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Increase your sales this holiday season by offering
something extra to your customers. At Lipari Foods we offer
exclusive brands, as well as national brands, to help make
sure your holiday sales are merry and bright.

New customers contact Joe Calo at
joe_calo@liparifoods.com

liparifoods.com
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MOVING ON AFTER THE SUPREME COURT
RULINGS ON GOVERNOR WHITMER’S
ORDERS

Days after the Michigan Supreme Court original
opinion ruled the Governor’s executive orders on

the coronavirus pandemic are unconstitutional, she
tried to delay the effect of a Michigan Supreme Court
ruling but that request was denied.

FOOD BANKS TRYING TO MEET THE NEEDS
AS DEMANDS INCREASE

The COVID-19 Pandemic has created a trickle-
down effect in many industries including the food
industry. “We are seeing this in so many areas,”

said Ed Weglarz,” MIRA president and CEQO. “The
manufacturers can’t keep up with the demand so the
suppliers are low on product that they can’t send to
grocers and the shelves are not stocked and then they
don’t have much left over to donate.”

IT REMAINS QUESTIONABLE IF CHICAGO
WILL EVER RECOVER FROM THE RIOTS

OF 2020

On May 25, 2020, George Floyd, a 46-year-old black
man, was killed in Minneapolis, Minnesota, while
being arrested for allegedly using a counterfeit bill.
Following his death, protests broke out all over the
country with many of them turning violent.



chairman’s message

PAUL ELHINDI // MIRA CHAIRMAN

o one could have predicted what the year 2020 had in store
for all of us. This has been one of the most tumultuous years
on record. The COVID-19 pandemic has impacted all of our
lives. From the economic repercussions on our businesses
and jobs, to the isolation and social distancing from family and friends, to
added health precautions we are forced to undertake every time we leave
our homes—this year has been far from normal. While this has been a
chaotic and challenging time, we still have much to be thankful for
in our lives.

While the virus crippled our economy and destroyed many businesses,
we are grateful that the majority of MIRA members are considered
essential businesses and have been open during the Covid-19 pandemic.
Operating a business during these trying times has been stressful with all
the uncertainty and additional burdens. We are thankful to have had the
opportunity to continue serving our communities and providing them the
products and services they need. We are also thankful for our employees
and their commitment to helping us keep our doors open.

Although we are persisting and adapting to the new social and
business environment, we recognize many of our neighbors and friends
have seen their jobs, careers, and businesses completely evaporate
because of the virus and could use a helping hand this holiday season.
I’'m happy to announce that despite the pandemic, economic shutdown,
and turbulent industry performance, MIRA will continue its annual
“High Five Turkey Drive” campaign. MIRA members and their
customers have been very generous over the last several decades in
funding this effort and we are pleased to be able to do so once again.
Suppliers have helped provide the provisions, offered volunteers to help
distribution, and raised funds to finance the effort.

In the spirit of the season, I'm asking all of you to aid in this effort by
contributing and participating in this year’s “High Five Turkey Drive”
program. Many small businesses that were not designated “essential
businesses” have been closed throughout this entire crisis and some
have little likelihood of ever reopening—leaving many unemployed and
suffering. These people are our friends, customers, neighbors and family.
‘We are blessed to be able to offer assistance to those in need in our
community and I urge you to please be generous!

Even in dark times, there is light. We have so much to be thankful for
this holiday season. I wish you and your families a blessed and happy
Thanksgiving holiday.
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Outstanding Service < Unusual Flexibility
Family Owned Traditions and Values
Big Business Opportunities + Small Business Service

We flawlessly execute these basics everyday:

SHIPPING CATEGORY
SERVICISE INTEGRITY MANAGEMENT
PROMOTIONAL
EDI DATA SUPPORT TOOLS SALES SUPPORT

MIRA rebate program details:
+ Minimum order of $800, must purchase weekly to qualify.
+ We service PA, OH, MD & NY.

2% Non-tobacco / non cigarette rebate.

+ Plus and extra 1% if purchasing energy supplements
Plus an additional 2% if purchasing foodservice products

+ Plus an additional 2% if purchasing supplies

Customer must purchase these categories to qualify:
+ Cigarettes
+ Smokeless & other tobacco
+ Energy supplements
+ Coffee

Subject to pre-qualification by McAneny Brothers



petroleum news & views

EDWARD WEGLARZ // MIRA PRESIDENT & CEO

MIRA Mourns the Loss of One of Its Own

Just as we were preparing to go to press with this issue we received the sad
news that Ron Milburn, MIRA’s retired Director of Ohio Operations, passed
away on Friday, October 23rd, in Columbus, Ohio.

| knew Ron for over thirty years as we kept running into each otherin the
retail petroleum business. Ron was always a champion for the independent
retailer and fielded phone calls 24/7 from businesses seeking his expert
advice. Ron was a classy, caring human being who always respected
everybody. His loving wife, Linda, preceded Ron to the hereafter just six
weeks ago. May he enjoy peace and be reunited with Linda.

| thought the Petroleum News & Views section of this magazine would be an
appropriate place to honor Ron. The following profile was originally printed
in the March 2014 issue of Bottom Line:

Ohio Operations Headed in
the Right Director with
Ron Milburn

on Milburn and his wife Linda will be
celebrating 56 years of marriage this
April. When he is not with his five
children, 14 grandchildren and three
great grandchildren, he is out on the golf course —
when the weather permits.

Although he has twice before retired, he has no
plans to trade in his fuel tanker to ride a golf cart
full time any time soon. In fact, Milburn is coming
off a 2013 with several successes to tout. Working
with colleagues in Ohio, the AFPD successfully
fixed the Ohio Commercial Activity Tax (CAT )
that leveled the playing field. Prior they paid a tax
on their gross receipts at three different levels of
distribution of gasoline.
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“This was truly a major victory” said Milburn. “We
saved the average petroleum dealer $10,000 to $12,000
a year and some $60,000, $70,000 or up to $80,000 a
year. It was a tremendous accomplishment. We had
to go up against major oil companies with strength,
money and several attorneys in their home state.”

It wasn’t the only victory for the year. AFPD with
Milburn’s lead, and help from AFPD Board member
Paul Elhindi, AFPD took on the Ohio Environmental
Protection Agency (EPA) to once again level the
playing field. “Big Box stores were exempt from certain
environmental standards when remodeling former gas
stations but independents were not. AFPD challenged
the EPA until they allowed independents to follow the
same standards.

After graduating from Jackson High School in
1957 where he played football, Milburn was not
thinking about getting into the petroleum business.

He landed a job in an accounting firm whose clients
were mostly gas station owners. “I took a look at those
profit and loss statements and thought I should buy a
station” said Milburn.



Milburn also spent 13 years in the Ohio National
Guard and was a Chief Warrant Officer when he left.

Ron was the President of the Central Ohio Gasoline
Dealers Association and was part of the merger with
the Cleveland, Ohio association (COGDA). In 1987
we renamed the association and became known as the
Independent Service Station and Automotive Repair
Association of Ohio (ISSARA). In 1992 he became
an officer of the Ohio Petroleum Retailers and Repair
Association (OPRRA).

During his tenure as an Independent Shell Retailer,
he became the President of the National Shell Dealer
Council.

After 23 years as owner and operator of the number
one Shell Station in Ohio and the fifth largest in the
Country, Milburn started working with the trade
industry in Ohio prior to its merger with the Michigan
Petroleum Association. “The business had changed and
I knew it was time to sell the business and retire.”

During the time that he owned and operated his
Shell Station, he was chosen seven times as the number
one outstanding retailer in Ohio.

He worked with his son for a short stint at his
in-door golf center — Tee’d Up Indoor Golf. Then
retired, again.

He did not stay in retirement long, however. The
Ohio Association representing gasoline owners called

him to work for them. “I knew the industry well and
was charged with growing membership and then
moved into the legislative side” said Milburn.

In August 2004, Milburn began working for AFPD
as the Director of Ohio Operations. He still enjoys
coming to work every day. “We are currently working
on the Ohio Lottery because retailers have not seen
an increase in their commissions since 1990s,” said
Milburn. “I can relate to the board members because
T used to be an independent retailer just like them and
the staff at AFPD is truly dedicated to their jobs and
protecting our industry. They care about the members

fiond Hill..
Al

and their issues. It truly is a very enjoyable job.

At the end of the day, it is still all about family.

“I give my wife Linda a lot of credit because she is
a large reason for the success that we had in the retail
gasoline business, and now she is very dedicated in her
position with AFPD and in helping AFPD members

solve their problems.* (LTO R) FORMER BOARD MEMBERS JIM MANDAS, VICKI HOBBS AND RON MILBURN AT THE
2015 OHIO AFPD HIGH FIVE TURKEY DRIVE
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c-store news & views

JIM GREEN // MIRA VICE PRESIDENT, PROGRAM DEVELOPMENT

ccording to the results of a recent NACS
survey of U. S. Convenience store owners
conducted by NACS Research,
convenience retailers say that in-store
sales are steady, but fuel sales continue to lag. When
reading that it is easy to conclude that once we get
through the pandemic everything will be right back
where it was at and all will be fine. Unfortunately,
many people including me do not believe that will be
the case for many independent retailers. This
pandemic has been the catalyst for our industry to go
through a technological revolution. More large
retailers are offering mobile apps, subscriptions,
on-line ordering, curbside pickup and delivery to
meet a world of changing consumer demands. Many
independents simply will not be offering these
services. As far as fuel, I do believe we will see some
rebound in fuel sales as we work to get through the
pandemic. However, I think it is realistic to conclude
that there will be several trends that will negatively
affect fuel sales for the foreseeable future. Companies
have realized a larger portion of their workforce can
work from home productively and will continue to do
so post-pandemic. There will also be less business
travel and consumers will make less trips to brick and
mortar retailers due to the on-line ordering. Many
retailers experiencing lower fuel sales may look to
off-set that with slightly higher margins. However,
they will still be faced with the dilemma of a smaller
number of consumers visiting their store. Based on
the data so far in 2020, that the new normal pattern
has emerged, lower number of store trips vs. the prior
year but larger baskets. This means most retailers are
experiencing a reduction in consumer transactions,
but those consumers are spending more every time
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they visit your store. When looking at this trend and

the lag in fuel sales independent retailers should look
for simple programs that can add foot traffic to grow
the number of consumer transaction.

One simple program that can add foot traffic is
offering money orders. It may not surprise you in that
most money orders come from lower income areas.
However, it may surprise you that 23% of the current
population purchases money orders which translates
to approximately 75 million money orders processed
annually. My biggest recommendation to retailers
offering money orders or considering offering money
orders is to offer the lowest fee possible and advertise
that with signage. You want consumers to know if
they need a money order your store is the location
they need to use for this service. Your goal is to attract
as many customers as possible that need money
orders in your market. It is not how much you are
making on the actual money order. The reason why
is simple. The data shows that consumers purchase 2
to 3 items when purchasing a money order. Getting
those sales and increasing your transactions are your
goal! You should measure the number of money
order transactions you are processing every month to
validate the number is growing and your strategy is
working. I would also encourage you to take a good
look at those additional items the consumers are
purchasing and work to maximize additional sales on
those items, possibly a 2 for deal that can make the
basket even larger.

I am sure many of you are already offering money
orders. I would encourage any member processing
money orders or thinking about processing money
orders to talk to our team about the MIRA money
order program and how it can help you. In Michigan
there is no fee for the equipment if you process
200 transactions or more per month. Based on the
number of transactions you do per month fees range
anywhere from 35¢ to as low as 15¢ per transaction.
Not only can this save you money on the cost of
processing transaction, but it can also help you make
money with this program!
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For information on becoming an Ohio Lottery retailer, please
call the Sales Department at 216-774-5680 or visit our website
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government relations report

JUAN ESCARENO // MIRA DIRECTOR, GOVERNMENT RELATIONS & COMMUNITY OUTREACH

“O for a Muse of fire, that would ascend

the brightest heaven of invention;

A kingdom for a stage, princes to act

And monarchs to behold the swelling scene!”

kingdom for a stage...” The theatrics

this election recall the verse from the

Prologue of Henry V. We are challenged

this election with a new lens in which to
see these elections. Should we continue to be locked
down indefinitely or should we allow our economy to
rebound by opening for the sake of families needing
to make a living?

I do not claim to be a scientist or an expert in
policy, but I can philosophize from my chair about
the impact these lockdowns have had on us as a
people. Should we wear a mask, and should we
stay locked down today goes much further than a
virus? Our positions are shaped mostly by our own
comfort with this virus. Some have taken strict social
distancing to extreme measures for their love ones.
Others have been laissez-faire with no cares for the
pandemic. Personally, my motto has been, “When
in Rome, do as the Romans.” If someone is more
comfortable with me wearing a mask, so be it. But
the questions do have deeper meaning for us.

Where are we headed as a nation? Do we want
government to impose at will restrictions on our lives
for the better of others? Do we want government to
print checks off to help people stay home while they
don’t work? Those kinds of questions these days can
be a rabbit hole for us, but they are important. How
much more do we want government to intervene in
our life? Should we mandate vaccines for everyone?
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Why do I ask these questions in a trade association
magazine you may ask? The way our neighbors vote
this election will have lasting effect on your business.
It will impact the fundamentals of our industry
for decades to come. Before March, no one would
have thought of cashiers as being frontline workers.
Or that staying at home to collect a government
benefit would impact how you staff the frontend.
The pendulum has swayed far to the left and now
others have more say in how you run the day to
day operations of your business. The cost of doing
business goes up, the regulations go up, the help is
reduced, and your profit eventually be reduced once
the panic of buying subsides in November.

You will be left with a larger bill to foot and the
outcome of this election will determine if the bill
will continue to rise or stabilize. I would hope your
cost of doing business would go down but that would
be wishful thinking. Some of the extra precautions
we have in place today will be here to stay. In my
opinion, some may be for the better of the industry.
Sanitizing, shorter hours, and shields for cashiers are
here to stay.

I believe the pandemic has shaped this industry
for some good. It shows the resilience of our
independent retailers can handle the demand of
the rush during a pandemic. I have seen employers
step up and reward their employees for braving the
frontlines when other employees stayed home to
collect more on unemployment. It has allowed you
to refine your practice and strategically weather the
regulatory jungle that we have had to wade through.
This jungle of regulations may subside soon, but
your determination to care for you customer and
employees will continue.

And to finish my thoughts on this election
and reminder for you to vote, in the wise words
of Socrates, “One of the penalties for refusing
to participate in politics is that you end up being
governed by your inferiors.”



package of bills regarding a business’s

immunity from COVID-19 lawsuits is

sitting on the Governor’s desk and is

expected to get her signature. House Bills
6030, 6031, 6032, and 6101 have been working their
way through the legislative process since August and
address a real worry among business owners: what
happens if an employee contracts the coronavirus at
the workplace and decides to file a lawsuit?

This particular set of bills covers almost every
type of workplace and will run retroactively back to
January 1st, 2020, with a current repeal date set for
March 31st, 2021. During this time, the legal recourse
of an employee against their employer in regards to
the pandemic will be determined by the employer’s
diligence in following the guidelines and statutes set
forth by Federal and State agencies. So long as the
business owner or manager can prove that they have
complied with all the applicable public health guidance
and operated in good faith, they are protected from
civil action in the event that an employee comes in
contact with the disease or falls ill. This also covers any
qualified product that was provided or donated for use
in preventing infection, such as personal protection
equipment, medical supplies, or cleaning products.

With the guidelines evolving over time, executive
orders being nullified, and continuing research into
SARS-CoV-2 and its potential mutations, it is important
to note that any investigation into whether or not a
business did its due diligence in protecting its employees
and customers will be determined by the protocols and
guidance that were active at the time of the exposure.
If multiple public health guidelines were in place,
following any one set of rules and regulations would be
deemed sufficient. In all reality, so long as the business

michigan lobbyist report

MATT MINER // CAPITOL STRATEGIES GROUP

owner or employer was not purposely negligent or
intentionally disregarded the public health guidance,
they are considered within the bounds of this coverage.

As for the employee, these bills offer a set of
protections if they were exposed or contract the
coronavirus. They cannot be discharged or disciplined
because of their condition, but are not allowed to
return to work until all “return to work” conditions
are met. This means that they must have had 24 hours
naturally free of a fever, their principal symptoms have
improved, and ten days has passed since last testing
positive or the beginning of symptoms, whichever is
later. If the employee has simply been in close contact
with a symptomatic or an infected individual but has
not contracted COVID-19, then they can return 14 days
after the close contact or if the symptomatic individual
has received a negative test. However, there are several
types of employees who cannot help but be in contact
with potentially infected individuals, such as first
responders, those working in child care or adult foster
care, and those at a correctional or a health care facility,
so this exclusion from the workplace is not realistically
applicable for them.

This is all contingent on both the employer and
employee holding up their end of the responsibilities.
If an employee violates their duties by coming back
to work before they are legally allowed, skipping work
when not prohibited from the facility, or not getting
tested within three days of being symptomatic,
then the employer is absolutely within their right
to discharge or discipline that individual. If the
employer is found to have been willfully negligent in
providing the proper protections, then the employee
can absolutely file for civil action and may be
awarded $5000 or more for “damages.”

Staying up to date on the most current protocols
and regulations, keeping your employees informed
of their individual responsibilities in this matter, and
doing what you can to protect your workforce and
customer base is the best way to prevent being on the
receiving end of COVID-19 related lawsuits. Better
safe than sorry.

NOVEMBER 2020 // wvw.MIRAmw.org // 9



michigan liquor report

PAT GAGLIARDI // CHAIR, MICHIGAN LIQUOR CONTROL COMMISSION

Ithough out-of-stocks have been an issue

that everyone can relate to, circumstances

of the COVID-19 pandemic have

intensified the problem. The Commission
is keenly aware of this frustrating situation that is
adversely affecting liquor licensees and their
businesses. Several factors going on in the U.S. and
global marketplace as a result of the pandemic are
making out-of-stocks of top issue:

SUPPLIERS SIMPLY CANNOT KEEP UP WITH DEMAND
There’s been a huge increase in alcohol consumption
during the pandemic. Producers can only bottle 24
hours a day, so there is a limited amount of cases they
can produce. As demand exceeds their capability,
they have no way of catching up. Most distilleries in
the European Union shut down in early 2020 due to
the pandemic, causing a large backlog of orders in the
U.S. Consequently, brands from Europe have been hit
the hardest. Some manufacturers of domestic goods
where there’s been strong growth are having trouble
keeping up. Many producers are limiting production
or eliminating production on lower volume sizes or
flavors to make sure the primary volume brands are
able to be maintained. This approach is similar to what
is happening in the soft drink industry. There has also
been great demand for seasonal, limited production
products, but these are not to be considered out-of-
stocks.

SIGNIFICANTLY GREATER AND SHIFTING TRENDS

Since March when the pandemic started, overall sales
volume is up 23%,; off-premise is up 35% in Michigan.
Certain categories are way up especially in global and
premium brands (e.g., tequila, +54%); cognac +62%;
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bourbon +35%). Ready to drink cocktails have seen a
huge spike (+70%) as people are home consuming these
easy to serve brands. Manufacturers have not been able
to keep up.

PRODUCT AGING REQUIREMENTS

Tequila brands that are produced in Mexico have seen
an explosion in the Afiejo tequila category (wood-
aged). Due to the many months of aging that is
required, available inventory has been running out.
Production has increased, but it will take a year for
inventory to catch up with demand. Bourbons also
must age and some are limited supply items that are
also out-of-stock.

OVERSTOCKING

Retalil stores here in Michigan are overbuying several
weeks’ worth of brands as they become available (that
were previously out-of-stocks), limiting inventory for
other accounts.

TARIFFS

Prior to the pandemic, the tariff issue greatly impacted
some countries. U.S. wholesalers bought heavy,
taking all warehoused and existing inventory pre-tariff,
leaving distilleries with no goods on the floor when the
pandemic hit. Wine and spirits trade associations have
submitted statements to the U.S. Trade Representative
(USTR) urging an end to tariffs on spirits and wine
from the EU and UK, and American whiskeys, and

to forego imposing any additional tariffs on beverage
alcohol products. In August 2020, a bipartisan group
of 13 U.S. senators asked the USTR to remove the 25%
tariffs imposed in October 2019 on European Union
food, wine and spirits.

PORT AND TRANSIT DELAYS

Warehouses in Southern California are holding onto
containers and chassis an average of 7.4 days, almost
twice the normal “street dwell” time, prolonging a
chassis shortage that is disrupting the delivery of cases
shipped. The concentration of imports in Southern
California has stressed the supply chain from the ports
to the warehouses, as well as to the eastern half of the



country. The trucking/transport industry is working on
the issue. The import surge that is fueling the chassis
shortages is expected to continue into the fall.

ALUMINUM CAN SHORTAGE

With bars and restaurants closed during the pandemic,
more people were drinking at home and consuming
more products available in cans. The supply problem
prompted brewers to cut back on the breadth of brands
they sell and exacerbating concerns about out-of-
stocks. Another factor is the hard seltzer trend which
has spurred shortages in the tall, slim varietals of the
12-ounce can, which has become a popular format

for alcoholic sparkling seltzers, light beer and some
craft brands. The demand for canned wine has also
exploded in the past year. Canned cocktails and wines
are in shorter supply, and so are other spirits to some
extent. Can manufacturers have struggled to keep

up with demand. New aluminum can factories are
coming online and the industry is slowly responding
to the demand. The two major U.S. suppliers of
aluminum beverage cans, Colorado-based Ball Corp.
and Pennsylvania-based Crown Holdings Corp., have

MIDWEST INDEPENDENT RETAILERS FOUNDATION'S

ANNUAL #igh ¢ive TURKEY DRIVE

announced major investments in new canning lines and
production facilities amid the surge in demand; new
production is expected in 2021.

CARBON DIOXIDE SHORTAGE

The shortage in carbon dioxide and subsequent rise

in prices for CO2, could be especially dire for smaller-
sized brewers. Big companies can capture some of

the carbon dioxide with expensive equipment, but it’s
something that most craft brewers, for example, can’t
do. Given the significant drop in ethanol production, it
could become serious situation.

Out-of-stocks in spirits, beer and wine are all affected by
these issues in varying degrees. Again, the Commission
realizes that licensees are experiencing difficulties and
hardships brought on by the pandemic. Please visit the
MLCC website at www.michigan.gov/Icc for updates
and information.

1t is the mission of the MLCC to make alcoholic beverages available
for consumption while protecting the consumer and the general public
through the regulation of those involved in the importation, sale,
consumption, distribution, and delivery of these alcohol products.

MIDWEST INDEPENDENT
RETAILERS FOUNDATION
EST. 1999
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ohio lobbyist report

TERRY FLEMING // TC FLEMING & ASSOCIATES

Bags and Vapors

he good news this month is the
legislature passed HB 242, which would
override local governments authority to
ban or tax plastic bags and other
disposables. We thought the bill was then sent to the
Governor, but he apparently told the Senate that he
wouldn’t sign the bill unless it was good for only one
year. He said he understood the need during the
pandemic but was reluctant to override local
governments home rule permanently, so the Senate
and House approved limiting it to one year. The
Governor said he would sign it, but if they tried to
renew it in a year he would veto that attempt. In the last
magazine, I reported that the city of Bexley, a suburb
of Columbus, had tabled a bill that would limit sale
of certain flavored vapors. MIRA had sent a letter in
opposition to the original proposal and was pleased
that they tabled the measure, but now they are thinking
of bringing it up again. While it would only affect
two stores in the city, you must oppose these types of
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measures before they spread to other cities. We will
keep you informed of this issue and continue to oppose.

As you might expect, elections have been front
and center for all elected officials running this year.

By the time you read this report, the elections will be
over, so you can grade me on my predictions. I believe
Donald Trump will carry Ohio albeit by a smaller
margin than 2016. Of Ohio’s 16 Congressional races I
believe only three are in play: One, in Youngstown area
where Republican Christina Hagan is mounting strong
challenge to incumbent Democrat Tim Ryan. Two,
other Republican incumbents have tough races, one in
central Ohio and one in Cincinnati. In the end I think
it will remain 12-4 Republican.

There are two Ohio Supreme Court Races in play
and these are non-partisan races. Currently the court is
comprised of 5 Republicans and two Democrats. Two
Republicans are up for reelection, so if Democrats win
both they will control the court. I believe it remain
5-2, but could be 4-3 Republican. I personally don’t
think Democrat’s can win both seats. If Donald Trump
carries Ohio, the Ohio House Republicans will retain
their 62-37 majority, but I believe the Republican Senate
will lose one seat but still retain a large majority at 22-
11. As I said, you'll be able to judge my picks before the
next magazine comes out. [



STATE OF ILLINOIS REMAINS IN PHASE 4 OF RESTORE
ILLINOIS RECOVERY PROGRAM
In March, Governor Pritzker issued the initial “Stay-at-
Home” (SAH) order that required multiple businesses
to shut down and employees to “work remotely
when possible” except for those deemed “essential
businesses.” Since that time, Governor Pritzker has
implemented a COVID-19 recovery plan known as
Restore Illinois — in which Illinois has transitioned
into Phase Four of the recovery plan in August
2020. The full details of the Phase Four guidelines,
for persons and businesses, can be found at https://
dceocovid19resources.com/restore-illinois/restore-
illinois-phase-4. A summary is as follows:
Gatherings: All gatherings of 50 people or fewer are
allowed with this limit subject to change based on
latest data & guidance
Travel: Travel should follow IDPH and CDC
approved guidance
Health Care: All health care providers are open
Education and Child Care: P-12 schools, higher
education, all summer programs, and child care
open with IDPH approved safety guidance
Outdoor Recreation: All outdoor recreation allowed
Businesses:
Manufacturing: All manufacturing open with
IDPH approved safety guidance
“Non-essential” Businesses: All employees
return to work with IDPH approved safety
guidance; Employers are encouraged to provide
accommodations for COVID-19-vulnerable
employees
Bars and Restaurants: Open with capacity limits
and IDPH approved safety guidance
Personal Care Services and Health Clubs: All
barbershops, salons, spas and health and fitness
clubs open with capacity limits and IDPH
approved safety guidance
Entertainment: Cinema and theaters open
with capacity limits and IDPH approved safety
guidance
Retail: Open with capacity limits and IDPH
approved safety guidance

illinois lobbyist report

STEPHEN S. MORRILL // MORRILL & ASSOCIATES, PC

According to the Restore Illinois plan, transitioning
to the final “fully open” Phase Five will occur when

a vaccine, effective and widely available treatment,

is developed or the elimination of new cases over a
sustained period of time through herd immunity or
other factors. Most experts expect Illinois will remain
in Phase Four through mid-2021.

2020 FALL LEGISLATIVE SESSION SCHEDULED FOR
NOVEMBER 17 - LIMITED SESSION EXPECTED

The Illinois General Assembly canceled its entire
2020 spring legislative session, and in May 2020 held
a four-day special session to address the FY21 state
budget and “essential” legislative items that related to
Illinois’” COVID-19 response. Upon adjournment of
the May spring session, the Illinois General Assembly
scheduled its traditional six-day fall veto session to
begin on November 17th.

The legislative veto session, as described in the
Illinois Constitution, was created to allow the Illinois
General Assembly to consider any vetoes issued on
legislation by the Governor. The 2020 veto session
will be unique for two reasons: (a) COVID protocols
will be required once again that, like the spring session,
would likely see the House and Senate chambers meet
in different buildings; and (b) there have been zero bills
vetoed by the Governor — meaning there are no vetoed
bills for the Illinois General Assembly to consider.

The COVID-19 concerns remain strong with many
elected officials who would prefer that, if a veto session
is not necessary, the preference would be for the session
to be cancelled and begin consideration of new issues
after January 1, 2021 either during a “lame duck”
session or with after the new 102nd Illinois General
Assembly is sworn into office.

ON THE HORIZON
Under the leadership of Ed Weglarz, MIRA is looking
to utilize its growing influence in 2021 to work on two
proactive initiatives: (a) a local Cook County property
tax credit for grocery stores that locate in “food deserts”
— one that MIRA intends to extend statewide; and
(b) broadening state incentive programs that seek to
provide people with greater access to local fresh food to
include supermarkets. We will also continue to protect
MIRA’s interests against adverse legislation that may
arise during the upcoming legislative sessions.

‘We look forward to serving MIRA and its members,
continuing MIRA’s success, and expanding its influence
in Illinois.
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BY EPIPHANY COMMUNICATIONS AND COACHING*

ays after the Michigan Supreme Court original

opinion ruled the Governor’s executive orders

on the coronavirus pandemic are unconstitutional,

Michigan Governor Whitmer tried to delay the

effect of a Michigan Supreme Court ruling, but
that request was denied.

In early October, the court ruled that Whitmer, a Democrat
who is a former prosecutor and a first-term governor, had no
authority to issue or renew the executive orders relating to COVID-
19 beyond April 30th.

Early on, during the lock downs, Macomb County Executive,
Mark Hackel, was fielding thousands of questions from his
business community about the orders.

“It wasn't about challenging the governor on her orders, it
was about trying to understand them,” said Hackel. “It was a
constitutional concern where one branch of government can
take away the authority of another branch of government. It
was never about taking away anything from the Governor. It was
about restoring the branches of government and the constitution.”

Hackel, as a constitutionalist, was asking that all branches
of government work together for the greater good, pointing out
the discrepancies with the executive orders and the data and
science shared that was not consistent with the orders. At one
point, restaurants and strip clubs were allowed to open but movie
theaters and gyms were not.

“Businesses are asking, what is different today than what was
going on three months ago,” Hackel said. “These businesses
always wanted to be part of the solution. They were willing to
put the same protocols in place that they have now and they could
have opened three months ago.”

After the court ruling, Whitmer filed a motion saying more time
was needed to “allow for an orderly transition during which some
responsive measures can be placed under alternative executive
authority and the Governor and Legislature can work to address
many other pandemic-related matters that currently fall under
executive orders.”

In its order, on October 12th, the court wrote that “our
decision today... leaves open many avenues for our Governor
and Legislature to work together in a cooperative spirit and
constitutional manner to respond to the COVID-19 pandemic.”

Whitmer had extended the state’s coronavirus emergency
declaration by executive order April 30th after the Republican-
controlled Legislature advanced a bill that would not have renewed
the original declaration.

Whitmer cited the Emergency Management Act of 1976
(EMA) and the Emergency Powers of the Governor Act of
1945 (EPGA) as authority, with two lower courts subsequently
dismissing legal challenges to her actions.

The 1976 EMA act allowed for a particular branch of
government to give up their role for a temporary period of time
in an emergency. “The 1945 [EPGA] act really took many of us
by surprise,” said Hackel. “It drew attention to the fact the law
was anything but constitutional.”

Despite the court rulings, many Michigan residents were
scrambling to figure out what this all means including what it
means to independent retailers.

The Oakland County Health Department issued emergency
orders on the Friday following the court ruling, but that following
Monday rescinded those orders.

In a press release, they stated that “Oakland County Health
Division is rescinding local emergency order 2020-12 for control of
pandemic facial coverings.” There was very little media coverage
on the order being rescinded.

“It was a knee jerk reaction,” said Hackel. “Many people asked
me what I was going to do in Macomb County after Oakland
issued that order and we were not going to issue an order. These
decisions have to be done on a Statewide basis. It makes no sense
for different communities or counties to have different orders. We
are a very transient region.”

Meanwhile, the Michigan Department of Health and Human
Services (MDHHS) Director Robert Gordon issued an Emergency
Order under MCL 333.2253 restricting gathering sizes, requiring
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face coverings in public spaces and places limitations
on bars and other venues.

The order follows the Michigan Supreme Court
decision on Friday, October 2nd, that invalidated
COVID-19 related executive orders. Today’s order relies
on authorities that were first enacted after the Spanish
Flu of 1918, and that were not at issue in the Michigan
Supreme Court’s decision.

Under MCL 333.2253, if the MDHHS director
determines that control of an epidemic is necessary
to protect the public health, the director by emergency
order may prohibit the gathering of people for any
purpose and may establish procedures to be followed
during the epidemic to insure continuation of essential
public health services and enforcement of health laws.

Violations of this order are punishable by a
misdemeanor punishable by imprisonment for not more
than six months or a fine of not more than $200, or
both. Violations of this order are also punishable by a
civil fine of up to $1,000.

“Michigan was hit hard by COVID-19 early in the
pandemic,” said Gordon on the website www.michigan.gov.
“Strict preventive measures and the cooperation of
Michiganders drove those numbers down dramatically,
greatly reducing the loss of life. As we head into flu
season, this order is necessary to protect vulnerable
individuals, ensure the health care system can provide
care for all health issues, keep schools open, and maintain
economic recovery.”

The orders largely reinstate, under the department’s
authority, three major aspects of prior emergency orders:

REQUIREMENTS TO WEAR MASKS AT INDOOR AND
OUTDOOR GATHERINGS

The order requires individuals to wear masks when in
gatherings, defined as any occurrence where persons
from multiple households are present in a shared space
in a group of two or more, and requires businesses and
government offices to enforce those requirements for
gatherings on their premises. The order also requires
the wearing of masks at schools, except for in Michigan
Economic Recovery Council Region 6.

LIMITATIONS ON THE SIZE OF GATHERINGS

The order reinstates limitations on gathering sizes
that mirror the requirements that Governor Whitmer
had previously put in place. These include indoor
gatherings of more than 10 and up to 500 people
occurring at a non-residential venue are permitted
within the following limits:

In venues with fixed seating, limit attendance to
20% of normal capacity. However, gatherings

up to 25% of normal capacity are permitted in
Michigan Economic Recovery Council Region 6.
In venues without fixed seating, limit attendance
to 20 persons per 1,000 square feet in each
occupied room. However, gatherings of up to

25 persons per 1,000 square feet are permitted in
Michigan Economic Recovery Council Region 6.
Non-residential outdoor gatherings of between
100 and 1,000 persons at venues with fixed
seating are permitted at up to 30% of normal
capacity and at 30 persons per 1,000 square feet
at venues without fixed seating.

LIMITATIONS ON CERTAIN ESTABLISHMENTS

Although the order does not close bars, it requires
them to close indoor common areas where people
can congregate, dance or otherwise mingle. Indoor
gatherings are prohibited anywhere that alcoholic
beverages are sold, except for table services where parties
are separated from one another by at least six feet.

This order was effective immediately and remained
in effect through Friday, October 30th. Individuals
with suggestions and concerns are invited to submit
comments via email to COVID19@michigan.gov.

Information around this outbreak is changing rapidly.
The latest information is available at www.michigan.
gov/coronavirus and www.cdc.gov/c.

“There is a balance between going over board and not
taking the proper precaution,” said Ed Weglarz, MIRA
president and CEO. “Dead employees can’t work and
dead customers can’t shop. We need to find that balance
so you can keep your doors open and keep people safe.”

Getting back to “normal” may still be a while. “It is
going to be a while before we get back to the 2019 and
pre-covid normal,” said Weglarz. “I am not sure we
will get back to 2019 anytime soon. How do you handle
transition from now to where we think going to be?”

In Macomb County many businesses are still
struggling to bounce back. “The smaller retail and
restaurant businesses are still facing challenges,” said
Hackel. “We put a couple of million dollars aside to help
these businesses create websites and an online presence.
We worked with local contactors to help them create
these websites.” l

*Writers with Epiphany Communications and Coaching are
content creators _for Bottom Line.
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resources

Food Banks Trying to Meet the Needs as Demands Increase

M BY EPIPHANY COMMUNICATIONS AND
COACHING*

The COVID-19 Pandemic has
created a trickle-down effect in
many industries including the food
industry. “We are seeing this in so
many areas,” said Ed Weglarz,”
MIRA president and CEO. “The
manufacturers can’t keep up with
the demand so the suppliers are
low on product that they can’t send
to grocers and the shelves are not
stocked and then they don’t have
much left over to donate.”

“Food pantries are still picking
up dry groceries, but passing
perishable things like bakery and
produce,” noted Phil Kassa, co-
owner of Heartland Marketplace.

And yet the demand for food
at the pantries have increased.
“Our food pantry operates twice
monthly,” said Jane Shallal,
president and CEO of United
Family Services, Chaldean
American Ladies of Charity
(CALC). “During the stay-
home order in March, April

and May, we operated weekly in
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order in meet increased demand
for food by individuals who
became unemployed.”

The food pantry in Troy,
Michigan, offers fresh fruits and
vegetables, bread, meats and
poultry, milk, eggs, non-perishable
items, flour, sugar, rice, pasta,
pasta sauce, and canned goods.

At CALC, they have had to
order more food for families
in need. “We are so fortunate
to have volunteers to help out
on Thursdays to pack food and
on Fridays to distribute food,”
said Shallal. “Also, we have had
to convert into a drive-through
food pantry where clients drive
up, pop their trunk and our staff
and volunteers load their trunks
up with food. There was a 30%
increase in families requesting
food assistance through our
pantry during COVID-19.”

CALC’s food pantry was
created with seed money from a
generous $10,000 donation from
the AFPD Foundation back in
2012 and 2013. “We are forever
grateful for their confidence in

CALC to service the hungry
and their initial investment has
helped our Food Pantry to grow
throughout all these years,” said
Shallal. “Also, During COVID-19,
numerous retailers (both grocery
stores and restaurants) were so
very generous in delivering cases
and cases of food, particularly at
the beginning of the pandemic
when food and other items were
scarce and hard to find even in
stores. This helped our clients
tremendously have access to
necessary staples.”

Like MIRA, CALC works
closely with other food banks,
“We also work closely with
Gleaners and Forgotten Harvest
to deliver food to help us to serve
those facing hunger challenges.
‘We can always use food donations
and monetary donations for our
food pantry,” said Shallal.

Gleaners has seen a tremendous
increase in need since the pandemic
broke out in March. “We have had
a wonderful response from the
community,” said Stacy Averill,

Gleaners VP Community Giving,




one of the state’s seven Feeding America
food banks.
“We have had tremendous

support from organizations and other
community members knowing the need
is great.”

There has been a bit of an adjustment
regarding donations from supermarkets.
“We have had to adjust our ordering to
fit what has been available,” said Averill.
“We have also had to get our orders in a
head of time because of the availability
and the delays of getting products.”

In addition to relying on food
donations from grocers, Gleaners does
get donations from USDA programs.
“That has helped keep levels steady,”
she said.

Gleaners Community Food Bank has
set up 66 mobile drive-thru or walk-up
sites in direct response to the pandemic
throughout its five-county service area.

In March and April 2019, Gleaners
distributed 7.5 million pounds of food,

which is on par with the average. At the
same time this year, it passed out 10.8
million pounds, said Averill.

Gleaners is providing each
household with 30 pounds of food in
a single pickup, enough to last two to
four weeks, depending on family size.
Each site is serving about 275 to 300
households per distribution.

The needs, Averill said, have been
coming from across the board, but
many people were seeking support
for the first time during the pandemic.
Others, she said, are picking up for
other families, too.

The need increased as schools closed.

“Many families rely on free or reduced
meals for their school-aged children and
since March, they have had to figure
out how to put additional food on the
table,” said Averill. “Unemployment
rates increased during this time and
many households struggled with job
losses and furloughs.”

There various sects of people
adversely affected by COVID-19 and in
great need of food panties like Gleaners
included seniors, pregnant women and
people with chronic illnesses.

“We are committed to providing
food support to the community and
to be a consistence reliable source for
those trying to get back on their feet,”
said Averill. “We will provide support
as long as we can, we know it’s going be
needed for a while longer.”

Averill credits their partners and
relationships in the community to meet
the needs of the people. “From the
very beginning, we have worked with
a number of community partners and
organizations to be able stock up and
meet the increased need” said Averill.
“We need the community support to do
it and have been blessed with hat since
beginning of the pandemic.”

*Writers with Epiphany Communications and
Coaching are content creators for Bottom Line.
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action plan

It Remains Questionable if Chicago Will Ever Recover From the Riots of 2020

W BY EPIPHANY COMMUNICATIONS AND
COACHING*

On May 25, 2020, George Floyd, a
46-year-old black man, was killed
in Minneapolis, Minnesota, while
being arrested for allegedly using
a counterfeit bill. Following his
death, protests broke out all over
the country with many of them
turning violent. In Chicago, thieves
targeted businesses and vandals
smashed windows and set fires
throughout the downtown area
while the city’s Loop locked down
with only residents and essential
workers allowed. Since these
violent protests broke out, many
people have questioned whether
Chicago could ever rebound from
these riots.

Detroit never recovered
from five days of violence in
1967. The city, which once
had a population of a million,
lost nearly 500,000 residents as
people fled to the suburbs.

The Detroit Riots, also known
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as the 12th Street Riot, was the
bloodiest incident in the “Long,

hot summer of 1967”. Composed
mainly of confrontations between
black residents and the Detroit
Police Department, it began in the
early morning hours of Sunday July
23, 1967, in Detroit, Michigan.

“In Chicago, there is such
disbelief that the city would
abandon the business community
to the mob,” said Juan Escarefo,
MIRA Director of Government
and Community Affairs. “The
protests were used to destroy
property and the mayor either
doesn’t know how to respond or
wishes to not respond.”

Although the protestors and
looters have settled down a bit,
there is still unrest. “Many people
are anxious about the outcome of
this year’s election,” said Escarefio
who moved to Detroit from a
Chicago suburb. “I hope the city
rebounds but with the current
administration and the current
political trends playing out at the

local level, I don’t see a recovery in
the next few years. The shutdown
and the riots have driven businesses
away from downtown Chicago. In
fact, the news in Chicago is about
the businesses in the Loop that are
leaving. The destruction was felt in
the suburbs as well, but the heart of
the region is hurting.”

‘When Escarefio recently
visited, he saw an overwhelmed
business community and
residents negatively affected by
the lockdowns. “Most of all, our
members who are dealing with
local governments enforcing orders
that are strict and overbearing, are
struggling,” he said. “The City
of Chicago is inept in enforcing
law and order when needed.

This creates an environment of
instability for our membership in
urban areas.”

The question is what needs to
happen for Chicago to recover?
“A complete rejection of the
ideology embracing Chicago
needs to occur,” said Escarefio.
“This ideology is progressivism
that does not take people into
account. It is a philosophy that
believes that the most liberal
progressive knows more than
the actual people living through
it. The progressive liberal knows
how to run our stores. How to
treat employees. It knows how
to protect people’s health with
draconian laws and regulations.

It knows better than us. Until
that mindset can be overcome,
Chicago will have a long road to
recovery.”

*Whiters with Epiphany Communications and
Coaching are content creators for Bottom Line.
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retailer spotlight

A Family Business Handed
Down Through Three
Generations

Il BY EPIPHANY COMMUNICATIONS AND COACHING*

s a new MIRA member, Jessica Clark

from Hilltop Party Store values the

association. “It has been a great

experience for us. It has given us the
opportunity to work with other local suppliers and
given us additional ways to stay competitive through
the rebate programs,” said Clark who has been in
business for 12 years.

The convenience store in Hartland, Michigan
carries a variety of beer, wine, liquor, tobacco, lottery,
and general merchandise. “All the things you might
need on your way home from work or the one thing
you may need to save you a trip to the grocery store,”
she noted. “Not only are we a family run business,
but we fully embrace the small-town mentality. Our
customers are part of our family too. We are on a first
name basis with most of our customers and when we
see them, we catch up on what they have been up to
and how their kids are.”

They also make a concerted effort to be
competitive with their pricing. “Our customers are
like my family,” she said. “We do a lot of special
orders, even its for something as simple as a certain
pop we do not currently carry. It makes them feel
special and eliminates the need for them to go
somewhere else.”
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Clark says her family takes pride in operating a
family-owned business. “I am very close with my
family, and with all of them working at the store,

I get to see them more than most people get to see
their own families,” she said. “Life can be chaotic
and it’s easy to put off checking in with your parents,
grandparents, and siblings.”

She took the business over from her family. Her
grandfather ran the store and Clark worked with
him almost daily. He passed away in March of this
year at the age of 91. “He was working all the way
through the beginning of March,” she said. “He loved
the store and our customers. My mom and I will
always have a piece of him with the store and all the
memories we had while we were working together”

Hilltop Party Store has grown exponentially since
the store opened even with local competition coming.
“A major chain grocery store and another gas station
have opened within two miles of us,” she said, “so it’s
important for us to stay on top of everything.”

As an essential business, their doors stayed open
during the State lockdown due to the COVID-19
pandemic. “One major challenge for us was dealing
with all the supply issues that everyone was facing,”
said Clark. “Many of our customers preferred to
come to a small store with less people, than a grocery
store. So, we went to great lengths to try and keep
everything in stock.”

They were also challenged with making customers
feel comfortable shopping. Along with additional
cleaning and plexiglass dividers, they started offering
curbside pick up to customers and free delivery for
anyone who was “at risk”.

Today, the business is calmer with most people
returning to work and school, and at least some of
the supply issues resolved. “Everyone has had time
to adjust to the new processes implemented during
COVID,” noted Clark.

Working a lot, Clark doesn’t have much free time.
With an 11-year-old son going to school virtually and
who plays travel soccer, the full-time working mom
has a full plate.

“I do not have much free time these days between
the store and virtual learning,” she said. “If I'm not at



the store, I'm usually at soccer practice or a
traveling around Michigan for soccer games.
I enjoy spending time with friends and
family. In the summer, you will find me on
the lake boating/tubing. In the fall, when
it’s cooler, we like to make s’'mores on our
backyard fire pit. In the winter...well, I'm
usually indoors because the cold and I are
not exactly on speaking terms!”

Clark is married with two children,
Vanessa and Christian and two dogs,
Snookie and Rick James and a turtle named
Carlos. She graduated from Hartland High
School and went on to earn a Bachelor’s
degree in Business Administration from
Baker College. She worked for Blue Cross
Blue Shield of Michigan for seven years as a
Business Process Consultant and she earned
her Six Sigma Black Belt during this time.
She left that position six years ago to help
the family at the store.

The store has been handed down through
three generations. “My grandfather opened
the store with my mom and now it has
been passed down to me,” said Clark. “I
have been in Hartland almost my whole
life. When I was younger, I didn’t really
like being in a small town, I move away for
a couple years, started a family and came
back. Since I have been back my whole
opinion has changed an I really appreciate
the community.”

Her kids attend the same schools she
attended and her son has started helping out
at the store by sweeping the sidewalk. “If
being a party store owner is something he
would like to do in the future, he could be
the fourth generation,” she noted. “As of
right now he is torn between professional
soccer player and engineer, so we will see
what happens.”

*Writers with Epiphany Communications and Coaching are
content creators for Bottom Line.
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JESSICA CLARK WITH MOM CAROL GAWRONSKI

HILLTOP PARTY STORE

Location: Hartland, Michigan

Employees: 5
MIRA Member Since: 2020 y”

Business Philosophy: “You catch more flies with honey than \
vinegar.” Business is all about relationships with customers, '/
suppliers, and employees. It may seem simple but | always try

to help people when | can, and treat people like actual people. °
What | have found is that later down the road when | need /
something, they have no problem returning the favor or even
bring up an idea that they think will help me.”
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board member spotlight

Demand is High at
Mazen Foods

B BY EPIPHANY COMMUNICATIONS AND COACHING*

ust three years ago Mazen Jaddou was

single and working at Quick and Loans

in Detroit. He is still using his finance

skills but now, it’s at his family business
in Detroit. He is the human resources manager, officer
manager and day-to-day employee manager at Mazen
Foods on Detroit’s East Side. He is also a board
member at MIRA.

“I have been on the board for two years and it’s very
beneficial,” said Jaddou. “I am constantly keeping up to
date on the industry and it is a tremendous help to our
business. MIRA just helped me get a new money order
company to work with and they have been great. I just
got our new machine. MIRA has been very helpful over
the years. We have been long-time members.”

Mazen Foods is a family owned and operated
business that has been around since 1988. “I really like
working with my family,” said Jaddou. “I see my dad
and uncles at work and I really enjoy it. We are very
family oriented.”

The 40,000 square-foot business is a standard
grocery store and is known in the area for their bakery.
“We purchase cakes from Lipari, but we have artists
who decorate and customize our cakes,” he said. “They
are so creative and the cakes look so cool. We have the
best bakery on the east side.”

They also have a complete deli with fresh cut meat
and cheeses and other than having a pizza department,
they don’t specialize in prepared foods. “We cater to
our specific clientele,” he said. “We are in a very low-
income area with a high crime rate, but we do have very
loyal customers who we know by name.”

The business is slowly getting back to normal after
the pandemic shutdowns. “We lost half of our staff,” he

MAZEN FOODS

Location: Detroit, Michigan
Founded: 1988
Employees: 25 to 35

MIRA Member Since: 1992

Slogan: “Service is number one.”
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said. “Many went on unemployment, but we are fully
staffed now.”

Like most in the industry, they struggled to stock
shelves during the pandemic shutdowns. “We closed
various departments for about two months,” he said.
“We couldn'’t staff the store properly and we also had
huge shortages on many items. We were getting only
20% of the products we would order.”

The supplies were short but the demand was high
and prices increased. Like many store owners, they
had to deal with accusations of price gauging. “People
didn’t understand that the suppliers were charging us
more because the manufacturing were charging the
suppliers more,” he said. “It’s basic supply and demand
issues and the prices going up are out of our control.”

Jaddou recently married. He and his wife Alannah
have a new home and enjoy hanging out with friends
when he is not working. “I work about 60 to 70 hours
a week,” he said. “Business is up because so many
restaurants had to close or reduce their hours so people
are cooking at home. My wife and I would like to
travel eventually but, right now I have to focus on the
business.”

*Writers with Epiphany Communications and Coaching are content
creators for Bottom Line.
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safety sense // ohio

Workers’ Compensation Health Disparities in a Post-COVID-19 Environment

CareWorks

a sedgwick company

[ BY DON LIPSY // AVP, NATIONAL
TECHNICAL COMPLIANCE, MANAGED CARE,
SEDGWICK

The inarguable fact of COVID-19 is

that the coronavirus itself has been an
indiscriminate and equal-opportunity
tragedy on a global scale. Women and men,
young and old, across the world and right
next door, COVID-19 has impacted the way
in which we live our lives irrespective of
who we are or where we come from.

Yet, from the tragedy of this global
pandemic are changes that may positively
shape how we engage one another for
years to come.

Workers’ compensation is a microscopic
and unique ecosystem through which

to look at some of the positive changes
driven by COVID-19, but there are still
factors to consider as the world and our
industry evolves. In fact, we may not
know the true impact of COVID-19 for
some time, despite the best clinical and
analytical resources. What we do know
is that managing care will never look the
same, when we consider the following:

Since March of 2020, a total of 46
states have adopted either permanent
or emergency rules expanding or
authorizing the use of telemedicine and
telehealth services as a direct response
to COVID-19
Since March of 2020, the use of
telehealth or telemedicine has increased
over 200%
The advance of telemedicine and
telehealth, previously shunned by
many regulatory bodies, is undoubtedly
helping close the gap in getting necessary
medical care to injured workers
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who could otherwise not be treated.
Similarly, increased use in translation

and transportation services reflect an
advancement in the commitment to caring
for injured workers, even in the most
challenging of circumstances. Still, we need
to do more.

When we look at issues of behavioral
health, recently conducted national survey
data shows that 88% or more employees
report the time since the onset of COVID-19
to be the most stressful time in their career.
Within the workplace, 62% of employees
also report that this stress and anxiety

has led to one or more lost hours of work.
Unsurprisingly, data from pharmacy benefit
managers shows a significant increase in
new prescriptions for anti-depressant, anti-
anxiety, and anti-insomnia medications

as well.

Injured workers, like so many of us, spent

a prolonged period in relative isolation due
to COVID-19. For some, this meant only
having interaction at work and, for many, it
meant no longer having work. These factors
reinforce the need to look at how behavioral
health and return to work services should
be enhanced to meet the new reality of a
reduced workforce.

Another area of additional focus needs to
be on how we understand and address
the disparity with which COVID-19 is
impacting women and people of color in
the workplace. In many ways, workers’
compensation has been, and will always
be, a reflection of the times in our nation.
This has never been more evident when
we look at the people most frequently
filing claims for COVID-19. The hardest hit
among our workers are the first responders,
healthcare workers, industrial workers,
agricultural workers and all the essential
workers who keep us in food, medication
and transportation. The data also shows
that these same workers are part of
communities that are primarily comprised
of women and people of color.

Women make up 78% of all healthcare
workers

Women also make up 73% of healthcare
workers testing positive for COVID-19
People of color make up 49% of all food
manufacturing workers and 37.9% of all
crop production workers
Is trying to empower injured workers
with technology-driven solutions leaving
behind people who have little to no
access to smartphones or WI-FI?
Are medical networks constructed to
address not just timely access to care but
access to care with a provider who can
engage an injured worker in their first
language or who comes from a similar
cultural background?
When thinking about comorbidity
analytics in our injured worker
population, are we investing time
and energy into understanding the
biopsychosocial dynamics of injured
workers who come from underserved
populations?
There is value in knowing this information.
It highlights that, when being responsive
to the needs of injured workers affected
by COVID-19, we must be conscious of the
makeup of the populations needing the
most help. From how we engage an injured
worker to how we look at their possible
outcomes of care, we must start asking and
answering some hard questions:

Most importantly, when considering these
questions...what steps are we taking to
address them?

The beautiful diversity of thought and skill
that individuals bring to our workplaces

is not divorced from the same beautiful
diversity which makes them human. When
we forget to actively acknowledge and
address that in treating those who are
injured or ill, we approach managing care
with blinders on.

Understanding the uniqueness of people can
lead to transformative care and improved
outcomes for all participants in our industry.
COVID-19 has forced us all to reinvent to
meet the challenges and to find new ways of
reaching out and caring for injured workers
and, so far, we have met that challenge
halfway. Let’s not stop now.
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express lines

Four Common Misconceptions About Food Prices

I8 BY ANDY HARIG, VICE PRESIDENT, TAX, TRADE, SUSTAINABILITY & POLICY DEVELOPMENT // FOOD MARKETING INSTITUTE

Is there any more beloved topic
for water cooler conversations
than complaining about the cost
of food? Accordingly, food prices
are often in the news, especially
when factors such as soaring
commodity prices have the
potential to increase our weekly or
monthly grocery bill. A number of
misconceptions regarding grocery
prices regularly permeate both

the news and our water cooler
conversations. These are due to a
combination of outdated ideas that
should have been put to rest long
ago and high profile “examples”
that are not representative of how
the industry as a whole operates
on a daily basis.

Clearing up these
misconceptions may help
shoppers make more informed
choices in the supermarket, save
money, and improve their diets.

I spoke with Ricky Volpe, Ph.D.
associate professor at Cal Poly
and author of The Fundamentals
of Food Prices: Costs, Consumer
Demand, and COVID-19, a new
report release by FMI, and he
shared the following four most
common misconceptions related
to food prices, paired with the
reality and evidence that runs
counter to these ideas.

MISCONCEPTION #1. FOOD PRICES
ARE AT RECORD HIGHS

Headlines often proclaim that
grocery prices have reached
record highs. This may be
technically true, if you don’t build
in for inflation and the changing
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value of the U.S. dollar. But
taking inflation into account,
many prices in the supermarket
are flat or even trending down
over time. Since 2000, grape
prices are down 42%, strawberry
prices are down 33%, milk prices
are down 20%, and egg prices
are down 11%. Increased global
imports and improvements

in production, harvesting,
processing, and storage practices
have all contributed to these price
declines in the U.S.

MISCONCEPTION #2. HEALTHY FOOD
IS MORE EXPENSIVE

Eating healthy can be expensive

in America, but it doesn’t have to
be. An influential USDA study

in 2012 showed that unhealthy
foods are cheaper per calorie, but
healthy foods are cheaper both by
weight and by serving. Admittedly,
categorizing foods as “healthy” or
“unhealthy” can be tricky business,
but a key takeaway from the

study is that households on even
the tightest budgets can afford to
meet the Dietary Guidelines for
Americans by purchasing fruits,
vegetables, whole grains, and lean
sources of protein. Eating healthy
doesn’t necessarily mean buying
organic kale!

MISCONCEPTION #3. PRIVATE
BRANDS ARE CHEAPER BECAUSE
THEY’RE LOWER QUALITY

Private brands, or store brands,
were once comparable to generics
and were of lower quality than
competing national brands. But

private brands have emerged as
one of the most important ways
that retailers can differentiate
themselves and establish depth to
their product lines. Survey after
survey shows that consumers

find private brands today to be as
good (if not better!) than leading
national brands. They remain
lower priced, however, due to lower
marketing, advertising, packaging,
and transportation costs.

MISCONCEPTION #4. FOODS ARE
ALWAYS AT THEIR MOST EXPENSIVE
WHEN DEMAND IS THE HIGHEST
Retailers have long recognized
that offering low prices on
highly visible products is a
great way to get customers in
the door. To see evidence of
this, consumers just need to

pay attention to their stores’
offerings over the next several
weeks. On average, turkey prices
are at their lowest point all

year in the weeks leading up to
Thanksgiving! There are plenty
of other examples of foods, such
as summertime staples for the
grill, and baking items during
the holiday season, that have
the lowest prices and most deals
during their seasons of peak
demand.

FMI has developed an
interactive web experience that
helps visitors better understand
how food prices are determined
and how the COVID-19 shock
to the supply chain affected food
prices. Visit FMI.org/FoodPrices
for more details and resources.
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With 60 distribution centers we deliver more options and more value!

We proudly provide over 45,000 customers with:

e On time delivery of the best products from Grocery, Frozen and Dairy to
Bakery, Deli, Natural and Organics.

e Expertise in logistics, merchandising, store operations, retail
technology and professional services.

e Superior Private Brands and a wide variety of the best Fresh, Natural
and Organic options.

e Robust technology that delivers detailed data to help drive sales today
and into the future.

For More Information Please Contact Our Midwest Region:
L n F I BRAD MILLER, Senior Director, Market Development, 630-743-9226
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make sure to support these mira supplier members

2 Indicates a supplier program that
¥ has been endorsed by MIRA

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

BAKED GOODS DISTRIBUTORS

Cateraid, InC.....oovvvevniinnn.. ....(517)546-8217
Chicago Sweet Connection Bakery .......... (773) 283-4430
Kordas’ Metropolitan Baking Company ...... (313) 875-7246
Manini Claudio & C.SNC .............. info@fornomanini.it

BANKING, INVESTING & CONSULTING

First Business Bank...................... (616) 201-7177
Mercantile Bank of Michigan .............. (248) 434-5928
TheStateBank.........coovvninvnennn.. (248) 835-4463

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

BOOKKEEPING/ACCOUNTING CPA

UHY Advisors-MI ......oooeiieniinn... (248) 355-1040
BUSINESS BROKERAGE
Global Petro Advisers .................... (614) 332-8762

BUSINESS COMMUNICATIONS/PUBLIC RELATIONS

CLEBillboards ........vvvveininennnnnn (216) 801-9924
Comcast Business ... .. ....(734)277-9731
Tamar Designs, LLC ....ovveivnennennn.s. (248) 760-7211

C-STORE & TOBACCO DISTRIBUTORS

' McAneny Brothers, Inc.............. (304) 559-1510
W' s, Abraham & Sons, Inc. ............ (616) 453-6358
&l TeamSledd ............ccovuenen 1-800-333-0374

Apollo Eyewear. .............c..o... .... (630)260-5100
Capital Sales Company ............. .... (248) 542-4400
H.T. Hackney-Grand Rapids. . ........ ....1-800-874-5550

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

C-STORE MISC. TAXABLE MERCHANDISE
Detroit Beer Gifting Company .............. (248) 396-7830
Lil’ Drug Store/Associated Distributors . ... .. (319) 393-0454

CHECK CASHING
Pre Paid Ventures .............cooeun... (516) 455-2940
Secure Check Cashing, Inc. ............... (248) 548-3020
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CHIPS, NUTS, CANDY & SNACKS

Lipari Foods, Inc................... (586) 447-3500
Better Made Snack Foods ................. (313) 925-4774
D&B Grocers Wholesale................... (734) 513-1715
Devon’s Mackinac Island Fudge ............ (231) 436-5356
Frito-Lay, InC. ..o oo 1-800-359-5914

Motown Snack Foods

(Jays, Cape Cod, Tom’s, Archway, Stella D'oro). . . . . (313) 931-3205
Sugar Foods Corporation.................. (830) 515-0981
Western’s Smokehouse LLC ............... (503) 551-8799

CLEANING CHEMICALS, UNIFORMS, LINENS & SUPPLIES
¥ Detroit Chemical & Paper Supply /

1st Impressions ................ (586) 558-8805

UniFirst Corporation ....... (888) 256-5255 ext. 232

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

Goodwest Industries, LLC (Bulk Cream/Iced Coffee) ... ..........
1-800-948-1922
Ronnoco Coffee, LLC ...........c.oveuen.. (314) 371-5050

COUPON REDEMPTION/MONEY TRANSFER/
BILL PAYMENT

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

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

CREDIT CARD PROCESSING

W' MIRA Credit Card Processing ....... 1-800-666-6233

DELI & MEAT MANUFACTURERS & DISTRIBUTORS

W' Lipari Foods, InC...oovvvvvneennn... (586) 447-3500
Concord Premium Meats Ltd. .............. (905) 738-7979
Dearborn Sausage Co. .....uvuiieiiiiinnn. (313) 842-2375
Premier Snacks Distributors. ............... (248) 289-1088

Harvest Sherwood . ...............oooout (313) 659-7300
Wolverine Packing Company............... (313) 259-7500
ENERGY, LIGHTING & UTILITIES

DTEERergy ....ovvveeiii it 1-800-477-4747

DTE Your Energy Savings 1-855-234-7335
RunningRight .............. (248) 884-1704
USECLLC ..o (713) 772-0446

FOOD EQUIPMENT, MACHINERY & KIOSKS

Taylor Freezer/Broaster Chicken ............ (734) 525-2535
FOOD MANUFACTURER
Barilla America .......ooviiiiiiiiiiinn (847) 405-7575

Nino’s LLC. ... ovveeniit
Pastificio Fabianelli SPD

.......... (847) 685-0478
luca@fabianelli.it

FRANCHISING OPPORTUNITIES
DCT Enterprises-Little Caesars Pizza ........ (989) 792-0322
Jopatico-Little Caesars Pizza............... (989) 686-3600

GAS STATION BRANDING & MAINTENANCE

OscarW Larson Co. MM, ........... (248) 620-0070
GASOLINE WHOLESALERS
Central Ohio Petroleum Marketers .. ........ (614) 889-1860
High Pointe Oil Company, Inc. ............. (248) 474-0900
Markham Oil Company, Inc. ............... (517) 861-7366
Obie Oil,InC. vovveee i (937) 275-9966
Teer Management LLC, Exxon Mobil ... ...... (810) 584-7975

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

GROCERY WHOLESALERS & DISTRIBUTORS

W' LipariFoods,InC.........coueunn... (586) 447-3500
D&B Grocers Wholesale................... (734) 513-1715
International Wholesale .................. (248) 353-8800
SpartanNash ............cooeun... ... (616)878-2248
T.I. Spices, Inc./Amal Distributing .. .. .. (586) 790-7100

UNFI West Region. ................. ... (262)942-3387
Value Wholesale Distributors .............. (248) 967-2900

HISPANIC PRODUCTS
La Preferida, InC. ......oovviiieiia.t (773) 254-7200

HOTELS, CONVENTION CENTERS & BANQUET HALLS

Genoa Banquet Center ................... (517) 545-1000
Penna’s of Sterling. . ..................... (586) 978-3880
Petruzello’s ........ovviiiiiiia (248) 879-1000
Suburban Collection Showplace. ........... (248) 348-5600
ICE CREAM SUPPLIERS

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

&l Velvet Ice Cream Co. ............... (740) 892-3921
Blue Bunnylce Cream .........c.ovennenn (616) 453-6358
ICE PRODUCTS

US.IceCorp. . ........evvnnnnnn. (313) 862-3344
Arctic Glacier Premium Ice................. 1-800-327-2920
Home Citylce ....ovvenviniieninan... (513) 598-3738
Taylorlce Co. vvvneveee e (313) 295-8576

INSURANCE SERVICES: COMMERCIAL
¥ Conifer Insurance Company (Liquor Liability) (248) 559-0840

Bisson Agency - Farm Bureau Insurance. ... . .. (248) 590-2116
Globe Midwest/Adjusters International.. ... . .. (248) 352-2100
Insurance Advisors, InC. ..........oouen... (248) 694-9006

INSURANCE SERVICES: HEALTH & LIFE

BCBS of Michigan . .............. (313) 448-2756
Blue Care Network ................ (248) 799-6300
Business Benefits Resource, LLC. . .......... (248) 482-8282

INSURANCE SERVICES: WORKERS’ COMPENSATION

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

CareWorks [ . ......... 1-800-837-3200 ext. 7188
LEGAL SERVICES
Bellanca Beattie, PC ..................... (313) 882-1100
Cummings, McClorey, Davis & Acho, PLC. . .. ... (734) 261-2400
Dawda, Mann, Mulcahy & Sadler, PLC ... .... (248) 642-6961
Denha & Associates, PLLC........... ... (248) 265-4100
Kullen & Kassab,PC ............... ... (248) 538-2200
Lippitt 0’Keefe Advisors, LLC .............. (248) 646-8292
Willingham & Cote, PC ................... (517) 351-6200

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



LOTTERY

All-StarGaming ..........ooviiiininan.. (855) 772-4646
IGT Global Solutions ... (517)272-3302
Michigan Lottery .............ooiiin... (517) 335-5648
OhioLottery....o.vuviiiii i 1-800-589-6446

MILK, DAIRY & CHEESE PRODUCTS

¥ Borden Dairy [ ... (216) 214-7342

W' Lipari Foods, INC.. .. .oevvvevnenn. (586) 447-3500
"' Prairie Farms Dairy Co. Il ........... (248) 399-6300
Cedar Crest Dairy, INC...oovveevninenn.. (616) 7971103
Lala Branded Products (Lipari) ...1-866-648-5252
Harvest Sherwood . ...................... (313) 659-7300

MONEY ORDERS
@ " Retailers Express Money Orders.. ... .. 1-800-666-6233

OFFICE SUPPLIES & PRODUCTS
7 OfficeDepot .......covvvnenenen.d (855) 337-6811

PAPER PRODUCTS & PACKAGING SUPPLIES
Cartotecnica Cambianese Srl .......c..cooviiiiiinenn...
daniele@cartotecnicacambianese.it

PET SUPPLIES MISC.
W' Great Lakes Pet Treats .............. (810) 715-4500
PIZZA SUPPLIERS
Omni Food Concepts MM . ........ 1-888-367-7829
Hunt Brothers Pizza...................... (615) 259-2629

POINT OF SALE & RETAIL TECHNOLOGY

W' Great Lakes Data Systems (LOC Software)
................. .... (248)356-4100 ext. 107

Q " Petrosoft LLC .. .ovverneeeennnn.. (412) 306-0640
BMC-Business Machines Company (517) 485-1732
SuCCess Systems . ..o .vvii i 1-800-653-3345

PRINTING, PUBLISHING & SIGNAGE

W osaxon, Inc. M ...l (248) 398-2000
Ahearn Signs, INC.....vvvieeiieiean (734) 699-3777
CLE Billboards ........... ... (216)801-9924
EGI Solutions ............ ... (586)978-9630
Fisher Printing ... (708)598-1500
Pace Custom Printing..................... (248) 563-7702

PRODUCE DISTRIBUTORS

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

W BlueRhino........covvvvunennnn. (989) 345-0170
Pinnacle Propane Express................. (847) 406-2021
REAL ESTATE

¥ Sell Your Business Program. .. ... ..... 1-800-666-6233
Trade World Consulting................... (614) 332-8762
REFRIGERATION SOLUTIONS (COMMERCIAL)
Cooler Fabrications ...........coveuienn.. 1-800-396-1480
Raves Cooler Doors ... (248)887-0648
Sprint Busingss .........coiiiiiiiiiin. (248) 893-8017

RETAIL CONSULTING
White Knight Marketing. .................. (901) 494-1352
RETAIL FIXTURES, DISPLAYS & FLOORING

Q  Display MaX......oouvinninnnnss (810) 494-0400
Mitchell’s Flooring. ..........oovvvnenn.. (248) 887-4864

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

SECURITY, SURVEILLANCE & MORE
Netco Services . ..o.vvveneennieaan.. (248) 850-2228

SODA POP, WATER, JUICES & OTHER BEVERAGES

W' Coca-Cola Refreshments (Metro Detroit program)
................. Metro Detroit [71 (313) 868-2008
...................... Belleville M (734) 397-2700
.......................... Flint [ (810) 237-4000
..................... Cleveland ¥ (216) 690-2653

& Faygo Beverages, Inc. [l ........... (313) 925-1600
AmicaTealLC .....ovvniieiiiin (312) 796-7445
Boom Boom Energy..........oooiiinn.. (313) 722-2221
Monster Energy Company ................. (800) 426-7367
PepsiBeverages .................. Detroit 1-800-368-9945

.......................... Pontiac (248) 334-3512

........................ Cleveland (216) 252-7377

....................... Twinsburg (330) 963-5300
SmartLife LLC ..o (248) 466-0770
TOBACCO ALTERNATIVES
BUmble CBD ...t (216) 854-0090
E-Alternative Solutions ................... (904) 843-3731
Grinds Coffee Pouches. ................... (412) 414-3155
Swisher International .................... (904) 607-7405

TOBACCO COMPANIES & PRODUCTS

Altria Client Services . ..........covvennn.. (513) 831-5510
Fully Loaded, LLC . ..o vovveeee e (877)728-2547
R.J. Reynolds Tobacco Company ............ (336) 741-0727
Xcaliber International .................... (918) 824-0300

WASTE DISPOSAL & RECYCLING

Midwest Recycling [ (Clothing recycle boxes)
............................... (313) 304-9099

Commercial Waste Systems (Cardboard recycling buyers)
................................ (219) 663-5678
Stamper Facility. . ......oooiiiiia (586) 228-6500

WINE & SPIRITS COMPANIES

¥ Benchmark Beverage Co............. (734) 744-6132
Cheurlin Champagne.............c....... (312) 929-2699
Cornerstone Wine Distributor .............. (586) 839-2552
EndlessWest . ....covvviiiiiiiiiaan. (313) 590-7491
Heaven Hill Distilleries ................... 1-800-348-1783
LUXCO vttt (313) 333-4637
Proximo Spirits ........ooeiiiiiiiiiiin. (810) 278-0599
Remy Cointreau USA .....ovevveinnnenn (248) 347-3731
Tenute Delogu ....vveeeeeeeeeen.., info@tenutedelogu.com
Tito’s Handmade Vodka .................. (248) 885-3424
Wise Men Distillery . .........cooovviin.. (616) 805-7003
WINE & SPIRITS DISTRIBUTORS
European Wine Imports of Ohio, LLC ........ (216) 426-0979
Great Lakes Wine & Spirits . ............... 1-888-860-3805
Lagniappe Beverage ................o.n (773) 358-2344
RNDC of Michigan ..............coouene 1-888-697-6424

FOOD RESCUE / FOOD BANKS

MICHIGAN

Feeding America West Michigan Food Bank
........................... (616) 784-3250

Feeding America West Michigan Food Bank -

Benton Harbor ................. (269) 983-7229
Feeding America West Michigan Food Bank -

Cadillac ...oovvvviniii... (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

2eee,
RREE-

OHIO FeEepinG

associationor |LLINOIS™

FOODBANKS

FOOD BANK COUNCIL
OF MICHIGAN
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NOVEMBER 12 & 20, 2020

MIRF’S "HIGH FIVE” TURKEY DRIVE

As the holiday season approaches, the Midwest
Independent Retailers Foundation 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 23, 2021

MIRA’S 105TH ANNUAL TRADE

DINNER & BALL

Join over 800 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, M1

MARCH 27, 2021

MIRA’S 3RD ANNUAL CHICAGO METRO
GROCERS GALA

Enjoy fine cuisine, network, dance and enjoy live
entertainment with more than 500 industry leaders.
Sponsorship opportunities available.

The Empress // Addison, IL

APRIL 2021

MIRA’S 35TH ANNUAL INNOVATIONS
BUYING SHOW

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.
Date & Location TBA
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FOOD MARKETING INSTITUTE

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, Ml
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:

=

—
GMA

The Association of Food, Beverage
and Consumer Products Companies

= IFDA

—

' International foodservice
distributors association

NACS

National Association
of Convenience Stores

AreA

NATIONAL GROCERS ASSOCIATION
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Support Services Group

CONTACT US TODAY AND LEARN HOW WE CAN HELP YOUR BUSINESS!

* Advertising Support
* Asset Protection

» Category Management
» Customer Service

* Financial Services
* Food Safety
 Graphic Services

* Marketing

* Merchandising

* Pharmacy

* Pricing

* Reclamation

* Retail Development
* Retail Technology

* Retailer Education

* Shelf Technology
 Supply Solutions



Here for Michigan.
Now more than ever.

21,

®

Confidence comes with every card.®

At Blue Cross Blue Shield of Michigan, we're committed to caring for Michigan and everyone who calls
it home. For our members, it's a commitment to provide you with the ability to see a doctor from your
home, and the option to speak to a nurse anytime you need them. Now more than ever, we will stand
behind the care you need. Like we've done for 81 years. Find out more info at bcbsm.com/coronavirus.

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




