of whether 
or not an actual product release 
occurred.

 n Overfill-prevention	equipment	
inspections will be required every 
three years, except in states where 
they are already required annually.

According EPA, the 2015 state program 

order the agency to let E15 be sold all 
year long. E15 currently is restricted from 
being sold during the summer in some 
states because of the Clean Air Act.

But the U.S. oil industry has staunchly 
opposed increasing ethanol sales, and 
it has pressed for EPA and Congress to 
overhaul the federal biofuels mandate 
that	Congress	first	created	in	2005	
to help reduce U.S. dependence on 
imported oil. A major oil industry trade 
group countered that it would continue 
fighting	against	the	action.

“President Trump has made 
strengthening the Renewable Fuel 

n BY NACS ONLINE

Three years ago, the U.S. Environmental 
Protection Agency (EPA) issued an 
update to the Underground Storage Tank 
(UST) regulation and the state program 
approval regulation in the Federal Register. 
The revisions strengthened the 1988 
federal UST regulations by increasing 
the emphasis on properly operating and 
maintaining UST equipment.

There are four major regulatory 
requirements that all U.S. stations must 
be prepared for pertaining to new and 
existing UST systems, according to fueling 
equipment supplier OPW:

 n Testing of sumps and under-
dispenser containment systems 
must be performed every three 
years if the system uses interstitial 
monitoring of the piping as its 
primary form of leak deterrence.

approval (SPA) regulation also updated 
SPA requirements in 40 CFR Part 281 
and incorporated the changes to the UST 
technical regulation listed above. 38 SPA 
states plus the District of Columbia and 
Puerto Rico had SPA and should have 
reapplied ahead of the October 13th 
deadline. Owners and operators in these 
states must continue to follow their state 
requirements until the state changes 
its requirements or until the state’s SPA 
status changes.

Owners and operators in 16 non-SPA 
states and territories must meet the 
federal requirements according to the 
schedule in the 2015 UST regulation. In 
addition, owners and operators will need 
to follow their state requirements. Indian 
country UST owners and operators must 
meet the federal requirements according 
to the schedule in the 2015 UST 
regulation. SPA does not apply to USTs in 
Indian country.  n

n BY NACS ONLINE

In advance of his trip to Iowa on October 
9th, it was reported in the press that 
President Donald Trump ordered the 
U.S. Environmental Protection Agency 
(EPA) to increase sales of corn ethanol, 
Politico reports.

The order comes after weeks of tussling 
between the oil and corn industries over 
the president’s promoting a bump in 
ethanol sales. The move could boost the 
Iowa Republican governor during her 
re-election campaign. Trump has been 
very supportive of corn ethanol, and will 

Standard an important priority of this 
administration,” said EPA spokesman 
John Konkus in a statement. “He is 
fulfilling	his	promise	by	providing	
clear policy direction that will expand 
opportunities for our nation’s farmers, 
provide	certainty	to	our	refiners	and	
bolster the United States’ role as a 
biofuels powerhouse. EPA will follow the 
president’s direction and proceed as 
expeditiously as practicable.”

NACS will continue to monitor this issue 
closely. When further details are provided 
by the administration, NACS will share 
them via the NACS Daily.  n
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FDA Steps Up Scrutiny of E-Cigarette Industry 
Manufacturers told to submit plans describing how they’ll address the issue of underage e-cigarette use

Appeals Court Overturns Texas Surcharge Ban on Credit Cards

n BY NACS ONLINE

In another round of scrutiny over 
electronic cigarettes, the U.S. Food and 
Drug Administration (FDA) has issued 
letters of inquiry to 21 manufacturers 
of e-cigarettes following charges that 
approximately 40 products are being 
illegally marketed or are not compliant 
with the agency’s current policy, the  
FDA announced.

The list of companies contacted includes 
the manufacturers and importers of more 
than 97% of closed-system products that 
range from vapes, vaporizers, vape pens 
and hookah pens to e-cigarettes and 
e-pipes.

In	the	letters,	the	FDA	asked	the	firms	to	
submit plans within 60 days describing 

n BY FOOD MARKETING INSTITUTE

The state of Texas now joins California and 
Florida - states where court rulings have 
determined that state law violates the 
First Amendment of the U.S. Constitution 
-  when it prevents merchants from 
informing customers they will charge credit 
card users more because of swipe fees.

Some thirty years ago, Texas enacted 
legislation to prevent merchants from 
surcharging customers who pay with 
credit cards and debit cards, but the law 
allowed merchants to offer a discount 
when they paid with cash. Swipe 
fees are hidden from consumers, but 
merchants must pay them in order to 
take credit cards, and these costs are 
passed on to consumers in the form of 

costlier goods and services. 

The U.S. District Court for the Western 
District of Texas (on remand from the 
U.S. Court of Appeals for the Fifth 
Circuit) has recently ruled in Rowell v. 
Paxton that the Texas no-surcharge law 
violated the First Amendment.

Earlier this year, the U.S. Court 
of Appeals for The Ninth Circuit 
unanimously ruled in Italian Colors 
Restaurant v. Becerra that California 
law preventing surcharging is a First 
Amendment violation.

In 2017, the U.S. Supreme Court 
ruled in Expressions Hair Design v. 
Schneiderman that New York’s law 
banning surcharging must not violate 
a merchant’s First Amendment rights, 

overturning the judgment of the U.S. Court 
of Appeals for the Second Circuit and 
sending the case back down to federal 
district court. The Supreme Court said that 
the Appeals Court had previously wrongly 
decided that the New York law banning 
surcharging regulated conduct, rather 
than free speech. 

Texas	now	becomes	the	first	state	to	
overturn a previous ruling, since the 
Supreme Court’s decision. In 2016, the 
U.S. Court of Appeals for the Eleventh 
Circuit ruled that Florida law preventing 
surcharges violated First Amendment rights.

Other states with no surcharge laws 
currently on the books are Colorado, 
Connecticut, Kansas, Maine, 

Massachusetts, and Oklahoma. n

how they will address the issues of youth 
access and use of its products. The 
action follows similar steps taken earlier 
this fall to combat the underage use of 
e-cigarettes, including warning letters 
sent to retailers caught selling e-cigs 
to undercover operatives and letters of 
inquiry to multiple manufacturers.

“Companies are on notice—the FDA will 
not allow the proliferation of e-cigarettes 
or other tobacco products potentially 
being marketed illegally and outside of 
the agency’s compliance policy, and we 
will take swift action when companies are 
skirting the law,” said Scott Gottlieb, FDA 
commissioner, on October 12th.

The FDA has received complaints that 
some companies may be marketing new 
e-cigarette products that fail to meet 

government regulations and that some 
were	introduced	or	modified	after	the	FDA	
deeming	rule’s	August	8,	2016,	effective	
date,	the	agency	said.	Modifications	can	
include the introduction of new product 
features,	formulations	or	flavors.

The latest letters request information 
about questionable products, including 
proof that the product was on the market 
as of August 8, 2016, and has not been 
modified	since	that	time.

“The FDA remains committed to the 
potential opportunity for e-cigarettes 
to help adult smokers transition away 
from combustible cigarettes. But we 
cannot allow that opportunity to come 
at the expense of addicting a whole new 
generation of kids to nicotine,” said 
Gottlieb.  n
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make sure to support these mira supplier members

 
Indicates a supplier program that  

        has been endorsed by MIRA

M  Indicates supplier only available in MI
O  Indicates supplier only available in OH
IL  Indicates supplier only available in IL

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

BAKED GOODS DISTRIBUTORS
Cateraid, Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . (517) 546-8217
Great Lakes Baking Co./ 

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

Hearth Oven Bakers. . . . . . . . . . . . . . . . . . . (313) 875-7246

BANKING, INVESTING & CONSULTING
 Surety Bank . . . . . . . . . . . . . . . . . . . . . .(386) 734-1647

CNH Sales . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (855) 365-1800
Mass Mutual Michigan Metro . . . . . . . . . . . . . . (248) 324-9340
Mercantile Bank of Michigan . . . . . . . . . . . . . . (248) 434-5925

BEER DISTRIBUTORS
Craft Beers of Canada . . . . . . . . . . . . . . . . . . . . (248) 701-2019
Eastown Distributors . . . . . . . . . . . . . . . . . . . . . (313) 867-6900
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 BROKERAGE
Global Petro advisors. . . . . . . . . . . . . . . . . . . . . (614) 332-8762
McDade & Associates (Manufacturers Rep.). . . . . . (734) 254-1699

BUSINESS COMMUNICATIONS/PUBLIC RELATIONS
Alpha Wireless Solutions  . . . . . . . . . . . . . . . . . (734) 429-0001
Comcast . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (734) 254-1699
IWear Solutions . . . . . . . . . . . . . . . . . . . . . . . . . (616) 676-7058
Stak Technology. . . . . . . . . . . . . . . . . . . . . . . . . (440) 399-0944
Tamar Designs, LLC . . . . . . . . . . . . . . . . . . . . . . (248) 760-7211

C-STORE & 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

C-STORE MISC. TAXABLE MERCHANDISE
Associated Distributors, Inc.. . . . . . . . . . . . . . .1-800-553-5197

CAR DEALERSHIPS & TRANSPORTATION
Superior Buick . . . . . . . . . . . . . . . . . . . . . . . . . .1-877-586-8665

CHARITABLE GAMING
All-Star Gaming . . . . . . . . . . . . . . . . . . . . . . . . . (330) 779-0888

CHECK CASHING
 Pre Paid Ventures  . . . . . . . . . . . . . . . . .(516) 455-2940

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

CHIPS, NUTS, CANDY & SNACKS 
 Better Made Snack Foods M  . . . . . . . . .(313) 925-4774

 Lipari Foods, Inc. . . . . . . . . . . . . . . . . . .(586) 447-3500
D&B Grocers Wholesale. . . . . . . . . . . . . . . . . . . (734) 513-1715
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 

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

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

COUPON REDEMPTION/MONEY ORDERS/ 
MONEY TRANSFER/BILL PAYMENT

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

 MIRA Money Orders  . . . . . . . . . . . . . . 1-800-666-6233
DivDat Kiosk Network . . . . . . . . . . . . . . . . . . . . (248) 399-0715
Envios De Valores La Nacional Corp. . . . . . . . . . (917) 529-0700

CREDIT CARD PROCESSING
 MIRA Credit Card Processing  . . . . . . . 1-800-666-6233

Clearent . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 444-8009
First Class Payment Systems. . . . . . . . . . . . . . .1-888-255-2211

DELI & MEAT MANUFACTURERS & DISTRIBUTORS
 Lipari Foods, Inc. . . . . . . . . . . . . . . . . . .(586) 447-3500

A to Z Portion Control Meats . . . . . . . . . . . . . . . (419) 358-2926 
Dutch Farms. . . . . . . . . . . . . . . . . . . . . . . . . . . . (773) 660-0900
Sherwood Food Distributors. . . . . . . . . . . . . . . . (313) 659-7300
Wolverine Packing Company . . . . . . . . . . . . . . . (313) 259-7500

ENERGY, LIGHTING & UTILITIES
DTE Energy . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1-800-477-4747
DTE Your Energy Savings . . . . . . . . . . . . . . . . . .1-855-234-7335
Mid-American Energy Services, LLC . . . . . . . . . (563) 333-8570
Running Right . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 884-1704

FOOD EQUIPMENT, MACHINERY & KIOSKS
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

GAS STATION BRANDING & MAINTENANCE
 Oscar W Larson Co. M  IL . . . . . . . . . . . .(248) 620-0070

GASOLINE WHOLESALERS
Beck Suppliers, Inc.  . . . . . . . . . . . . . . . . . . . . . (419) 332-5527
Central Ohio Petroleum Marketers . . . . . . . . . . (614) 889-1860
Corrigan Oil . . . . . . . . . . . . . . . . . . . . . . . . . . . . . 1-800-FAST-OIL
High Pointe Oil Company, Inc.  . . . . . . . . . . . . . (248) 474-0900
Markham Oil Company, Inc. . . . . . . . . . . . . . . . (517) 861-7366
Obie Oil, Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . (937) 275-9966
R&R Takhar Operations, Inc. . . . . . . . . . . . . . . . (937) 665-0881
Teer Management LLC, Exxon Mobil . . . . . . . . . (810) 584-7975

GREETING CARDS
 Leanin’ Tree . . . . . . . . . . . . 1-800-556-7819 ext. 4183

GROCERY WHOLESALERS & DISTRIBUTORS
D&B Grocers Wholesale. . . . . . . . . . . . . . . . . . . (734) 513-1715
George Enterprises, LLC. . . . . . . . . . . . . . . . . . . (248) 851-6990
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 

HISPANIC PRODUCTS
La Preferida, Inc. . . . . . . . . . . . . . . . . . . . . . . . . (773) 254-7200

HOTELS, CONVENTION CENTERS & BANQUET HALLS
Genoa Banquet Center . . . . . . . . . . . . . . . . . . . (517) 545-1000
Penna’s of Sterling. . . . . . . . . . . . . . . . . . . . . . . (586) 978-3880
Petruzello’s . . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 879-1000
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

 Velvet Ice Cream Co. O  IL  . . . . . . . . . . .(740) 892-3921
Cedar Crest Dairy, Inc. . . . . . . . . . . . . . . . . . . . . . (616) 7971103

ICE PRODUCTS
 U.S. Ice Corp. M . . . . . . . . . . . . . . . . . . .(313) 862-3344

Arctic Glacier Premium Ice. . . . . . . . . . . . . . . . .1-800-327-2920
Home City Ice  . . . . . . . . . . . . . . . . . . . . . . . . . .  (513) 598-3738

INSTORE MUSIC/AUDIO MESSAGING
 Vibenomics, Inc. . . . . . . . . . . . . . . . . . .(812) 205-7000

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
Globe Midwest/Adjusters International  . . . . . . . . (248) 352-2100
Insurance Advisors, Inc. . . . . . . . . . . . . . . . . . . (248) 694-9006
JA Knapp Agency . . . . . . . . . . . . . . . . . . . . . . . . (740) 362-4044
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 

 Omega Benefit Strategies . . . . . . . . . . .(888) 404-5049
Business	Benefits	Resource,	LLC. . . . . . . . . . . . (248) 482-8282

INSURANCE SERVICES: WORKERS’ COMPENSATION
 Conifer Insurance Company . . . . . . . . . . . .(248) 559-0840

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

LEGAL SERVICES
Ayar Law . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 262-3400
Bellanca & LaBarge . . . . . . . . . . . . . . . . . . . . . . (313) 882-1100
Cummings, McClorey, Davis & Acho, PLC. . . . . . . (734) 261-2400
Dawda Mann . . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 642-6961
Denha & Associates, PLLC . . . . . . . . . . . . . . . . . (248) 265-4100
Kullen & Kassab, PC  . . . . . . . . . . . . . . . . . . . . . (248) 538-2200
Lippitt O’Keefe Advisors, LLC  . . . . . . . . . . . . . . (248) 646-8292
Willingham & Cote, PC  . . . . . . . . . . . . . . . . . . . (517) 351-6200
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LIQUOR SHELF TAGS
Saxon, Inc.  M . . . . . . . . . . . . . . . . . . . . .(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
 Dairymens  O  . . . . . . . . . . . . . . . . . . . .(216) 214-7342

 LaLa Branded Products . . . . . . . . . . . . 1-866-648-5252

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

 Prairie Farms Dairy Co.  M . . . . . . . . . . .(248) 399-6300          
Cedar Crest Dairy, Inc. . . . . . . . . . . . . . . . . . . . . . (616) 7971103
Dutch Farms. . . . . . . . . . . . . . . . . . . . . . . . . . . . (773) 660-0900
Sherwood Food Distributors . . . . . . . . . . . . . . . (313) 659-7300

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

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

PAPER PRODUCTS & PACKAGING SUPPLIES
Joshen Paper & Packaging  . . . . . . . . . . . . . . . . (216) 441-5600

PAYROLL SERVICES & MORE
Paychex . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1-888-811-6042

PIZZA SUPPLIERS
Hunt Brothers Pizza. . . . . . . . . . . . . . . . . . . . . . (615) 259-2629
Omni Food Concepts . . . . . . . . . . . . . . . . . . . . .1-888-367-7829

POINT OF SALE & RETAIL TECHNOLOGY
 Great Lakes Data Systems  (LOC Software) 

  . . . . . . . . . . . . . . . . . . . . . . . (248) 356-4100 ext. 107
BMC-Business Machines Company  . . . . . . . . . (517) 485-1732
City Hive, Inc. . . . . . . . . . . . . . . . . . . . . . . . . . . . (917) 562-6618
I3 Verticals Point of Sale . . . . . . . . . . . . . . . . . . (734) 453-9200
Success Systems . . . . . . . . . . . . . . . . . . . . . . . .1-800-653-3345

PRINTING, PUBLISHING & SIGNAGE
Saxon, Inc.  M . . . . . . . . . . . . . . . . . . . . .(248) 398-2000

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

PRODUCE DISTRIBUTORS
 Heeren Brothers Produce M . . . . . . . . . .(616) 452-2101

Anthony Marano Company . . . . . . . . . . . . . . . . (773) 321-7500
Michigan Potatoes. . . . . . . . . . . . . . . . . . . . . . . (517) 253-7370

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

REFRIGERATION SOLUTIONS (COMMERCIAL)
RW International . . . . . . . . . . . . . . . . . . . . . . . . (586) 920-2796

RETAIL FIXTURES & DISPLAYS
 Display Max . . . . . . . . . . . . . . . . . . . . . .(810) 494-0400

Detroit Store Fixture Co.  . . . . . . . . . . . . . . . . . . (313) 341-3255

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

SECURITY, SURVEILLANCE & MORE
 UTS Telecom M  O  . . . . . . . . . . . . . . . . .(248) 669-2300

Central Alarm Signal . . . . . . . . . . . . . . . . . . . . . (313) 864-8900
Netco Services . . . . . . . . . . . . . . . . . . . . . . . . . . (248) 850-2228

SODA POP, WATER, JUICES & OTHER BEVERAGES
 Monster Energy Company . . . . . . . . . . 1-800-666-6233

 Coca-Cola Refreshments (Metro Detroit program)
   . . . . . . . . . . . . . . . . . Metro Detroit M  (313) 868-2008
   . . . . . . . . . . . . . . . . . . . . . . Belleville M  (734) 397-2700
   . . . . . . . . . . . . . . . . . . . . . . . . . . Flint M  (810) 237-4000 

  . . . . . . . . . . . . . . . . . . . . . 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
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
LXR Biotech, LLC  . . . . . . . . . . . . . . . . . . . . . . . . (248) 836-4373
Select Distributors, LLC . . . . . . . . . . . . . . . . . . . (844) 208-8097

TOBACCO COMPANIES & PRODUCTS
8 Mile Smoke . . . . . . . . . . . . . . . . . . . . . . . . . . . (844) 678-6453
Altria Client Services . . . . . . . . . . . . . . . . . . . . . (513) 831-5510
JUUL Labs . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (415) 299-7341
R.J. Reynolds Tobacco Company . . . . . . . . . . . . (336) 741-0727

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

WASTE DISPOSAL & RECYCLING
 Midwest Recycling M  O  (Clothing recycle boxes)

   . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .(313) 304-9099
Commercial Waste Systems (Cardboard recycling buyers)
   . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (219) 663-5678          

WINE & SPIRITS COMPANIES
 Benchmark Beverage Co.. . . . . . . . . . . 1-800-666-6233

Broken Shed Distilleries . . . . . . . . . . . . . . . . . . (914) 282-0457
Cornerstone Wine Distributor . . . . . . . . . . . . . . (586) 839-2552
Diageo  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .1-800-462-6504
Heaven Hill Distilleries . . . . . . . . . . . . . . . . . . .1-800-348-1783
Imperial Beverage Co. . . . . . . . . . . . . . . . . . . . . (269) 382-4200
Luxco  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . (313) 333-4637
Pernod-Ricard USA  . . . . . . . . . . . . . . . . . . . . . . (248) 717-3177 
Proximo Spirits  . . . . . . . . . . . . . . . . . . . . . . . . . (810) 278-0599 
Remy Cointreau USA . . . . . . . . . . . . . . . . . . . . . (248) 347-3731
Southern Glazer’s Wine & Spirits of MI . . . . . . . . (248) 698-1660

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

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



32 // www.MIRAmw.org  //  N O V E M B E R  2 0 1 8

NOVEMBER 15 & 16, 2018
M I R A ’ S  ” H I G H  F I V E ”  T U R K E Y  D R I V E

As the holiday season approaches, the MIRA 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 26, 2019
M I R A ’ S  1 0 3 R 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  MIRA and the members it serves.    

Penna’s of  Sterling // Sterling Heights, MI

MARCH 2, 2019
M I R A ’ S  2 N D  A N N U A L  C H I C A G O  M E T R O 

G R O C E R S  G A L A

Enjoy fine cuisine, network, dance and enjoy live 

entertainment with more than 500 industry leaders. 

Sponsorship opportunities available.

The Empress // Addison, IL

DATE & LOCATION TBA
M I R A ’ S  3 5 T H  A N N U A L  I N N O V A T I O N S  

B U Y I N G  S H O W

MIRA’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 MIRA members is 

free.  Must be at least 21 years old to attend this show. 

publishers statement
MIRA Bottom Line (USPS #2331; ISSN 0894-
3567) is published monthly by Midwest 
Independent Retailers Association (MIRA), 
at 5779 West Maple Road, West Bloomfield, 
MI 48322.  Materials contained within MIRA 
Bottom Line may not be reproduced without 
permission from MIRA.

CONTACT: 
T: (800) 666-6233
F: (866) 601-9610
E: info@MIRAmw.org

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

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

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

MIRA works closely with these associations:

mira calendar



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!

GROUP HEALTH PLANS  |  SPECIALTY BENEFITS  |  BCBSM.COM/EMPLOYERS

DOWNLOAD OUR MOBILE APP
MICHIGAN

Blue Cross Blue Shield of Michigan and Blue Care Network are nonprofit corporations and independent licensees of the Blue Cross and Blue Shield Association.
R077681

We’ve got plans to cover all of yours.



Visit SpartanNash.com for 
more information or call:

   

Jim Gohsman | 616-878-8088                                       
Ed Callihan | 330-903-8076

Roger Delemeester | 989-245-0337

Introducing what’s 

SpartanNash is happy to bring you Open Acres, our exclusive line of fresh products 
that have the taste, consistent quality and everyday value  

your customers want and deserve.

Open Acres is the fresh anchor of our broad portfolio of private brand items 
avaliable to retaliers like you! 

Thousands of grocery 
and household items 
at a national brand 
equivalent or better

Natural and 
organic 

selections

Health and beauty 
products for the 

whole family

A full line of quality 
baby care

Affordable pet 
care and toys

Experience 
unique flavor 
profiles from 

around the world


