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COVER STORY //
PROMOTING PRODUCE THIS SPRING AND
SUMMER

‘With each season comes fresh fruits and vegetables
and sprouting this spring and summer seasons, are
produce items that food retailers are promoting.

FAMILY SELLS BUSINESS AFTER NEARLY 90
YEARS

Roy and Julia Crete opened Ideal Party Store in 1934
and now 87 years later, the family business is being
sold to Forward Corp. Last month, the corporation
announced that they would be acquiring Ideal Party
Store’s two locations in Bay City, Michigan. The
Shamrock Dairy Bar, adjacent to the Johnson Street
store is also included in the acquisition.

DETROIT GROCERY COALITION LAUNCHES
“GREAT GROCER PROJECT”

‘Wayne State University (WSU), the Detroit Food
Policy Council and members of the Detroit Grocery
Coalition announced the Great Grocer Project, a
community-based program to strengthen relationships
between independently owned grocery stores and
their customers in Detroit, while providing support

to increase awareness and sales of healthy foods that
foster economic vitality within Detroit neighborhoods.
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president’s message

EDWARD WEGLARZ // MIRA PRESIDENT & CEO

his last year has been a year of challenges heretofore never

experienced in your business. Product shortages, employee

shortages, kinks in the supply line, adjustment of hours of

operation, and Personal Protection Equipment expenditures
were additional problems that needed to be addressed. And, for the most
part, you now have the controllable issues under control. So now you are
in the “execution” stage of the new “normal”.

Don’t break your arm patting yourself on the back! Complacency can
kill your business, because your competition continues to move forward.
Review all the changes and systems that you were required to implement,
because of COVID-19. As the pandemic winds down, a number of those
systems and changes can be eliminated from your business. But look
closely at those that actually helped your business and consider keeping
those in force in the future.

Remember I always write about goal setting, but COVID-19 dealt a
death blow to a lot of reasonable and practical plans. That doesn’t mean
goal setting itself has been doomed to failure, but rather the plan itself
was sidetracked. Now is the time to plan for the near-term and the long-
term for your business. Sit down
and contemplate what products
and services are going to be needed
in the future and which ones will
probably not make a comeback.
Then, start to redesign your business
to take advantage of what the future
holds. Doing nothing is a plan that
will probably result in disaster.

Don't dwell on the misfortunes
of the past year; you can’t change
the past. Think about what

worked, celebrate the fact that your
business was not “closed down” by

governmental edict, and reinvigorate
that drive that you had before the
pandemic. You cannot always

control what happens to you, but
. you can always control how you
react to what happens to you!
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mira corner

MIRA: A Look Back at 2020

RA
(SE

MIDWEST INDEPENDENT

‘RETAILERS ASSOCIATION

W BY EPIPHANY COMMUNICATIONS AND
COACHING*

It’s no secret that this association
has a long-history and during the
more than 100 years of existence,
it has gone through some name
changes and today is known as the
Midwest Independent Retailers
Association (MIRA). A few years
ago, we started to work on the
MIRA History book 2nd edition
and planned to release it in 2020;
COVID-19 halted that plan.

This year, we are publishing
the newest MIRA History book
and hope to have a launch party
at the end of the year.

The history book was to end
with the last year of the last
decade but because of the unusual
circumstances of last year, we are
including 2020.

Just to give you a brief
overview, much of the content in
our monthly magazine, Bottom-
Line, focused on how we pivoted
during the pandemic. Much of
the content from the history book
is taken from articles that first
appeared in Bottom Line.

January 2020, actually started
out as somewhat of a “normal”
month leading into what was to be
just another year. There were news
reports about COVID-19 in China
but not much attention was put on
the virus here in the United States.
It was business as usual. In the
magazine last January, we covered
applications for scholarship
program, MIRA programs,
legislative issues and recapped the
last year. Nothing unusual.

In February, we focused on
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the country changing the tobacco
buying age to 21, among other
topics. The tobacco story was our
cover and partly because the rules
changed quicker than the industry
expected and MIRA members
had to get up to compliance.

In March, we were still in
somewhat of a standard mode
and we covered the importance
of donating food to rescue centers
instead of ditching products. It’s a
story we have covered in previous
years, but it was worth revisiting.
After our March issue went to
press, the lockdowns happened all
across America and the changes
occurred.

The cover stories for the next
two months were on COVID-19,
focusing on how to cope with
the virus and the how to follow
protocols being put in place. In
April, we switched back to some
regular MIRA news with our
transitioning of our executive
team. Auday Arabo was leaving
his position at MIRA and Ed
‘Weglarz took over as President
and CEO. We still continued
covering the pandemic in feature
articles that month.

By the summer, talk continued
about re-opening restaurants and
bars as our member businesses
were considered essential and
never closed. In July, we actually
talked about post COVID-19
protocols as if they were just
around the corner; that was not
the case.

In August, we quickly realized
the “new normal” was with us
for at least the rest of 2020 so that
was our cover story. We wanted
to help our member operate under

these Coronavirus guidelines
being set by the Center’s for
Disease Control (CDC).

In September, we tried to work
in a story we have in previous
years focusing on back to school
but we of course took the angle of
back to school under COVID-19
restrictions as most kids were
learning virtually at home.

Then as we headed into the
last three months of the year,
the conversations centered
on the holiday season during
the pandemic. We wanted to
know how people would be
shopping and what items they
would purchase knowing that
family gatherings weren’t going
to be as they normally are for
Thanksgiving and Christmas.

In fact, some states canceled
kids going door-to-door, candy
collecting on Halloween.

Each state handled the
pandemic differently and it was
clear that it was divided down
party lines. With our members
in both Blue and Red States, we
covered the rules in each of those
states. A significant decision last
year was a court ruling against
Michigan Governor Gretchen
‘Whitmer’s executive orders, which
many attributed to being arbitrary
and not driven by science and data.

We ended the year with a
message prompted by our new
President and CEO, Ed Weglarz
who reminded us that despite the
chaos that 2020 brought, there
were so many things for which to
be grateful.

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



THE FLAVORS
YOU HAVE BEEN
WAITING FOR!

.

=y
et I;
et

MATORSAL
7 \iion TS~
i
‘ m | ]

MTN DEW® MAJOR MELON™

The newest addition to the DEW flavor family. Its juicy, watermelon flavor has an added
DEW twist and is sure to be an instant Dew Nation favorite. MTN DEW® MAJOR MELON™ is
available nationwide in two iconic variations; Full Sugar and Zero Sugar.

2020 PepsiCo, Inc. All Rights Reserved. This ad contains valuable trademarks owned and used by PepsiCo, Inc.
and its subsidiaries and affiliates to distinguish products of outstanding quality.



government relations report

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

“Thus the expert in battle moves the enemy, and
is not moved by him”

nce again, there is an attempt to dilute

the spirit category for the sake of helping

folks in the beer and wine distribution

business. This attempted dilution is
currently in the Michigan Senate Regulatory Reform
Committee and the final bill will be on the governor’s
desk if everything goes as they plan.

The original bills that were introduced were the
exact ones vetoed by the governor in 2020. MIRA
members worked hard by calling the governor
to encourage her to veto the bills and we were
successful. This effort was only successful, because
you and your brethren liquor store owners made the
calls. Thank you!

Recently, the bills popped up again and we have
been working diligently to protect your investment.
The bills were modified in March and ensure that
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nothing in the current Michigan Liquor Control
Commission (MLCC) liquor price book will be
moved into beer and wine.

‘We continue to strongly oppose the legislations
for the following reasons:

ABV Percentage

Moving the bar from 10% to 13.5% will move
future ready-to-drink beverages away from the
MLCC liquor price book simply to avoid the higher
tax. This will have a dramatic shift of revenue over
time as ready-to-drink beverages grow in popularity,
but in a lower tax bracket.

Authorized Distribution Agents

Small retailers experience a disparity of
service between the state ADA and their beer and
wine distributors. The state ADA is a model built
to ensure every licensed retailer has an opportunity
to purchase products in variety with guaranteed
delivery every week. This helps stores to serve their
customers and offer brands people cannot find in
other states. Moving more ready-to -drink and mixed
spirits beverages away from the ADA model will
lead to empty shelves and lack of variety for our
retailers.

Franchise Model

Franchising of mixed spirits in a growing
category that was never franchised will result in
empty shelves and a lack of variety for our retailers.
The current model is not broken and does not need a
restricted franchise model.

Expanding Delivery

Expanding delivery will exacerbate the
disparity between small retailers and large chains.
The large chains will be well serviced with variety
and their growing on-line presence will overshadow
the small retailers in Michigan.

These bills will end up on the governor’s desk

and we will work with our legislative contacts to
continue to make the bills better for you and all the
other liquor stores in Michigan. Don’t hesitate to
call me directly with your concerns or if you want to
get involved in this fight. We are stronger together.
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and recipes that have been handed down generation through generation.
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IN MEXICO, A LEGEND

IS ABOUT TO BE BORN.

In 1758, José Antonio de Cuervo y Valdés
was given a writ of land ownership by King
Fernand VI to plant agave on his lands for }
producing tequila.

1795

King Carlos IV issued a royal decree in Spain
granting Jose Maria Guadalupe Cuervo y
Montana the first license to produce and
distribute tequila.

Casa Cuervo could never have imaged that
the hundreds of agave plants they were
cultivating would eventually multiply to
millions of plants with the passage.
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the second Exposicion de Las Clases Productoras,
exhibition held in Guadalajara in May 1880.
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michigan lobbyist report

MATT MINER // CAPITOL STRATEGIES GROUP

IRA’s Government Relations team has had

a busy 2021 working with the Legislature

and Executive Branch on several

important issues affecting the membership.
Many issues that died in the previous session are back
in front of the legislature with negotiations continuing
in earnest. As with every session, MIRA is playing
both offense and defense, but most importantly, we sit
firmly at the negotiating table working to craft the best
solution for the membership.

The aftermath of the largescale shutdown of
Michigan’s economy has left a wake of new challenges
for many industries. The pause of bottle returns last
spring has created a massive backlog of returns that
are now trickling into stores across the state. A major
accounting issue has emerged since that pause, creating
major accounting issues with the overredeemed/
underredeemed tracking system within the Michigan
Department of Treasury. This issue has spanned
between two accounting years and has created major
ramifications for Michigan producers and distributors.

The current system places the burden of covering those
differences created in between the purchase and return
on the beverage industry. With bottle return stations
grinding to a halt during the pandemic response, the
problems this has caused has been expounded, as the
industry has only collected a fraction of what went
out. This has caused large gaps for MIRA members
in the beverage business, who often cover for smaller
operations when their capacity or cash flow requires.
In the last month, Juan Escarefio and Faygo
President, Al Chittaro, testified in front of the Senate’s
Natural Resources Committee discussing Senate Bill
178, which would modify the process for handling the
over-redemption and under-redemption of container
deposits. “We wrote a check to Lansing for ten times
the normal amount in 2020. Our fear is obviously in
2021 those dimes come back.” He spoke of the returns
that have been building up, with some schools and
athletic programs stuck trying to unload truckloads of
collected bottles and cans, and the worries that arise
from such a large bill coming due in an economic
downturn. “We just need a one-year window.” Their
testimony and support of the bill helped advance the
bill out of committee and onto the Senate floor where
it passed with unanimous support. Its journey through
the state House of Representatives is expected to be
easy and move quickly, so there is hope that it makes it
on the Governor’s desk and into law by summertime.
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michigan liquor report

PAT GAGLIARDI // CHAIR, MICHIGAN LIQUOR CONTROL COMMISSION

rotecting public health and safety is an

important part of the mission of the

Michigan Liquor Control Commission

(MLCC) and for the last 87 years, it has
been the underlying priority in everything we do,
from licensing to enforcement; hearings and appeals.

With the month of April recognized nationally

as Alcohol Awareness Month, we reached out to
Michigan’s new alcohol epidemiologist, Mary Franks
to learn more about concerning trends regarding
alcohol use in Michigan. She also told us about her
background, what her responsibilities are and what
she hopes to focus on in her new position within the
Lifecourse Epidemiology & Genomics Division in
the Michigan Department of Health and Human
Services (MDHHY).

How long have you been in your position?

Ijoined MDHHS in October 2020, so I am new

to this position. I am enjoying focusing on a
specific topic, alcohol epidemiology, rather than
having a broad spectrum of topics to cover.

What is your background?

I have been an epidemiologist for five years in
two counties in Michigan prior to joining
MDHHS. I have a Bachelor of Science degree (BS) in

biomedical science and a Master of Public Health
degree (MPH) with an emphasis in epidemiology.
Epidemiologists are trained in the foundations and
apply their foundational knowledge with job-specific
expertise that comes with time and experience.
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How did you become interested in alcohol

epidemiology?

As a county epidemiologist your focus is on

many different facets of epidemiology.
Substance use and lifecourse epidemiology has
always interested me, although I never was fully
immersed in this area due to the many other
requirements of my previous positions. What
interested me in the alcohol epidemiology position
was the focus on public health policy related to
alcohol and how alcohol use impacts the population
and public health.

What are the primary responsibilities of an alcohol

epidemiologist?

Develop a surveillance plan and inventory of

data sources to be used for surveillance and
epidemiological analysis of alcohol use and its
consequences. Analyze risk factors, behavior and
consequences of alcohol use. Conduct ongoing
surveillance and epidemiological studies. Conduct
activities to disseminate information on alcohol use
and consequences and to promote its use. Provide
technical consultation and assistance to other
agencies, working groups and task forces.

Does every state have an alcohol epidemiologist?

No. Not every state has an alcohol

epidemiologist. Currently, Michigan is one of
only five states to have an alcohol epidemiologist.
The Centers for Disease Control and Prevention
(CDQ) is looking to expand the position to more
states in the near future.

How did Michigan get selected to have an alcohol

epidemiologist? Is it a new position? How is the
position funded?

The position was created in 2010 when

Michigan was awarded funding for the position
through a competitive grant process through the
CDC.



Do you work closely with the CDC? If so, in what way?

As the position is funded by the CDC, we meet

monthly to discuss current and future projects.
The CDC also provides guidance and support for all
projects.

Do you collaborate and share information with your

colleagues in these other states that have an alcohol
epidemiologist?

Yes, the alcohol epidemiologists from the five

states do collaborate and share their work. It is
beneficial to see what other states are doing and what
methodologies are employed to get alcohol-related
analyses, publications or projects accomplished.

What other agencies do you anticipate working

closely with?

‘We have several partners such as the Michigan

Coalition to Reduce Underage Drinking, the
Traffic Records Coordinating Council through the
Michigan State Police, and local prevention
coalitions. We also do collaborative work with several
partners, both within and outside of MDHHS; and,
of course, with the Michigan Liquor Control
Commission.

Do you have any specific areas that you want to

focus on?

Alcohol outlet density and public health

implications, Emergency Department visits
related to alcohol and alcohol-related chronic disease
indicators.

What would you like to accomplish in working with

the MLCC?

I would like to see evidenced-based decision

making become the standard when it comes to
public health decisions. I would also like to ensure
that the MLCC gets the data and resources they need
to support their work.

Are there any trends you’re seeing in alcohol use in

Michigan that are concerning?

Data from the 2018 Behavioral Risk Factor

Surveillance System (to learn more, go to www.
cdc.gov/brfss/index.html) indicates:

The prevalence of binge drinking among
Michigan adults has decreased slightly since
2011 but remains higher than the U.S. median
prevalence.

Males (22.3%) reported a significantly higher
prevalence of binge drinking than females
(12.3%).

The prevalence of binge drinking is highest
within the 25-34-year-old age group (26.8%),
followed by the 18-24-year-old (26.1%) and
35-44-year-old (21.2%) age groups.

What message or reminders would you like to convey
to consumers for Alcohol Awareness Month?
Excessive alcohol use leads to approximately
3,205 deaths and 92,753 years of potential life
lost in Michigan each year.

It is important for adults to monitor their
alcohol use and if they do choose to drink, it
should be in moderation — up to one drink in a
day for women or two drinks in a day for men.

All of us at the MLCC welcome Ms. Franks and look
forward to working with her to promote public health
and safety through education and awareness when it
comes to alcohol use among Michiganders.

National Alcohol Awareness Month in America
provides an opportunity to increase awareness of
alcohol addiction and to bring understanding of
alcohol’s causes, the effective treatments available,
plus encouraging people that recovery is very
possible.

Alcohol Awareness Month was established in
1987 by the National Council on Alcoholism and
Drug Dependence to help communities reach out
to the public and provide answers to end the stigma
associated with alcohol abuse.

For more information and resources available,
please visit www.michigan.gov/mdhhs or
www.ncadd.org.

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.
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ohio lobbyist report

TERRY FLEMING // TC FLEMING & ASSOCIATES

he Ohio General Assembly has been very
busy the past 4 weeks, with bill
introductions, hearings and floor
sessions. It’s very strange seeing a
hearing with nobody in the audience. You have to
wait in another room and be called to the witness
stand by text if you're supporting or opposing a bill.
In any case, here are the bills being heard that could
impact MIRA members.
HB46 — This bill would exempt most bars and
restaurants from renewing liquor permits for
2021.
HB47 - This bill would require Director of
Transportation to appropriate money for
granting rebates to businesses that install
charging stations for electric vehicles (EVs).
HB74 - This is the two year Transportation
Budget, which has passed the House and is
pending in Senate. There are fee increases for
drivers licenses, temporary permits and other
activities from the Bureau of Motor Vehicles,
but no gas tax increase. County Auditors
Association attempted to amend the bill to
allow auditors to do fuel quality testing, but
thanks to MIRA that was defeated.
HB132 - This bill deals with storage facilities
and towing companies getting titles for junk
vehicles without three certified letters. The
bill had one hearing and was passed out of
committee and sent to floor.
HB165 — This bill is a Farm Bureau attempt to
get additional tax credit for selling more ethanol
fuel.
SB13 - This bill deals with shortening contracts
and making it a little harder for law suits.

12 /7 www.MIRAmw.org // APRIL 2021

SB22 - This bill would provide for legislative
oversight on Health Orders, likely to be vetoed
by the Governor.
SB32 - This bill is a companion bill of HB47,
dealing with EV charging stations.
SB40 - This bill deals with wholesale minimum
markups on cigarettes.
SB41 - This bill would give restitution to
buildings damaged by violence and riots,
holding those people who commit violence
liable.
SB45 - This bill would provide tax inducements
to those who make substantial changes to fixed
asset and employment increases.
Now, the General Revenue Budget will be front and
center for 2022-2023. This is the operating budget for
all state agencies and must be watched very carefully,
as this is where state agencies try and make changes
that could be detrimental to MIRA members.

Another piece of real interest is Department of
Health. Rumor has it they want to ban indoor vapor
smoking and make 18 the age for being able to sell
cigarettes at convenience stores and other venues
selling tobacco. The Arts Council of Cleveland has
proposed increasing taxes on all tobacco products to
pay for arts projects.

As you can see, there is a lot of legislative activity
right now and MIRA will be ever watchful.

‘While I know you’re probably tired of politics
there is an election next year with all statewide offices
up for election with the Governor’s office being most
notable. U.S. Senator Rob Portman has announced
he’s not running for reelection which has set off a fire
storm of who will win the Republican primary. On
the Congressional side there will be redistricting, so
the question is does Ohio lose 1 seat or 2? Currently
there are 12 Republican’s and 4 Democrat’s. State
legislative districts are also up next year, so it will be
a huge year and the campaigning has already begun.
On the bright side we are very close to reopening the
state and doing away with mask mandate, oh happy
days when that occurs.
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c-store news & views

JIM GREEN // MIRA VICE PRESIDENT, PROGRAM DEVELOPMENT

t has been over a year since the start of

the pandemic and with the pace of

Coronavirus vaccinations increasing, we

are now starting to see light at the end
of the tunnel where we can all get back to living our
lives as we did prior to the pandemic. Since there is
likely to be pent-up demand from consumers, many
c-store retailers are sure to benefit from this short-
term bounce as things begin to reopen on a large
scale. Unfortunately for many convenience store
retailers this will only be a short-term fix to long-
term challenges.

Many people continue to marvel at which the speed
of the c-store industry has moved during the pandemic.
‘We have seen 10 years of technology adoption
compressed into a year. While I do not believe the
changes to the c-store industry landscape will happen
at the speed at which it did the last 12 months, they are
still coming. I would recommend every independent
c-store retailer start planning for what the c-store
landscape is going to look like in 5 or 10 years. This
is going to require making investments. This is part
of the reason you see so much consolidation with
retailers. Many small and midsized chain retailers did
not have the appetite to make the investment necessary
and have decided to sell. In my opinion, there are two
important dynamics that c-store retailers must be aware
of when doing a business plan for their store for the
next 5 to 10 years. The first, is the decline in cigarette
sales. Even though the cigarette category did benefit
from the pandemic, it is short-term and will continue
to decline. The second, is the coming widespread
adoption on Electric Vehicles (EVs). I talked about
this in last month’s article and I believe retailers must
plan for a 50% decline in liquid fuels by 2030 with little
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opportunity to replace those petroleum profits with
revenue generated from recharging stations. The reason
I specifically identify these trends is that both will
reduce the overall foot traffic in stores.

So, the two “must do” things that I recommend
every c-store retailer do when evaluating their business
is through that lens:

Food Service

You should select a food service offering that
you can build around. Chicken, Mexican, pizza, subs,
etc. It is going to be a necessity to have a quality food
offering at your location that can generate enough
sales and profit to make up for declining cigarettes
sales, which includes the market basket that goes along
with that consumer, and liquid fuels sales. For many
operators, food service is still a grab-n-go sandwich or
a roller grill item. While those products can be part of
an overall portfolio of products offered, they cannot
be the extent of what you offer. You simply will not
generate enough sales and meet consumer expectations
by offering only those types of product. Consumers
want more and are demanding more. Do the research
and determine what food service programs are a good
fit for you. Given your comfort level with foodservice,
you will have to determine if you want to build it
yourself from various components or go with a
branded concept. Also, I want to mention that even if
I am wrong about the profit thresholds of recharging
stations and they become a big opportunity for c-store
operators, consumers will need to be at your store
for a significant amount of time while their vehicles
recharge and will likely plan their recharge at a c-store
that has a high-quality food offering.

Curbside and Delivery

I urge every retailer to look at curbside and
delivery options. This is one aspect of consumer
adoption that is not going to go away after the
pandemic. It is now part of the fabric of the consumers
shopping experience. If you do not offer this service,
you will simply be missing out on too many consumers.

I would be happy to discuss my thoughts on the future
of the industry with any MIRA member. Please feel
free to contact me at jgreen@miramw.org.
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ith each season comes fresh fruits and veg-
etables and sprouting this spring and
summer seasons, are produce items that
food retailers are promoting.

Just like first-time college students gain
the “freshman 15”, many people gained the “COVID-19”
pounds during the lockdown. As we head into a warmer
climate, Midwest residents are getting ready for spring-wear.
Eating healthy is part of the plan and a focus for grocers is
the produce department.

“During the spring and summer months, we promote
more seasonal items, such as strawberries, blueberries, rasp-
berries, blackberries, asparagus, broccoli, Vidalia onions and
corn; the items that are healthy and high in volume,” said
Phil Kassa, co-owner of Heartland Marketplace and MIRA
board member. “We build bigger displays for these items.”

The produce section is most always in the outer aisle of
the grocery store. “I always recommend shopping the outer
aisles first, since these foods are the freshest and usually
the least processed,” said Pamela Haddad, RD, MS/Reg-
istered Dietitian and Health Educator, and longtime loyal
customer of Heartland Marketplace in Farmington Hills.
“Heartland has a wide-variety of fresh produce and every
time I walk into the store, they are continually restocking
with fresh fruits and vegetables,” said Haddad. “They also
have a good selection of organic produce. There are fresh
pre-cut fruits and veggies for your convenience, as well.”

Haddad suggests having staple produce items available at
all times. “Irecommend keeping vegetables on hand that are
good to grab as a snack: carrots, cucumbers, celery, peppers
and tomatoes are some of my favorites. I also like to have
a variety of greens to prepare a fresh salad with,” she said.

At Heartland, the Kassa family usually merchandise
the produce department based on the seasons, and holi-
days. In early spring, they promote items like asparagus,
strawberries and pineapple for Easter, while during the
summer they promote grapes, stoned fruit such as peaches,
plums, nectarines, cherries, apricots, melons, corn, portabella
mushrooms and squash. “We do run into problems when
we advertise stuff, like strawberries, and the weather doesn’t
cooperate,” said Kassa.

Some of the seasonal items can get pricey depending on
the farming season. “When the weather doesn’t cooperate,
items may be more expensive than anticipated but the same
can be said about meat or seafood,” said Kassa.

“When you look at the cost per serving basis, fresh foods,
such as fruits and vegetables are less costly than those foods
in processed form and much better for your health,” said

Haddad. “Also, the benefits to your health are priceless.”

At Heartland Marketplace, customers can find recipe
cards at the front of the store that is provided by the Spar-
tanNash program. Customers are encouraged to try new
produce items and use the recipe cards to prepare them.
Haddad agrees that variety is the spice of life. “Many people
shop for the same produce items each week, and if you are
doing this, you may definitely be missing out,” she noted.
“Eating a wider variety of fruits and vegetables will increase
the amount and type of vitamins and mineral you give your
body. It will add also make your meals more enjoyable
and flavorful!

A challenge is to try a piece of fruit or vegetable that
you haven’t tasted. “Always look for new items next to
your favorites and give them a try,” said Haddad. “There
are many recipes and ways to prepare veggies that you can
find on the website, a blog or you can look for a cookbook
devoted to vegetables and fruits.”

Eating a mix of fresh and unprocessed products is es-
sential for a healthy diet. “Fruits and vegetables are loaded
with vitamins, minerals, fiber and other nutrients such as
antioxidants and phytonutrients that are very important to
our overall health and disease prevention,” said Haddad.
“Different color produce contains different nutrients, so be
sure to get a variety.”

A fun fact grocers can share with their customers as a way
to promote fruits and vegetables is that it’s recommended
to consume a minimum of five servings or more of fruits
and vegetables per day. One serving varies from %2 a cup
to 1 medium fruit. “More is definitely better when it comes
to produce,” said Haddad.

The Kassa family has remodeled the produce department
in two of their stores. “This enables us to cross merchandise
different items to hopefully be more profitable overall,”
said Kassa. “Because of the restaurant shut downs due to
the Coronavirus pandemic over the last year, people have
been more open to trying ‘different’ varieties of produce for
special recipes. We are carrying a bigger selection in the
hopes of maintaining some of that business.”

Haddad shared some tips that grocers can share with
their customers. “We all need to get the most out of your
grocery shopping trip, so plan your menus for the week,
make a list, start shopping in the outer aisles of the store
where you will find the freshest foods and make a point of
trying something new from the produce section each time
you shop,” she said. H

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

Family-Owned
Supermercado Offers a
Full Range of Services to
Their Patrons

I BY EPIPHANY COMMUNICATIONS AND COACHING*

ast month, Elvira Grimaldo shared some

insight on preparing for the spring and

summer season. At Supermercado Santa

Fe in Holland Michigan, they plan to
open a snack and refreshments bar near the deli and
restaurant area this year. Last year, they started to
install a Grab n” Go food and beverage counter which
was put on hold until this year because of the
COVID-19 pandemic.

“We want Santa Fe to be their one-stop store,”
said Grimaldo. “We strive to be of service for
those who come in before work to get coffee, and/
or breakfast tacos, or those who come in later in the
day picking up an after-school snack for the kids and
their dinner items.”

They are also known for their homemade flour
tortillas which are a hot commodity among our
customers due to how soft and tasty they are.

Aside from being a supermarket, Supermercado
Santa Fe also offers multiple services for customers
such as money transfers to Mexico and other Latin
American countries, bill pay, check cashing, and
other services.

“What we choose to offer is by thinking as a
consumer instead of thinking as a business owner,”
said Elvira Grimaldo. “Our customers come from
diverse backgrounds, so we work with them in mind.
This mentality has allowed us to renew our services
each year, rearrange our supermarket and remodel
some areas to make it visibly appealing and organized
for our customers.

In addition, they accept EBT benefits at our
business. The store has been around for many years. It
was previously owned by a family friend of Grimaldo
whose family purchased the business in 2015.

“Our business is family-owned, managed by my
husband, Jose Grimaldo, and my brother, David
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Ochoa,” she said. “We specialize in Mexican/
American products as the majority of our customers
are Mexican American. Although our main

products are Mexican based, we try to cater to all
demographics.”

The business is housed inside a ten thousand square
foot building, so it allows for them to offer a wide-array
of products and to be well stocked all the time.

“We also have a meat market with high-quality
products and competitive prices,” she said. “Many
customers come to our store to specifically purchase
meat products for freshness and low, low prices on all
other goods that they offer.”

Coming this summer, Supermarcado, will have an
ice cream bar just in time for the hot days and tourist
heading to Holland.

“It has been our pleasure to serve our customers
within the community,” said Grimaldo. “And we are
grateful to have such a diverse customer base and look
forward to continue to serve them with the best products
at Supermercado Santa Fe. We are always looking for
best prices and new items to offer our clientele. This is a
great way to keep our customers coming back and glad
we can service their wants and needs.”

Elvira and her husband, Jose and have two
daughters, Vivian and Julie, and our 4-year-old grandson
Lucas. “Small business owners like us can relate to the
fact that running a business is time consuming; its more
than a full-time job, it’s your life,” she said. “Since our
time is so valuable to us, we try and spend as much time
with our family. Whether it’s sitting down to watch a
movie, grilling outside, or jumping into the pond on a
hot summer day, we find ways to be able to enjoy our
time together.”

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

Family Sells Business After
Nearly 90 Years

Il BY EPIPHANY COMMUNICATIONS AND COACHING*

oy and Julia Crete opened Ideal Party

Store in 1934 and now 87 years later, the

family business is being sold to Forward

Corp. Last month, the corporation
announced that they would be acquiring Ideal Party
Store’s two locations in Bay City, Michigan. The
Shamrock Dairy Bar, adjacent to the Johnson Street
store is also included in the acquisition.

“This is an exciting opportunity for us,” said Abby
Moniz, president of Forward Corp. “Ideal Party Store
has a rich history and is a well-respected name that
aligns with what Forward is best known for.”

Forward is family-owned and operated, as well.
“I'm thrilled we were able to find another local, family-
owned and operated company to take over the Ideal
operation,” said Ideal Party Store president, Jerry
Crete. “It was important to me that we found someone
who shared our vision and values, and Forward was the
perfect match.”

Crete, a third-generation owner and president since
1996 wanted to step back to spend more time with
family and slow down after 42 years in the high-paced
convenience and party store industry.

About three years ago, Crete and his wife began
discussing a transition plan for the business. He
reached out to Forward Corporation through a friend.
“QOur business has grown dramatically over the last
five years,” said Crete. “Knowing my son didn’t want
the responsibility, with our business peaking in 2020
and with me being burned out by the 60-70-hour,
7-day weeks, my wife and I knew it was time to begin
the process.”

The customer experience at Ideal Party Store is
expected to remain the same thanks to its familiar
and knowledgeable team. Current Ideal Party Store
employees will be welcomed to the Forward team,
including Crete’s son. This is something Moniz said
was vital to securing the agreement.

“The great people at Ideal Party Store were a big
part of this acquisition,” Moniz said. “Their knowledge

RETAILER SPOTLIGHT
continued on page 22.
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RETAILER SPOTLIGHT
continued from page 20.

and experience in the industry is unmatched. Not only
will they be staying on, but we look forward to learning
from them, as well.”

Crete will remain on in a consulting role, focusing
on his passions in beer, wine and spirits.

“This gives me an opportunity to step away from the
administrative side of things and spend the majority of
my time doing what I love,” Crete said. “I'm looking
forward to helping with this transition to make sure our
customers get the same Ideal Party Store experience
they’ve come to expect.”

Crete started working in the business with his Dad
in 1970 just to help out and in 1979 began earning a
regular paycheck. He enjoyed the customer interaction
and relationships he built with them and his sales
representatives over the years.

Much has changed since those early days. “I used to
call in liquor orders and speak to an operator to place
the order,” he noted. “Beer drivers had products on
their trucks and we bought from what was on the truck.
There were a lot of different distributors back then.
Now there are only a few and there are sales reps for
everything. Things are much more automated now with
Point of Sales (POS) systems. We had old fashioned
cash registers when I started.”

There are challenges in running a c-store today. “It is
getting very hard to keep up with all of the new products
and increased competition,” said Crete. “Also, we battle
with the bigger stores getting preferential treatment
from suppliers. All the changes in laws over the last
several years have not been small business friendly for
our industry. The biggest challenge today is finding
qualified workers. I have been blessed to have a great
staff, however I never seem to have enough people.”

‘With the sale in process, Crete is feeling a bit
relieved. “When you own a business like mine you are
always worried about it,” he said “It is hard to not be in
the store or just a phone call away. It is a much more
difficult business to run now than it used to be. There
is more competition and the “pace of change” has
increased dramatically.”

The transaction is expected to close in the coming
weeks and will boost Forward’s convenience division
to 31 locations, including 26 Shell and 3 Marathon
convenience stores. They are having licenses
transferred, getting employees up to speed on Forward’s
policies and teach Forward’s management staft how we
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run our business. “Our goal is to make it seamless to
our customers when the change happens,” said Crete.

Crete was an early adapter to the “craft beer”
business and built a reputation on having the biggest
selection in the area. In 2009, they took a big risk
during the recession and built a new store at a new
location from the ground up. That location has helped
us grow dramatically since they opened the doors in
May 2010. “One thing we have always been proud
of is the ‘success’ of all of the people that worked for
us over the years as their first job and went on to have
successful careers,” he said. “Many of those people still
come back to see us and talk fondly of their experience
working for the “Ideal family”

As far as the future, Crete may look for a part-time
job, 40 hours a week, a work week unfamiliar to Crete.
He remains an active MIRA board member. “I'd love
to continue to serve the MIRA in some capacity,” he
said. “I love the organization, the board members and
staff. Ilove what MIRA does for small businesses. 1
also plan to take some much-needed time off and travel
a little (as COVID allows).”

Crete is extremely proud of this business that was
started by his grandparents with $500 in savings, a $500
loan and a card table and cigar box as a cash register.
“My father Roy “Jay” Crete continued that tradition
for many years growing the business and raising seven
college educated children through it, said Crete. “I was
able to carry it on, growing to another location, and
ensuring that our “Ideal” name would continue into the
future with our legacy still intact.”

Crete has four sisters and two brothers, none of
which had any interest in running the business. “I loved
working for myself and working in the business gave
my Dad the opportunity to enjoy a ‘retirement’ even
though he still comes in every day at 88 years old,” he
noted. “They were all very supportive of my decision.
They had known for some time that I didn’t plan to do
it forever. It was kind of bittersweet because we all grew
up in the business.”

Crete’s father was just 1-year-old and his sister
6-years-old when his grandparents started the business
in 1934. They are both still alive and healthy today.
“While disappointed in seeing it leave our family, they
are happy to see another 5th generation family continue
the tradition,” said Crete. “I will miss customers the
most when I finally do retire. I will be working in
the stores still throughout the transition to make sure
everything goes smoothly.”

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

Detroit Grocery Coalition Launches “Great Grocer Project” to Bolster
Community Connections, Nutrition and Food Access in Detroit

Detroit Food

POLICY COUNCIL

Il BY EPIPHANY COMMUNICATIONS AND COACHING*

Wayne State University (WSU), the Detroit Food Policy
Council and members of the Detroit Grocery Coalition
announced the Great Grocer Project, a community-
based program to strengthen relationships

between independently owned grocery stores

and their customers in Detroit, while providing
support to increase awareness and sales of healthy
foods that foster economic vitality within Detroit
neighborhoods.

Detroit is home to nearly 70 full-service grocery
stores, almost all of which are family- or
independently owned are mostly MIRA members.

“Ourindependent retailers sacrifice and work

hard to have viable and well-run stores in Detroit,”
said Juan Escareno, MIRA Director of Government
Affairs. “This community driven project begins to
acknowledge the efforts our members have done to
keep Detroit fed.”

These grocers have historically played a crucial role
in maintaining food access in their neighborhoods
and have been especially important as Detroiters
navigate the coronavirus pandemic. The program,
funded as a three-year project by the United States
Department of Agriculture with one year of funding
from the Michigan Department of Health and Human
Services, is a joint initiative led by the WSU College of
Education’s Center for Health and Community Impact
and the Detroit Food Policy Council. The Great Grocer
Project seeks to promote Detroit’s grocers to improve
community health and economic vitality through
leadership and advancement of research, programs
and policies for healthy living.

“The Detroit Food Policy Council has been working
with our partners for years to understand what’s
happening in grocery stores across the city - we
wanted to know what stores are doing a good job of
serving their community, and what are the barriers
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for stores who are not,” said Kibibi Blount-Dorn,
Program Manager. “We also wanted to make sure
residents know that there are places in the city

to buy high quality healthy food, and understand
the benefits of having a local independent store in
their neighborhood. We formed the Detroit Grocery
Coalition to work with organizations and grocery
stores all across Detroit to provide the support they
need to improve the grocery shopping opportunities
for all residents.”

The Great Grocer Project will also train and host
fellows in seven community-based organizations,
who will then adopt a grocery store in each of
Detroit’s districts. Fellows will work with store
owners to help them better compete with big-box
grocery stores by improving their relationship and
communication with customers and conducting food
and nutrition assessments at their stores.

Collaborative partners and members of the Detroit
Grocery Coalition include the City of Detroit Health
Department and Office of Sustainability, the Detroit
Economic Growth Corporation, Eastern Market, the
Midwest Independent Retailers Association, Fair
Food Network, Detroit Food Map Initiative and the
National Kidney Foundation of Michigan.

“The resources that the Detroit Grocery Coalition
has brought together will help our members market
to the neighborhoods they serve,” said Escarefio.
“But more importantly, it will show Detroiters

that they have great store operators in their own
neighborhoods.”

“Too often, Detroiters choose to shop outside the
city to obtain their groceries and healthy foods,” said
Rachael Dombrowski, who jointly directs the Great
Grocer Project. “We want to reverse that tide and
showcase grocers that are providing high-quality,
affordable healthy foods to their customers within
the city. By working directly with store owners and
community organizations, we aim to improve their
relationships, the grocery landscape within Detroit
and the overall economic vitality of communities.”

Dombrowski is also assistant professor of
community health education in the College of

Education’s Division of Kinesiology, Health and Sport
Studies and a research associate for the Center

for Health and Community Impact. Her research is
focused on community-based programs to improve
nutritional and health outcomes and advance food
justice.

In addition to direct support for store owners, the
Great Grocer Project will work with 10 top-rated
stores to improve their marketing and presentation
of healthy foods by improving the look and feel of
certain areas in the store, creating recipes and shelf
tags to display with nutritious foods, and many more
environmental improvements.

“We have seen the devastation of the coronavirus
pandemic within our communities, and we know now
how effective good nutrition can be on preventing
death from coronavirus,” said Winona Bynum,
executive director of the Detroit Food Policy Council
and co-director of the Great Grocer Project. “We

have also learned how important having access to a
healthy grocery store has been over the past year. We
look forward to continuing to work with our Detroit
grocers and our community partners to improve
access to high-quality, nutrient-rich foods needed

for good health now and well beyond this pandemic.”

This work is supported by the Community Food
Projects Competitive Grant Program grant no. 2020-
33800-33132 from the USDA National Institute

of Food and Agriculture. Any opinions, findings,
conclusions, or recommendations expressed in this
publication are those of the author(s) and do not
necessarily reflect the view of the U.S. Department
of Agriculture.

Established in 2009, the Detroit Food

Policy Council is committed to nurturing the
development and maintenance of a sustainable,
localized food system and a food-secure City of
Detroit in which all of its residents are hunger-
free, healthy, and benefit economically from the
food system that impacts their lives. To learn
more, visit www.detroitfoodpc.org.

*Writers with Epiphany Communications and Coaching are
content creators for Bottom Line.
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BWC News from Sedgwick TPA

“If nothing changes, nothing changes.”

CareWorks

a sedgwick company

‘We are excited to announce
that CareWorks Comp TPA is
now named Sedgwick TPA. As
Sedgwick TPA, our commitment to
Ohio employers remains as strong
as ever. With more than 3,000
colleagues in Ohio, backed by the
global resources and expertise of
Sedgwick, we have the best claims
solutions to help your business
mitigate risk and reduce costs.

As Sedgwick TPA, taking
care of people is at the heart of
everything we do, because caring
counts®. Under the Sedgwick
name, we will provide you with the
best possible service and outcomes
and deliver on our mission of
taking care of you and your
employees. You can learn more
about Sedgwick — a leading global
provider of risk management and
claims solutions — at
www.sedgwick.com.

Here is what WILL change:
Name and Logo — You'll see the
Sedgwick name and logo on
invoices, communication, and
marketing materials, building
signage and more.
Website — Our website will
redirect to www.Sedgwick.
com, where we’ll publish the
same resources available on the
current site.
Email Addresses - CareWorks
Comp email addresses (@
CareWorksComp.com)
will change to Sedgwick
(@Sedgwick.com).
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CareWorksComp.com email
addresses will continue to
forward until further notice.
Legal Entity and Tax ID — Our legal
entity name and tax ID will
change to Sedgwick. A new W-9
can be found here for reference.
Client Portal - You will

now access the Sedgwick

client portal, viaOne Ohio.
Additional information on
accessing viaOne Ohio will be
provided soon.

Here is what will NOT change:
Address and Phone Numbers —
Our existing office address and
phone numbers will remain the
same at this time.

Servicing Teams — We recognize
that maintaining the
relationships you have with
your existing client service
Account Executives and Claim
Examiners is critical to your
positive customer experience.
You will continue to work with
the same great team you’ve
grown to know and trust.
Contracts — Contracts will be
updated with our new legal
name, Sedgwick. No action is
required.

Our Commitment To You — Our
dedication to delivering superb
quality, optimal outcomes and
results you can see and feel
remains steadfast.

Please note: Our banking
information (account number,
remit-to address, etc.) is not
changing. Moving forward, you
will only change the payee-name,
as indicated on the W-9 on the AP
Vendor Master. Continue to make
payment to the remit-to address

indicated on your invoice, per usual.
There will be NO staffing
changes as a result of this
transition. Our valued clients
will continue to receive the same
compassionate, consistent and
quality service they’ve come to
expect, delivered by the same
established teams. If you have any
questions, please do not hesitate
to contact me or your Sedgwick
Claims Examiner.
Thank you for your continued
partnership.

2-HOUR SAFETY TRAINING
REQUIREMENT FOR 2020 POLICY
YEAR DEADLINE IS 6/30/2021
2020 Rating Year—BWC Rule—
ORC 4123-17-68

Group Rated and Group Retro
Rated employers who have had a
claim from July 1, 2018 through
September 30, 2019, have to
complete a required two hours of
safety training by June 30, 2021.
BWC'’s requirement applies to any
allowed claim an employer had
from 7/1/18-9/30/19, regardless
of size or severity. Two hours is
the minimum amount of safety
training mandated by the BWC.
Only one person from the employer
needs to take this safety training.
If an employer experienced more
than one claim within this period,
they are still only obligated to
attend two hours of safety training.
If an employer has multiple
policy numbers, they must attend
two hours of safety training per
policy. For more information
about all the Ohio BWC'’s
training opportunities, visit the
BWC’s Learning Center at www.
bweclearningcenter.com.
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Lottery players are subject to Ohio laws and Commission regulations. Please play responsibly.



express lines

Visa Under DOJ Investigation
The Justice Department is reportedly probing debit-card transaction practices

I8 BY NACS ONLINE

The Department of Justice’s
antitrust unit is reportedly probing
whether Visa Inc. is involved in
anticompetitive practices in the
debit-card market, the Wall Street
Journal reports, citing unnamed
sources. NACS, the Merchants
Payments Coalition and other
merchant companies and
associations have raised concerns
for years that Visa and Mastercard
have worked with card-issuing
banks to limit merchants’ ability
to do business with competing
debit networks.

The DOJ has been gathering
information on “whether Visa,
the largest U.S. card network,
has limited merchants’ ability to
route debit-card transactions over
card networks that are often less
expensive,” the Wall Street Journal
said. “Many of the department’s
questions have focused on online
debit-card transactions, but
investigators have asked about in-
store issues as well.”
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The newspaper said Visa
declined to comment on the report.

Convenience stores paid about
$11.8 billion in credit card swipe
fees in 2019, making it the second
highest operating cost after labor,
according to NACS State of the
Industry data. NACS has battled
the big card networks for years to
reduce swipe fees.

“It is great to see the Justice
Department investigating the
anticompetitive practices of Visa,”
said Lyle Beckwith, NACS senior
vice president of government
relations. “NACS members have
been frustrated for years by the
roadblocks the payment card
networks and banks put in their
way when they try to save a little
money on card transactions. The
antitrust problems with Visa
and Mastercard setting swipe
fees for their banks to the tune
of tens of billions of dollars per
year is a huge problem, but it is
compounded by their stifling of
competition on the fees merchants
must pay to card networks.”

In addition to the Justice
Department probe, payment
network practices have been the
subject of renewed congressional
scrutiny in recent weeks.

Senator Richard Durbin (D-

IL) commented during a recent
Senate Judiciary Committee
hearing in March that swipe

fees are “far in excess of any
reasonable measure of cost” and
that Visa and Mastercard are “so
dominant in the payments market
that merchants couldn’t stay

in business without using their
cards,” as NACS Daily reported.

And, in early March, Senator
Durbin and Representative Peter
Welch (D-VT) sent Visa and
Mastercard a letter asking them
to cancel the April fee increases
that they had planned. saying they
would “undermine efforts to help
the economy recover,” the letter
said. The card networks last week
agreed to postpone those increases
until April 2022.



IN GOOD HEALTH l

Sahtein means

The word is often used in Arabic speaking countries after providing
a meal for guests at the home by the host. For over 40 years,
we have searched the world for the highest quality products and
exceptional tastes, and continue to make this our priority today.
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For more information visit
liparifoods.com
New customers contact Joe Calo at

Joe_Calo@liparifoods.com



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...ovvveee i (517) 546-8217
Chicago Sweet Connection Bakery (773) 283-4430
Kordas’ Metropolitan Baking Company ...... (313) 875-7246

BANKING, INVESTING & CONSULTING

First Business Bank...................... (616) 201-7177
Mercantile Bank of Michigan ....(248) 434-5928
The State Bank. .........covveieeeon.... (248) 835-4463

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

BOOKKEEPING/ACCOUNTING CPA

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

BUSINESS COMMUNICATIONS/PUBLIC RELATIONS
Comcast BUSINESS .. vvveeenee e (734) 277-9731
Tamar Designs, LLC ....oovvvivennennn.s. (248) 760-7211

C-STORE & TOBACCO DISTRIBUTORS

McAneny Brothers, Inc.............. (304) 559-1510
S. Abraham & Sons, InC............. (616) 453-6358
TeamSledd ...........coovvnenen 1-800-333-0374

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

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

C-STORE MISC. TAXABLE MERCHANDISE

Detroit Beer Gifting Company .............. (248) 396-7830
Lil’ Drug Store/Associated Distributors . ... .. (319) 393-0454
CCTV/NETWORK SOLUTIONS

Competitive Network Management ......... (734) 301-3370

CHECK CASHING
Pre Paid Ventures ............ocooeun... (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

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
‘&l MIRA Credit Card Processing ....... 1-800-666-6233
DELI & MEAT MANUFACTURERS & DISTRIBUTORS
&l Lipari Foods, InC.......c.oovneennn. (586) 447-3500
Concord Premium Meats Ltd. .............. (905) 738-7979
Premier Snacks Distributors. . .............. (248) 289-1088
Harvest Sherwood . ...........cccvenen... (313) 659-7300
Wolverine Packing Company............... (313) 259-7500
ENERGY, LIGHTING & UTILITIES
DTEENErgy .o.vveiei e 1-800-477-4747
DTE Your Energy Savings .................. 1-855-234-7335
Inovis Energy (313) 600-1458

Running Right (248) 884-1704
USECLLC ..o (713) 772-0446

FOOD EQUIPMENT, MACHINERY & KIOSKS

Taylor Freezer/Broaster Chicken ............ (734) 525-2535
FOOD MANUFACTURER

BarillaAmerica ..........ooiiiiiiii.. (847) 405-7575
Nino’s LLC (847) 685-0478
Pastificio FabianelliSPD ................. 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. MMM ........... (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
ObieOil,InC. vvvveeei (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' Lipari Foods, InC.......covvnvunenn (586) 447-3500
D&B Grocers Wholesale................... (734) 513-1715
International Wholesale ............ ... (248) 353-8800

.. (248) 589-7700

Pointe Dairy Services .

SpartanNash ............cooeenee. .. (616) 878-2248
T.I. Spices, Inc./Amal Distributing (586) 790-7100
UNFI West Region.............oevenen... (262) 942-3387
Value Wholesale Distributors .............. (248) 967-2900

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

HOTELS, CONVENTION CENTERS & BANQUET HALLS

Genoa BanquetCenter ................... (517) 545-1000
Penna’s of Sterling. .. .................... (586) 978-3880
Petruzello’s ..........cooovinin. ... (248) 879-1000
Suburban Collection Showplace. ........... (248) 348-5600

ICE CREAM SUPPLIERS

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

& Velvet IceCream Co. .........c..... (740) 892-3921
Blue BunnylceCream .................... (616) 453-6358
ICE PRODUCTS

US.lceCorp. M. ... (313) 862-3344
Arctic Glacier Premium Ice................. 1-800-327-2920
Home Citylce ........oovvvunne... ... (513)598-3738
Taylorlce Co. vvvvvveieie e (313) 295-8576

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

Bisson Agency - Farm Bureau Insurance. . ... . (248) 590-2116
CaANOPY e vt ee et e e (313) 662-3522
Globe Midwest/Adjusters International.. .. ... (248) 352-2100
Insurance Advisors, InC. ......ooevunenn. (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

‘&l Conifer Insurance Company.............| (248) 559-0840
¥ Sedgwick [ ........... 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
Willingham & Cote, PC .............

... (248) 646-8292
... (517) 351-6200

LIQUOR SHELF TAGS
W saxon, Inc. M .....oovvenennnnn.s (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

%' BordenDairy [ .................. (855) 226-7336
W' Lipari Foods, InC.........oooveen.. (586) 447-3500
W' Prairie Farms Dairy Co. [. .......... (248) 399-6300
Cedar Crest Dairy, INC...ovovveveviiennn. (616) 7971103
Lala Branded Products (Lipari) ...1-866-648-5252

Harvest Sherwood . .............coovnn. (313) 659-7300

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

OFFICE SUPPLIES & PRODUCTS
g " OfficeDepot ..ovvvrneiinieinnn.d (855) 337-6811

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

Rolly Receipts LLC. ..o vvveeee e (937) 344-3242
PET SUPPLIES MISC.
W' Great Lakes PetTreats .............. (810) 715-4500
PIZZA SUPPLIERS

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

POINT OF SALE & RETAIL TECHNOLOGY

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

g " Petrosoft LLC ....ovevnneeennnn..d (412) 306-0640
BMC-Business Machines Company ......... (517) 485-1732
Success Systems . ... oii i 1-800-653-3345

PRINTING, PUBLISHING & SIGNAGE

W' saxon, Inc. M
Ahearn Signs, Inc. .........
CLEBillboards ...........
EGI Solutions . ...........
Fisher Printing
Pace Custom Printing

(248) 398-2000
(734) 699-3777
... (216)801-9924
... (586) 978-9630

.. (708) 598-1500
(248) 563-7702

PRODUCE DISTRIBUTORS

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

‘Q " BlueRhino.........coveviennn., (989) 345-0170
Tank Traders Midwest . .............c..o.... (877) 429-5797
REAL ESTATE

W' Sell Your Business Program. . ......... 1-800-666-6233
Planet Propane .......... ... (248) 647-0000
Trade World Consulting (614) 332-8762
REFRIGERATION SOLUTIONS (COMMERCIAL)
Cooler Fabrications ...........c.covevenenn 1-800-396-1480
Raves Cooler Doors ........oovvevnennnn.. (248) 887-0648
Sprint BUSINESS «.vvvveeei e (248) 893-8017

RETAIL CONSULTING
White Knight Marketing. .................. (901) 494-1352

RETAIL FIXTURES, DISPLAYS & FLOORING
W DisplayMax.....coviniiiiiiinnad (810) 494-0400

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

SECURITY, SURVEILLANCE & MORE
Defense Alarm Systems................... (586) 777-7222
Netco Semvices .. ...vvevvieieiienann.s (248) 850-2228

SODA POP, WATER, JUICES & OTHER BEVERAGES

W' Coca-Cola Refreshments (Metro Detroit program)
................. Metro Detroit [Tl (313) 868-2008
...................... Belleville [ (734) 397-2700
.......................... Flint [ (810) 237-4000
..................... Cleveland 11 (216) 690-2653

& Faygo Beverages, Inc. Il ............ (313) 925-1600
Boom Boom Energy..........oooiiiinin.. (313) 722-2221
Monster Energy Company ................. (800) 426-7367
PepsiBeverages .................. Detroit 1-800-368-9945

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

TOBACCO ALTERNATIVES

E-Alternative Solutions ................... (904) 843-3731
Grinds Coffee Pouches. ................... (412) 414-3155
Swisher International .................... (904) 607-7405

TOBACCO COMPANIES & PRODUCTS

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

WASTE DISPOSAL & RECYCLING

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

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

WINE & SPIRITS COMPANIES

& Benchmark Beverage Co.. ........... (734) 744-6132
Cheurlin Champagne...........c.ooooeunn. (312) 929-2699
Cornerstone Wine Distributor .............. (586) 839-2552
EndlessWest . .....ovvieiniiieiiiaan (313) 590-7491
Heaven Hill Distilleries ................... 1-800-348-1783
LUXCO vt et e e e et (313) 333-4637
Proximo Spirits ... (810) 278-0599
Remy Cointreau USA ..........covvivnnn.. (248) 347-3731
Tenute Delogu . ...vvveeeeeeeeeeann info@tenutedelogu.com
Tito’s Handmade Vodka .................. (248) 885-3424
Wise Men Distillery ..............counee. (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) 926-2646
Feeding America West Michigan Food Bank -

Cadillac «..oovvveiniiiiin.. (231) 779-0056
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

(517) 908-3680
Kalamazoo Loaves & Fishes (269) 343-3663
The Manna Food Project ............ (231) 347-8852
Western Upper Peninsula Food Bank . . .(906) 482-5528

Greater Lansing Food Bank

OHIO
Akron-Canton Regional Foodbank .. ..(330) 535-6900
Cleveland Foodbank ............... (216) 738-2265
Freestore Foodbank ............... (513) 482-3663
Mid-Ohio Foodbank ............... (614) 277-FOOD
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 .......... (513) 874-0114
The Foodbank, Inc. ................ (937) 461-0265
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
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OF MICHIGAN
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JUNE 15, 2021

MIDWEST INDEPENDENT RETAILERS
FOUNDATION’S 13TH ANNUAL
SCHOLARSHIP LUNCHEON

Every year, the Midwest Independent Retailers Foundation
awards academic scholarships in the amount of $1,500
each to extraordinary and deserving students in Michigan,
Ohio and Illinois. Help the MIR Foundation invest

in the leaders of tomorrow. Tickets and sponsorship
opportunities available.

Detroit Athletic Club // Detroit, MI

JULY 14, 2021

MIRA’S 45TH ANNUAL MICHIGAN

GOLF OPEN

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

Fox Hills Golf & Bangquet Center // Plymouth, MI

AUGUST 4, 2021

MIRA’S 16TH ANNUAL OHIO GOLF
OUTING

This outing is a social event where retailers, wholesalers,
manufacturers and service providers all come together to
have a little competitive fun. A day on the course includes
breakfast, dinner and 18 holes of golf!

Shale Creek Golf Club // Medina, OH

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:

FOOD MARKETING INSTITUTE
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s
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MIDWEST INDEPENDENT.

RETAILERS ASSOCIATION

EST m

SEPTEMBER 21, 2021

MIRA’S 22ND ANNUAL HOLIDAY

FOOD & BEVERAGE BUYING SHOW

As Michigan’s largest liquor show, retailers and on- and
off-premise licensees come from miles to see, sample
and buy a wide variety of new products. Admission for
MIRA members is free. Must be 21 years or older to
attend this show.

Suburban Collection Showplace // Novi, MI
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' International foodservice
distributors association

AreA

NATIONAL GROCERS ASSOCIATION

—
GMA

The Association of Food, Beverage
and Consumer Products Companies

NACS

National Association
of Convenience Stores



Here for Michigan.
Now more than ever.

2l

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.




%’ SpartanNash

Support Services Group
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& / YOUR TRUSTED PARTNER

FOR 2027 AND BEYOND
A

* 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

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



