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Beef, Pork, Poultry, Processed Meats, Lamb, Veal, Seafood, 
Deli, Full Line of Dairy and  Eggs, Bakery, Frozen Foods, 

Ethnic Foods, Hispanic, Halal, Kosher

313-659-7300
HarvestSherwood.com

Filling the center of the plate for every season! 

Call your Account Manager to plan ahead for 2022!

FROM ALL OF US AT 
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chairman’s message
CLIF TON DENHA //  MIRA CHAIRMAN

Minimizing “Shrinkage”

A s we work our way out of this pandemic and venture into a new year it is likely 
time to re-implement some policies and procedures that have been 
overlooked during the past eighteen months. I’m talking about “shrinkage”. 
Any merchandise that leaves the premises without being accounted for is 

considered “shrinkage”.

About one-third of shrinkage can be attributed to employee theft, another third to 
shoplifting, followed by vendor fraud and inventory errors.

You need to let your employees know that you are watching your inventory. The first thing I 
recommend is actually paying for anything you “buy” at your store. Whether it’s fuel, pop, 
cigarettes, coffee, etc. If they see you paying, they are less likely to think they can take 
anything without paying for it. You may have an “employee discount” button on your cash 
register, but everything must be paid for. I even pay for anything I offer to a delivery person or 
friend as a gift. This reinforces the optics that all product is accounted for.

Cameras help reduce the amount of employee theft and shoplifting. Let your staff know that 
you are aware of what’s going on in your store and you are keeping track of inventory. It’s 
hard to review hours and hours of videos, but if you suspect a certain shift or employee that 
specific review can help you confirm if you have a problem.

I know its tedious, but review journal tapes and check out documents for “unusual” entries. 
Too many “no sale” rings are a clue to the sale of unscanned merchandise, perhaps to 
friends or relatives. Excessive “deposit returns” are another clue to be investigated.  

Scheduled regular inventories need to be performed at least monthly. I would recommend 
inventory of cigarettes and lottery tickets at the conclusion of each shift. The oncoming shift 
should verify the numbers recorded by the outgoing shift to make sure the numbers match. 
Without verification the outgoing shift can deflect shortages to the oncoming shift. These are 
items that are easily pilfered and can cost you plenty each month. Keep unneeded tobacco 
and lottery tickets locked up until needed upfront. With appropriate shift reports and a little 
practice this is an easy process. A month-end inventory performed by an outside inventory 
auditing company can assure continuity of your inventory numbers.

Look around your cash register and see if there is any indication that there is a system being 
used to keep track of sales that are not being rung up. Let your employees know that you 
verify sales and receipts at the end of each shift and full day. 

Make sure you check-in inventory deliveries against the invoice and note changes on the 
invoice before the delivery driver departs. Most delivery personnel are honest, but honest 
mistakes occur and sometimes less than honest mistakes occur. Its easier to handle a 
“short” delivery before the driver leaves than a day or two later when its “he said/she said”.

If you trust a shift manager with price changing authority be sure to regularly check and verify 
price changes and “test sales” that are recorded on your cash register. This can be a source 
of disappearing merchandise.

I don’t want to sound so negative, but it is only prudent to manage your inventory.

In the meantime, stay safe! And remember MIRA continues to work on your behalf. n



     MIRA’S BUSINESS 
INSURANCE PARTNER

PROUD TO SERVE ALL MIRA MEMBERS AS THE 
EXCLUSIVE ENDORSED INSURANCE PROGRAM

www.coniferinsurance.com

MIRA MEMBERS ELIGIBLE TO RECEIVE 
UP TO A 10% DISCOUNT!*
*10% discount is subject to minimum premium requirements 

OPEN the camera on your phone
AIM it at the QR code  
TAP the banner that appears

SCAN TO REQUEST A QUOTE!

LIQUOR LIABILITY
GENERAL LIABILITY
COMMERCIAL PROPERTY
WORKERS’ COMPENSATION
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Understanding Illinois’ 
Political Landscape Entering 
The New Year

COVID-19 FORCES MODIFICATIONS IN LEGISLATIVE 
ENGAGEMENT
2021 established a “new normal” in the legislative process; instead 
of passing by crowds of school children on field trips, trade groups 
representing their industries, and citizens seeking to petition their 
government in the halls of the Capitol Complex, the buildings remain 
quiet and almost empty.  Committees are now held in a hybrid 
remote/in-person model, and legislators are allowed to vote virtually 
by way of video during session.  Entry to the capitol is restricted to 
“appointment only,” and legislators, staff, and lobbyists who wish 
to enter the complex are required to test negative for COVID-19 
twice each week.  Given the strict COVID-19 protocols, in person 
lobbying and advocating in Springfield has largely taken a back seat 
to electronic communication for the time being.  Emails, texts, video 
conferencing and Zoom calls have become the best ways to reach 
legislators and staff.  Having cell numbers, and getting through via 
text or call, has become critical to success.  

Illinois continues to impose its strict COVID-19 protocols, as 
Governor Pritzker continues to re-issue his emergency executive 
orders – most recently on Friday, December 10 – to extend the 
statewide COVID-19 protocols until January 8, 2022 (Illinois remains 
in Phase Five protocols).  It is anticipated the Governor will continue 
to impose and modify such executive orders throughout, at least, 
the first six months of 2022.  This will include limited access to 
all governmental offices and allows for the continuation of remote 
governance at all levels.

ILLINOIS LEGISLATIVE REDISTRICTING – REDRAWING 
LEGISLATIVE REPRESENTATION FOR NEXT DECADE
According to the Illinois Constitution, and codified within Illinois 
statute, every ten years the Illinois General Assembly is required 
to redraw state and federal legislative districts after the federal 
census is conducted by the United States Census Bureau.  Illinois 
law requires the Illinois General Assembly must approve new state 
legislative district maps by June 30th of the year following the 
federal census; passage of federal legislative district maps typically 
is approved at the same time, but no later than November of the 
redistricting year.  Failure to approve new state legislative maps 
forces the redistricting process to a commission process in which 
the “majority” party on that commission is literally chosen by 
drawing a name out of a hat. This structure provides strong incentive 
to the incumbent majority party in the General Assembly to enact a 

illinois lobbyist report
STEPHEN S.  MORRILL //  MORRILL &  ASSOCIATES,  PC

new legislative district map before the June 30th deadline.

2020 was the most recent decennial census year and requires Illinois 
to enact new state and federal legislative maps during legislative 
session.  Due to COVID-19 and federal litigation, the 2020 census 
began four months late on April 1, 2020 and delayed certification 
of the final census numbers for each state until September 2021.   
Because of the delay in certification, the Democratic legislative 
leaders utilized census data from the American Community Survey 
to develop and enact HB 2777 – the initial 2021 legislative district 
maps. The General Assembly approved HB 2777 on May 28, 2021, 
and the bill was signed into law on June 4, 2021.  

In mid-August 2021, the U.S. Census Bureau released its final 2020 
census numbers.  The new census figures showed a net population 
decline in Illinois – resulting in Illinois losing one congressional 
seat (from 18 seats to 17 seats).  The release of the 2020 census 
numbers also allowed the Illinois Democratic Party to revise its 
2021 legislative redistricting maps to address the issues raised in 
filed court challenges.  The Illinois General Assembly reconvened on 
September 1, 2021, to approve revised state legislative district maps 
– contained in SB 927 – and Governor Pritzker signed the new maps 
into law on September 24, 2021 (becoming PA 102-663).  The 2021 
congressional redistricting map was finalized in October 2021, the 
legislation – HB 1291 – was approved by the legislature during the 
fall veto session in late October, and was sent to Governor Pritzker on 
November 2, 2021. Governor Pritzker is expected to sign HB 1291 
into law. 

It is important to note that in the year after new legislative district 
maps are approved – or the upcoming 2022 election cycle in 
this case – all 177 legislative district seats are up for election.  In 
anticipation of potential legal challenges to the new legislative 
district maps, the Illinois General Assembly passed legislation in May 
2021 that delayed the 2022 petition collection deadline for elected 
office until January 13, 2022 and the 2022 primary election until 
June 28, 2022. 

The new legislative district maps have already impacted the 
upcoming 2022 elections.  Regarding Illinois congressional races: 

	■ Democratic Congresswoman Mary Newman has announced 
she will challenge Democratic Congressman Sean Casten in 
the primary for Illinois’ new 6th District.  

	■ Republican Congressman Adam Kinzinger – who was drawn 
into a new district with Republican Congressman Darin 
LaHood – has decided not to seek reelection. 

	■ Republican Congressman Rodney Davis has decided to run 
for reelection (and forego a run for Illinois governor).

Regarding Illinois state legislative races: 
	■ Rep. John D’Amico (D-15) has resigned his legislative seat 
(effective November 12, 2021) and Michael Kelly was 
appointed to replace him.



	■ Rep. Mark Batinick (R-97) has announced he will 
not run for reelection.

	■ Rep. Mike Murphy (R-99) has resigned, and his 
replacement has not yet been appointed.  

	■ House Majority Leader Greg Harris (D-13) 
unexpectedly announced he will not run for 
reelection in 2022. 

	■ Many other state legislators are still weighing their 
options on running for reelection, running for a 
new elected office, or deciding to not run in 2022.

ONGOING ISSUES TO BE ADDRESSED IN 2022
Again, in response to the expected legal challenges to 
the redistricting maps, the General Assembly delayed the 
2022 primary election (typically in March) until June 28, 
2022.  In an attempt to further accommodate reelection 
efforts for members of the Illinois General Assembly 
and those holding executive office, Illinois Democratic 
leaders have scheduled a severely truncated 2022 spring 
session.  It begins in earnest on January 4th, 2022 and is 
scheduled to adjourn on April 8, 2022 (a full month-and-
a-half earlier than normal).

The condensed 2022 spring session calendar ensures 
Democratic leadership will be averse to address issues 
that are viewed as controversial or having too much 
opposition.  While the focus will be on passing and 
enacting the FY23 state budget, there will be attempts 
by members to advance their legislative initiatives that 
stalled out in 2021.

For MIRA, the list of priorities in 2022 is straightforward: 

	■ Monitor the local redistricting efforts of both Cook 
County and the City of Chicago to determine impact 
on representation on MIRA member-stores (as local 
elections will be in calendar year 2023).

	■ Continue efforts at the City of Chicago, Cook 
County, and the State to support the elimination 
of food deserts (in ways that MIRA members can 
proactively participate).

	■ Continue proactive efforts with the Illinois Health 
and Hospital Association to generate potential 
partnership.

	■ Monitor how the City of Chicago plans to address 
public safety concerns for businesses.

	■ Monitor whether Cook County State’s Attorney Kim 
Foxx revises policy on retail theft.

	■ Monitor State efforts, during budget planning, on 
impact to retailers (such as reduction in the retailer 
discount rate). n

michigan lobbyist report
MAT T MINER //  CAP ITOL STRATEGIES GROUP

Bottle Law Changes Sent 
to Michigan’s Governor for 
Signature

A package of four bills was sent to the 
Governor for her signature that would 
amend the Beverage Container 
Deposit Law to direct money toward 

the enforcement of Michigan’s bottle deposit 
system, as well as creating enhanced criminal 
penalties for those looking to cheat the system.  
House bills 4780 -4783 would:

	■ Create the “Bottle Bill Enforcement Fund” within 
the Department of the Treasury.

	■ Require a distributor selling a dealer a 
nonalcoholic beverage to originate a 10-cent 
deposit on the container at the time of sale to the 
dealer and maintain a record of that deposit.

	■ Require the first $1.0 million deposited into the 
Bottle Deposit Fund to be disbursed to the Bottle 
Bill Enforcement Fund for the Department of 
State Police (MSP) to use to enforce the law. 

	■ Specify that if the Bottle Bill Enforcement 
Fund balance exceeded $3.0 million at the end 
of a fiscal year, deposits into the Bottle Bill 
Enforcement Fund would be suspended until the 
balance fell below $2.0 million.

	■ Require the MSP, three years after the bill’s 
effective date, to report to the Legislature on the 
efficacy of its enforcement of the law

	■ Amend the beverage container deposit law to 
prescribe misdemeanor and felony penalties of 
varying severity for violations of the Act.

	■ Amend the sentencing guidelines within the Code 
of Criminal Procedure to include the felonies 
proposed under the Act.  n
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Licensees Benefit from 
MLCC Business Innovations 

H appy New Year! We join with retail 
licensees in having high expectations for 
greater profitability in a competitive market 
in 2022. To reach those lofty goals, the 

Michigan Liquor Control Commission (MLCC) has 
greatly modernized its way of doing business.  

The forward-looking changes we’ve made over the 
past year make it easier than ever for retailers and all 
licensees to do business with the MLCC.  

We’re excited that the MLCC is working smarter 
to not only keep pace with industry changes, but also 
lead in innovation to provide the best possible customer 
service. Changes in how our customers can select, 
order, and pay for spirits have already proven to bring 
increased efficiency to our customers and moved the 
MLCC business practices and productivity light years 
into the future.

The Michigan Online Liquor Ordering System 
(OLO) we launched last spring has been a huge 
improvement and proven to be exceedingly user 
friendly. Its many new online capabilities have 
significantly expanded functionality for licensees 
to order spirits products for their stores, bars, and 
restaurants. We were proud to learn that our new system 
was named in the top three (among 30 finalists) in the 
Digital Government: Government to Business category 
by the National Association of State Chief Information 
Officers, 2021 State IT Recognition Awards.

Electronic Funds Transfer (EFT), the MLCC’s most 
recent business improvement that launched in November, 
provides convenience for licensees when paying for 
spirits orders. Deliveries of spirits orders are faster and 

more “on schedule” as authorized distribution agents’ 
(ADA) drivers will no longer be delayed on their routes 
waiting for checks to be issued or counting cash before 
moving on to their next stop. The MLCC did extensive 
testing with the ADAs and banking partners to ensure 
that licensees would have a successful, safe and secure 
transition to this new and only method of payment now 
accepted by the MLCC.

We implemented a new Spirits Products Delisting 
Policy that began last September. 

The new policy updates factors that trigger automatic 
delisting of products including: the timeline for 
delisting, product shelf prices, number of cases sold, and 
whether the item is a value-added package. The policy 
will better serve retail licensees, vendors of spirits and 
better manage the MLCC’s extensive list of almost 
13,000 spirits products. The MLCC intends to bring new 
products and new tastes to the state in 2022.  

Looking to the future, we will be adding new 
software platforms that will help our retailers, brokers, 
wholesalers, and manufacturers. In anticipation of a 
new Sales, Inventory and Purchasing System (SIPS), 
the MLCC completed two Lean Process Improvements 
that documented all processes and steps in the state’s 
Mainframe system that will be replaced by SIPS. An LPI 
was also completed that documented all processes and 
steps for the EQuote System and documented all wants 
and improvements in a revised EQuote System that also 
may be a part of SIPS.

Providing excellent customer service by proactively 
recognizing and exceeding the business needs of 
licensees will continue to be our goal at the MLCC in 
the coming year. On behalf of MLCC Commissioners 
Olshove, Toma, Gonzales and myself, and entire staff, 
we wish you a safe, healthy, and prosperous new year. n

The mission of the Michigan Liquor Control Commission (MLCC) 
is to make alcoholic beverages available for consumption while 
protecting the consumer and the general public through regulation 
of those involved in the sale and distribution of these alcohol 
beverage products.        

michigan liquor report
PAT GAGLIARDI  //  CHAIR,  MICHIGAN LIQUOR CONTROL COMMISSION
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ohio lobbyist report
TERRY FLEMING //  TC FLEMING & ASSOCIATES

Pandemics, Elections and 
Legislation

A s members of the Ohio General Assembly 
return to Columbus to continue the work of 
the people they will still be focused on 
COVID-19 as a new variant was recently 

discovered in South Africa. In 2021, they passed a bill 
that gives the legislature the authority to overrule the 
Governor and health department on rules dealing with 
COVID-19, i.e. shutting down businesses, requiring 
masks and limiting travel. HB 435, currently pending, 
would deal with regulations regarding COVID-19, but 
the issue is that conservatives want to ban all 
government and businesses from requiring masks and 
vaccinations for employee’s to continue to work. On the 
other hand, liberal’s want the Government to require 
mandatory vaccinations and masks. Those legislators in 
the middle don’t have enough votes to pass any measure 
so the result is a stalemate. 

HB 435 would also prohibit government from 
closing small businesses and those not designated 
essential. Whether they can ever agree on a bill depends 
on how bad the virus becomes and how many people are 
affected by the virus.

MIRA is of the opinion that businesses, not the 
government, should make decisions on vaccinations and 
masks.

Other bills pending that were holdovers from 2021 
that MIRA is watching are:

	■ HB 31 would expand the definition for handicap 
license plates and parking spots. 

	■ HB 46 would allow the use of gift cards 
to purchase beer and wine, but only if for 
consumption on site. 

	■ HB 47 would give grants to businesses that 
expand or establish electric charging stations for 
automobiles. 

	■ HB 165 would give temporary tax refunds for use 
of high level Ethanol fuel. 

	■ HB 234 would repeal the Commercial Activity 
Tax (CAT) in Ohio.

The biggest issue for 2022, is it’s an election year and 
the races will have great impact on any legislation. 
With all 99 House seats up and 17 Senate seats, all 5 
statewide races (Governor, Attorney General, Auditor 
of State, Secretary of State and State Treasurer), as well 
as 2 seats on the Ohio Supreme Court including Chief 
Justice. One U.S. Senate seat and 15 congressional seats 
are also up for election. The good news is they won’t 
consider any new or increased taxes or new regulations, 
unless the regulations are helpful to business. 

One last thought, with gasoline prices soaring people 
have a tendency to blame service stations, you need 
to be vocal in pointing out that you have no control 
over the cost of a barrel of oil and that prices are set by 
producers. Hope you had great Holidays and that 2022 
will be a very happy and prosperous New Year. n
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JUAN ESC AREÑO //  MIRA DIRECTOR,  GOVERNMENT RELAT IONS &  COMMUNIT Y OUTREACH

A New Year of the Same?

“There is one thing which gives radiance to 
everything. It is the idea of something around 
the corner”   – GK. CHESTERTON 

A  new year springs upon us and the pandemic 
seems to never want to leave us.  I felt this 
article could be a snapshot of the work the 
Government Relations arm of MIRA will 

be working on for 2022.   

MICHIGAN
The state has billions of dollars still to appropriate from 
the COVID-19 funds Congress handed out last year.  We 
have submitted a request in the 2022 budget to have 10 
million dollars set aside for food safety and compliance 
training.  If we are successful in securing these funds, we 
anticipate providing food safety training at a considerably 
reduced cost for our members.  

Continued COVID-19 protocols and consumer 
expectations warrants this appropriation to help stop the 
spread of the virus.  

We are also working on legislation to stop ghost 
retailers from delivering spirits using independent 
contractors.  We are working with legislators to 
introduce a bill that would require a retailer of any size 
to have at least 25% face to face sells to deliver alcohol.  
We believe this will reduce the likely hood of minors 
accessing liquor from retailers that are less accountable 
than our traditional format stores.  Ghost retailers can 
operate out of a garage with minimal staff and inventory.  
They will use technology to undercut the traditional 
retailer that has invested in their community by creating 
jobs and a safe place to buy groceries. 

We also are pushing for more compliance training for 
delivery drivers to protect the industry from independent 
contractors who will lack the tools to deliver a 
controlled substance. 

Our legislation will ask for the following: 
	■ Require that spirits must be delivered by an 

employee of the retailer or or an employee of the 
3rd party facilitator. 

	■ Require that an age verification must be done by 
delivery driver by reviewing an actual ID.  

	■ Require that all drivers delivering spirits must 
complete a liquor compliance course approved by 
the MLCC.

	■ Modify the following subsection in Section 25 
under “Qualified Retailer” to read as follows: (ii) 
At least 25% of the retailer’s annual gross sales of 
alcoholic liquor must be from face-to-face sales 
transactions with consumers on the premises.   

ILLINOIS
We continue working to expand the Link Match program 
with our non-profit partners.  We anticipate 15-20 
stores piloting Link Match within the first 6 months of 
2022.  This program not only creates an opportunity for 
EBT customers to buy more healthy food but it brings 
marketing money to our members that are participating.  

We also continue working on the Cook County 
ordinance to create a permanent tax abatement for 
grocery stores serving “food deserts” as defined by 
the USDA.  We anticipate meeting with Cook County 
commissioners at the beginning of the year to solidify 
their support.  

OHIO
I wish every state could be like Ohio when it comes to 
legislation and support for small business.  We keep 
our ears to the ground there to educate legislators.  We 
continue to monitor liquor, lottery, and regulatory 
changes for our members.  n
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c-store news & views
J IM GREEN //  MIRA V ICE  PRESIDENT,  PROGRAM  D EVELOPMENT

Curbside and Delivery

C onsumers rapidly adopted curbside pickup 
and delivery services due to the pandemic. 
These services have shown they have not 
only survived the pandemic, but are 

becoming “must have” services to compete with other 
retailers operating in this space. Many progressive 
retailers see this as incremental sales that could touch 
consumers who might never visit their store and are 
focusing their marketing efforts to reach these new 
consumers. It is not just food service and grocery items 
anymore. In many states consumers are now ordering 
beer, wine, spirits, and cigarettes. Products that require 
age verification. Just look at 7-Eleven’s partnership with 
the alcohol delivery platform Drizly. They promote 
“beer, wine and liquor delivered in under 60 minutes” 
from over 1,200 locations. They are expanding it to 
locations in Arizona, California, Connecticut, Florida, 
Illinois, Missouri, Ohio, Oregon, Texas, Virginia, and 
Washington. This should be a wakeup call to all retailers 
that they need to be competing in this space.

Retailers have three options when it comes to 
offering curbside and delivery service. They can sell 
on these large platforms, create their own app, or they 
can offer curbside and delivery from their website. For 
the average independent retailer, offering curbside and 
delivery from their website is the easiest way to compete 
in this space. Studies have shown that consumers want 
to order directly from your store opposed to these large 
platforms preferring that their money goes straight 
to the store and not a third party. If you explore this 
option, there is good news and bad news. The bad news 
is there are companies that can help you do this, but 

many only want to work with large retailers or charge 
very high fees. The good news is MIRA is working on 
a cost-effective, easy to implement solution to help our 
members and will be ready shortly. The MIRA program 
will give the retailer three options. Curbside only, 
curbside and delivery with your own staff, or curbside 
and delivery with a third-party carrier that will pick up 
the order and deliver it for you. This allows you to pick 
the best option given your capabilities with your staff. 

As MIRA developed this program for our members, 
we discovered an area of concern that all retailers 
need to be aware of if they are using a third-party 
for delivery of beer, wine, and spirits. Independent 
retailers know age verification is a requirement and 
that you cannot sell to a visibly intoxicated person. If 
they do not adhere to these laws, it creates considerable 
liability risks to the retailer. Regardless of what 
platform you decide to use, if you are using third-party 
for delivery of beer, wine, and spirits, you must make 
sure that your business insurance covers you for these 
third-party deliveries. Many of the third-party delivery 
companies have fine print in their agreements when it 
comes to liability. They only accept responsibility up 
to the amount in which they collected in fees from you 
over a certain time-period. If there is a major incident 
with an under aged consumer getting alcohol and being 
involved in an accident, it could leave you on the hook. 
Please make sure your policy covers you!

Each state has their own rules regulating beer, wine 
and spirits and it can be difficult to keep up on all the 
laws. For some states it is a grey area. There are no rules 
for or against it. Technology is simply moving faster than 
laws can keep up. For example, beer and wine delivery is 
legal in the state of Michigan. However, there are no rules 
for or against the delivery of spirits. Some retailers have 
decided to move forward with delivery of spirits until 
there is a firm rule in place. Whatever you decide to do 
with delivery with beer, wine, and spirits, make sure your 
business insurance covers you on third-party deliveries. n
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n BY EPIPHANY COMMUNICATIONS AND COACHING*

I
t is a tough time to run a small business.  
Rising prices, worker shortages and 
supply chain disruptions are some of the 
current challenges. Some people are 
weighing in on what must be done for 

independent retailers to be successful in 2022. 
The issues today are not just cyclical. “We have to 

maintain and not lose sight of the end,” said Mike Mitchell, 
Markham Oil.  “We have had cycles, but this has been one 
of the worst. We have had workforce issues and political 
unrest before, but with this pandemic, we are hit harder 
and it is lasting much longer. We have to stay focused.” 

Early on in 2020, it was reported and believed that the 
virus would go away within weeks or months, but two 
years later the world is still coping with it. “COVID-19 
is not going away,” said John Denha, 8 Mile Foodland. 
“We have done everything we are supposed to do to keep 
everyone safe, but this virus is here to stay and we have 
to learn to live with it.” 

The pandemic forced many industries to pivot and find 
a new way of doing business in, as it had been constantly 
reported to be, the “new normal.”  In many establishments, 
masks are still suggested and social distancing is encour-
aged. “You will still see a lot of that in 2022,” said Denha.

The Must Do  
for 2022

In 2022, the food supply chain is expected to still be 
a problem. Anecdotes about food shortages and empty 
grocery store shelves dominated headlines in recent months. 
The jams in the food supply chain are real for a ton of local 
markets in the country including in the Midwest. Grocers 
are forced to get creative and be flexible.  

With supply chain issues, retailers are reevaluating 
their stock. “We are cutting down on our inventory,” said 
Denha. “We are looking at every section of the business and 
cutting down on variety. Instead of 10 different types of one 
product, we are cutting down to four options, for instance. 
We have to adjust with the supply issues we are facing.”

With reports of a new variant of the Coronavirus, retail-
ers are trying to stock up on basic necessities. “We have no 
idea if there will be another shutdown but learning from 
2020, we know we need to stock up on basic items for our 
customers,” said John.” 

Many MIRA members agree.  “In 2022, grocers and 
other food retailers need to evaluate business and look at the 
products that do not sell, eliminate them and only focus on 
what sells,” said Najib Atisha, Indian Village Market. “As 
grocers, we need to minimize the staff needed to operate 
our businesses and maximize shelf space.”

Denha did explain that customers are aware of the sit-
uation and understand why stores have product shortages 
and long lines. “They know we have employee issues 
and we have less products to offer, because of the lack of 
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products coming in and the fact that we can’t find help. I 
am working seven days a week, about 12 hours a day. We 
just can’t get the help we need.” 

The employee shortage dilemma, along with the virus 
itself, won’t be disappearing any time soon.  “I think for our 
independent and chain customers it will be imperative for 
them to secure the right employee,” said Orlando Woods, 
Faygo Beverages, Inc.  “They need to fix the employment 
piece. We can’t have consumers going to retail outlets and 
have nothing on the shelves and no one to service them. 
I think that is the biggest hurdle is getting employees and 
product in the business.”

There are many contributing factors related to the em-
ployee shortage issue. MIRA continues to address these 
problems in this issue on page 14. 

Retailers are not the only ones struggling to get prod-
ucts on the shelves. Suppliers are facing shortages as well 
making it difficult for them to get products in stores. “So 
many people are just trying to get products that it is hard 
to say what must be done in 2022,” said Marissa Cowans, 
Lipari. “So many of our vendors weren’t able to showcase 
their products in the last two years because of COVID-19 
and retailers struggled to get products.” 

Cowans anticipates 2022 to be much better than in the 
previous two years. “We plan to have our trade shows and 
to showcase products for customers to sample,” she said.

On its website, the Food Industry Association (FMI), 
notes that cost increased at every stage of the food supply 
chain during the pandemic.

At the beginning of the pandemic, many restaurants 
closed as communities sought to contain the spread of 
the coronavirus. As the country went into a shutdown and 
lockdowns, more families were spending money at the 
grocery stores; more Americans began cooking at home, 
increasing their demand for grocery products. 

For the most part, the pandemic was devasting to many 
industries, but the food retail industry was not only consid-
ered an essential business, they were one of few businesses 
still open since the pandemic started. 

FMI reported that grocery shopper demand doubled 
during the pandemic. The average household spent $161 on 
groceries at the height of the pandemic, compared to $113 in 
2019, FMI notes. Though spending has decreased, it’s held 
steady at $144 per week since then. If a new variant arises 
and talk of shutdowns continue, it seems fitting for grocers 
to stock up on products, “and that is what we are planning 
to do but it’s all about if we can get the products. We still 
can’t control the supplies available to us,” said Denha. n

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

 “I am going to reinvest in the store. I am offering different 
varieties of foods. We are noticing how people are 
shopping, so we are leaning towards more prepared foods, 
more meals-to-go and easier shopping.” 

– JOHN DENHA // 8 MILE FOODLAND

ASK THE MEMBER // 

W H A T  A R E  Y O U R  G O A L S  F O R  2 0 2 2 ?

“Our objective is to create excitement with the Faygo 
brand like we did with our Fireworks brand. It was a great 
success. It was new and the name had a ring to it and the 
product did well for us. The demand for the product was 
very high.” 

– ORLANDO WOODS // FAYGO 

“My personal goal is to cut down on work and try to retire. I 
am definitely trying not work as much in 2022.” 

– NAJIB ATTISHA // INDIAN VILLAGE MARKET 

“A personal goal is to get rid of the oxygen machine I am 
on and to reconnect with my family and friends that I 
have lost touch with because of the pandemic. Business 
is business right now. We are working a lot in the stores, 
because we can’t get help.” 

– MIKE MITCHELL // MARKHAM ENTERPRISES

“One of Lipari’s goals for 2022 is to showcase new 
items we have had for couple of years but customers 
haven’t been able to see, taste or touch because a of 
the pandemic. We want to expand the customer market. 
Our vendors haven’t been able to showcase their items, 
because we haven’t had trade shows.”  
– MARISSA COWANS // LIPARI 
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MICHIGAN // 

Livonia Chamber Looks at What’s Contributed 
to Michigan’s Two-Decade Workforce Decline

resources

n BY EPIPHANY COMMUNICATIONS AND 

COACHING*

Over the last year, MIRA has reported on 
the workforce shortage in the country, 
primarily in the Midwest. The Livonia 
Chamber of Commerce took a closer look at 
the decline in Michigan which spans over 
two decades. 

Blame has been directed to the enhanced 
unemployment benefits paid during the 
first 18 months of the pandemic which 
expired September 2021. “While that was 
a factor, the issues in Michigan go deeper,” 
said Dan West, President and CEO of the 
Livonia Chamber of Commerce. 

As reported by the Livonia Chamber, 
Michigan has lost 8.5% of its available 
workforce over the last 20 years, according 
to the Bureau of Labor Statistics and 
according to U.S. Census data, and 
Michigan has not been able to add 
population and thus workers over the last 
20 years. From 2000 to 2010, Michigan 
was the only state in the country to lose 
population; the Great Recession during 
the last half of that decade contributed 
significantly to that reality. Between 2010 
to 2020, Michigan’s population grew by 
only 2%, the second slowest rate in the 
country. “Michigan is also older than 
other parts of the country.” said West. “In 
the state, in one quarter of its counties 
populations are 50 years old or older on a 
medium basis. The medium age is 39.8, 
which is the 12th highest in the country.”

In addition to these stats, high School 
graduations don’t make up for the work 
demand. “We will have 100,000 people 
graduating from high school this summer 
and even if all of those people enter the 
workforce, that number won’t even cover 
half the people we lost in the workforce 
because of COVID-19,” said West. 

In 1980, Michigan had nineteen 

representatives and in 2022, the number 

dropped to thirteen representatives. In 

February 2001, Michigan had nearly 5.2 

million people available to work and since 

2007, that number has decreased to 

less than five (5) million. In September of 

last year, Michigan reported an available 

workforce of 4.73 million with 4.51 million 

employed. 

Michigan’s labor participation rate in 

February 2011 was 68.5% and in 2001, 

that number was 59.3% which dipped 

below 60% for the first time in the state’s 

history, since the Bureau of Labor started 

tracking the numbers in 1976. 

“The response to COVID-19 has only 

exacerbated an ongoing trend with the 

state’s workforce. Since September 2019, 

before the pandemic, Michigan is down 

216,000 workers,” said West. “People are 

not returning to work in order to take care 

of kids at home, elderly relatives, retiring 

early or lifestyle adjustments- despite the 

fact there has been significant pay raises 

given to those working all industries.” 

The question becomes: What can be 

done? “Michigan’s political leaders need 

to develop a better long-term economic 

development strategy that is consistently 

executed so business and education policy 

can adjust accordingly,” said West. “The 

state’s inconsistency in this area the last 

two decades had been a source of blame 

by business leaders.” 

He continues explaining that more 

collaboration is needed between with 

political leaders, educational leaders, and 

business. “They need to focus on pragmatic 

problem solving,” said West. “There are 

politicians who talk primarily with business 

leaders, and those who talk primarily with 

education leaders, but we need more of 

them to consistently talk with both.” 

Businesses are competing for the same 
workers. “They are eating their own,” said 
West. “We are seeing this in all industries 
including retail, manufacturing, medical 
support and education.” 

This trend must change. “Business 
managers will need to make some 
adjustments to maintain their current 
workforce,” said West. “Many young 
professionals seek value in their work 
beyond compensation.”

Current chamber members offer some 
ideas for business owners:

	■ Offer a comprehensive onboarding 
process, not just a brief orientation, to 
support connecting a new hire to the 
organization culture.

	■ Be flexible with employees. 
	■ Provide mentoring opportunities: 

young professionals want to see a clear 
path to their advancement.

	■ Human resources managers should 
value data from exit interviews, but 
also consider “stay” interviews as well.

	■ Business leaders should heighten their 
awareness and management strategies 
for people dealing with mental health 
issues; understanding stress and 
anxiety that exists today.

	■ Support public transportation options: 
more younger people are not driving, 
so this could expand access to a new 
pool of workers.

	■ Be nimble and adjust to cultural and 
behavioral shifts as change will always 
be constant.

	■ Consider a payroll system where 
workers are paid daily.  n

*Writers with Epiphany Communications 
and Coaching are content creators for  
Bottom Line. 
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Food Retail Trends in 2022

market trends

n BY EPIPHANY COMMUNICATIONS AND 

COACHING*

There are many predictions for food trends 
in 2022 and several issues factor into 
those predictions including the current 
supply chain problem.  Food marketing 
expert Dr. Russell J. Zwanka, associate 
Professor of Food Marketing at Western 
Michigan University is offering some 
insight. “Most customer trends accelerated 
tremendously during the pandemic, so it 
was more a ‘pull forward’ of trends than a 
changing of trends,” said Zwanka.  “Most 
customers know they should eat healthier, 
know they should look out for wellness 
products, and many have shifted to ‘food 
as medicine’ as a goal.” 

Food marketing trends will look different 
from pre-pandemic years and will 
continue to depend upon gaining some 
share of attention from an increasingly 
distracted customer.  “The use of QR 
codes has come roaring back,” noted 
Zwanka. “Snap filters are abundant, 
and there is plenty of discussion around 
when the path to purchase really starts 
like Pinterest recipes driving consumer 
behavior. Where 2020 and 2021 were 
about acknowledging people were at 
home and separated, expect the ‘get out 
there and explore’ and ‘welcome back 
together’ to be the big themes.”

There are some best practices when 
it comes to marketing products 
including staying with the trends 
and communicating with customers, 
especially top ones on a regular basis. 
“Show them that they are noticed and 
valued,” said Zwanka.  This includes 
enhancing direct loyalty program 
interaction and engagement. “And for 
suppliers, keep working to simplify 
ingredients. Retailers need to continue 
stressing the cleanliness of their stores, 
and work to keep items in stock even 

though labor issues abound. The more 

you can focus on local, the more that 

message will resonate with customers,” 

he added.

The industry continues to move past the 

pandemic with supply chain challenges 

and the lack of variety on store shelves.  

Customers will continue see less 

assortment for a while.  “It is easier and 

more efficient to move all volume into a 

few flavors or varieties,” said Zwanka.  

“Plus, most customers appreciate the less 

variety, as every study shows customers 

equate less variety as easier for decision-

making and more helpful in their shopping. 

The larger issue is going to be the labor 

market, and its impact on the operations 

of production plants, trucking, and stores. 

Expect to see more automation.”

Food retailers, like other various 

industries, had to pivot and make 

changes and some of those changes 

will be around in 2022. “There will 

continue to be a focus on taking care 

of in-store customers, as well as those 

ordering online for pickup or delivery,” 

said Zwanka. “As customers have 

shifted back to work in offices, online 

delivery has decreased; However, we see 

many people in the aisles shopping for 

Instacart and Shipt and Go Puff.  Expect 

to see dark stores, where they are only 

used for online fulfillment, take some 

of the pressure off using stores for both 

in-person and online.”

As noted, there are many issues affecting 

the food retail industry including inflation 

and labor shortages. “The affordability of 

food is on every customer's mind,” said 

Zwanka. “Then, going in stores and seeing 

wiped out shelves is playing on the psyche 

of ‘should I buy that last roll of bath tissue’, 

when it's really only out of stock because 

there is no one to drive the product to the 

stores and no one to stock the shelves.”

He also noted that people need to be on 
the lookout for more automation, vending 
machines, and robots, to replace the 
workers who have seemingly disappeared 
from the workforce.  “Inflation ramped 
up heavily from the end of January 2021, 
which means it will start to cycle those 
inflation rates in January of 2022.  There 
is really no way this country can tack on 
6-8% inflation on top of 6-8% inflation 
from the year before,” he said.  “And, if 
we start to see deflation, expect some 
companies to realize they've only been 
selling inflation for the last 12 months; 
and that will impact cash flow and 
operating earnings.”

He shares a few of Zwanka’s own 
predictions.

	■ Hard seltzers and flavors have made it 
easy for customers to move between 
beer, wine, and spirits, and we do not 
see that stopping anytime soon. Ready 
to drink cocktails are on fire, since 
they solve the question of how to mix 
a Moscow Mule, etc. Hard kombucha 
keeps coming back up, as well.

	■ Meat reduction will continue.  Driven 
by high inflation, and also an overall 
sense that less meat is probably better 
for you.  The terms flexitarian and 
reducetarian are being used.  

	■ Functional beverages will continue to 
be introduced, although we're probably 
at a bit of a saturation point.

	■ Turmeric and ginger are continuing 
to be embraced as the healthiest 
additions to our foods.

	■ Celebrity-endorsed foods, like the Travis 
Scott burger at McDonald's, tequilas by 
pretty much every celebrity, etc.

	■ CBD-infused foods, and THC foods 
(where legal) will continue to increase 
in popularity.

	■ Mushrooms seem to be having their 
moment in the sun, so to speak. n

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

The Life of a Lobbyist

n BY EPIPHANY COMMUNICATIONS AND COACHING*

W hen Matthew Miner isn’t lobbying on 
behalf of MIRA or his other clients, he 
likes to visit his cottage in northern 
Michigan and take trips to Mackinac 

Island with his wife. “We enjoy boating and taking in 
every tourist trap that comes along on our journeys,” 
Miner said.

Miner is the CEO of Capitol Strategies Group, a 
lobbying firm based in Lansing. He and his company 
represent MIRA in Michigan’s political world and help 
further its agenda.

In college, he studied public relations and political 
science. He got an opportunity to intern for then-
Michigan Senator Mike Rogers, where he developed 
his interest in political work. After working for other 
state senators like Harry Gast, he became the Chief of 
Staff for Mike Bishop, who eventually became senate 
majority leader.

In 2010, Miner decided to venture off and create his 
own lobbying firm. “I started Capitol Strategies Group, 
a multi-client lobbying firm where I have the honor 
to represent many clients across a broad spectrum of 
industries,” he said.

The “strategic” aspect of his job is what Miner 
enjoys the most. “There is great satisfaction in taking 
a problem, crafting a solution and then working that 
through the legislative process,” he said. “It isn’t an 
easy or short process, but it is very rewarding making 
an idea law.”

Miner said he thoroughly enjoys working with 
MIRA because it combines small business with a global, 
worldwide industry. These circumstances are especially 
rewarding when it comes to the lobbying industry, 
according to Miner.

“As a multi-client lobbyist, I get to work with a 
wide array of industries, so I’m constantly seeing how 
different industries work through their issues,” he said. 
“MIRA has many great members dedicated to protecting 
the industry and seeing it grow in the new economy. 
This makes advocating on their behalf exciting.”

In politics, Miner said, there are always winners and 
losers, which makes it a difficult industry. “Not everyone 
is honest and not everyone plays fair,” he said, “but there’s 
always a job to do. That’s what keeps me motivated.”

Miner said Michigan’s beer, wine, and spirits 
regulations are so unique that changes are always being 
proposed from the distribution industry, and he expects 
that to continue through 2022 and beyond. In addition, 
he said, “the ever-evolving world of food delivery is 
expanding quickly to include beer, wine, and spirits. 
There will be a concerted effort to see that our laws 
catch up to the market.”

COVID-19 changed how people eat and where they 
go for meals, according to Miner, which presented great 
opportunities for the independent retailers that MIRA 
represents. Just as well, MIRA must provide food safety 
and training opportunities for its members who want to 
capitalize on the to-go food boom, he said. At the end of 
2020, food delivery apps had more than doubled their 
business since the start of the pandemic.

Miner enjoys spending time with his wife, who also 
works in politics. “We currently have two rescue dogs 
and I spend a decent amount of time lobbying my wife 
not to get more,” he said. “We enjoy cooking and I 
would consider myself a novice craft distiller, but my 
wife would call me a novice moonshiner.” n

*Writers with Epiphany Communications and Coaching are 
content creators for Bottom Line.
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please support these mira supplier members

 
Indicates a supplier program that  

        has been endorsed by MIRA

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

ATM
Payment Gurus/Bitcoin Kiosk Machine . . . . . . .       (248) 755-1474

BAKED GOODS DISTRIBUTORS
Chicago Sweet Connection Bakery . . . . . . . . . . .           (773) 283-4430

Kordas’ Metropolitan Baking Company . . . . . . .       (313) 875-7246

BANKING, INVESTING & CONSULTING
Mercantile Bank of Michigan . . . . . . . . . . . . . . .               (248) 434-5928

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

BOOKKEEPING/ACCOUNTING CPA
UHY Advisors-MI . . . . . . . . . . . . . . . . . . . . . . . . .                         (248) 355-1040

BUSINESS COMMUNICATIONS/PUBLIC RELATIONS
Comcast Business . . . . . . . . . . . . . . . . . . . . . . . .                       (734) 277-9731

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

C-STORE & TOBACCO DISTRIBUTORS
 McAneny Brothers, Inc.  . . . . . . . . . . . .            (304) 559-1510

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

 Team Sledd . . . . . . . . . . . . . . . . . . . . .                      1-800-333-0374

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

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

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

C-STORE MISC. TAXABLE MERCHANDISE
Lil’ Drug Store/Associated Distributors . . . . . . .       (319) 393-0454

CCTV/NETWORK SOLUTIONS
Competitive Network Management  . . . . . . . . . .         (734) 301-3370

CHECK CASHING
 Check Casher Money Machine  . . . . . .       1-800-333-0374

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

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

CHIPS, NUTS, CANDY & SNACKS 
 Lipari Foods, Inc. . . . . . . . . . . . . . . . . . .(586) 447-3500

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

D&B Grocers Wholesale . . . . . . . . . . . . . . . . . . .                   (734) 513-1715

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

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

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

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

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

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

COFFEE DISTRIBUTOR
 New England Coffee . . . . . . . . . . . . . . .                (207) 252-0164

COUPON REDEMPTION/MONEY TRANSFER/ 
BILL PAYMENT

 MIRA Coupon Redemption  . . . . . . . . .          1-800-666-6233

		   . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                (405) 525-9419

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

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

Payment Gurus/Bitcoin Kiosk Machine . . . . . . .       (248) 755-1474

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

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

Premier Snacks Distributors . . . . . . . . . . . . . . . .                (248) 289-1088

Wolverine Packing Company . . . . . . . . . . . . . . . (313) 259-7500

ENERGY, LIGHTING & UTILITIES
 Inovis Energy  . . . . . . . . . . . . . . . . . . . .                    (313) 600-1458

 Running Right . . . . . . . . . . . . . . . . . . . .                    (248) 884-1704

AGI – Architectural Graphics Inc. . . . . . . . . . . . .            (313) 600-1453

DTE Energy . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             1-800-477-4747

DTE Your Energy Savings . . . . . . . . . . . . . . . . . .                  1-855-234-7335

Westside Solutions . . . . . . . . . . . . . . . . . . . . . .                      1-866-467-1711

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

FOOD EQUIPMENT, MACHINERY & KIOSKS
Taylor Freezer/Broaster Chicken . . . . . . . . . . . . .            (734) 525-2535

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

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

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. . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            (937) 275-9966

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

GROCERY WHOLESALERS & DISTRIBUTORS
 Lipari Foods, Inc. . . . . . . . . . . . . . . . . . .(586) 447-3500

D&B Grocers Wholesale . . . . . . . . . . . . . . . . . . .                   (734) 513-1715

P&L Food Wholesalers  . . . . . . . . . . . . . . . . . . . .                    (734) 451-2760

SpartanNash . . . . . . . . . . . . . . . . . . . . . . . . . . . .                           (616) 878-2248

T.I. Spices, Inc./Amal Distributing  . . . . . . . . . . .          (586) 790-7100 

UNFI West Region . . . . . . . . . . . . . . . . . . . . . . . .                        (262) 942-3387

HOTELS, CONVENTION CENTERS & BANQUET HALLS
Penna’s of Sterling . . . . . . . . . . . . . . . . . . . . . . .                       (586) 978-3880

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

ICE CREAM SUPPLIERS
 Prairie Farms Ice Cream Program  M  

	      . . . . . . . . . . . . . . . . . . . . .                     1-800-399-6970 ext. 200

 Velvet Ice Cream Co.  . . . . . . . . . . . . . . .               (740) 892-3921

Blue Bunny Ice Cream . . . . . . . . . . . . . . . . . . . . .                    (616) 453-6358

Pointe Dairy Services . . . . . . . . . . . . . . . . . . . .                    1-800-858-7707

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

Arctic Glacier Premium Ice . . . . . . . . . . . . . . . .                1-800-327-2920

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

Taylor Ice Co.  . . . . . . . . . . . . . . . . . . . . . . . . . . . (313) 295-8576

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

Bisson Agency - Farm Bureau Insurance . . . . . .      (248) 590-2116

Canopy  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                (313) 662-3522

Insurance Advisors, Inc. . . . . . . . . . . . . . . . . . . .                   (248) 694-9006

INSURANCE SERVICES: HEALTH & LIFE
 BCBS of Michigan M  . . . . . . . . . . . . . . .              (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

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

LEGAL SERVICES
Cummings, McClorey, Davis & Acho, PLC . . . . . . .       (734) 261-2400

Kullen & Kassab, PC  . . . . . . . . . . . . . . . . . . . . . .                     (248) 538-2200

Willingham & Cote, PC  . . . . . . . . . . . . . . . . . . . .                    (517) 351-6200

LIQUOR SHELF TAGS
Saxon, Inc.  M   . . . . . . . . . . . . . . . . . . . .                    (248) 398-2000
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LOTTERY
All-Star Gaming . . . . . . . . . . . . . . . . . . . . . . . . . .                          (855) 772-4646
IGT Global Solutions . . . . . . . . . . . . . . . . . . . . . .                      (517) 272-3302
Michigan Lottery . . . . . . . . . . . . . . . . . . . . . . . . .                         (517) 335-5648
Ohio Lottery . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            1-800-589-6446

MILK, DAIRY & CHEESE PRODUCTS
 Borden Dairy  O  . . . . . . . . . . . . . . . . . .                  (855) 226-7336

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

 Prairie Farms Dairy Co.  M  . . . . . . . . . .          (248) 399-6300          

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

Pointe Dairy Services . . . . . . . . . . . . . . . . . . . .                    1-800-858-7707

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

MORTGAGE LENDERS
National Mortgage Home Loans . . . . . . . . . . . . .            (248) 864-2200

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

PAPER PRODUCTS & PACKAGING SUPPLIES
Rolly Receipts LLC . . . . . . . . . . . . . . . . . . . . . . . .                        (937) 344-3242

PAYROLL SERVICES
ConnectPay Payroll Services . . . . . . . . .         (248) 594-6900

PET SUPPLIES MISC.
Great Lakes Pet Treats . . . . . . . . . . . . . .              (810) 715-4500

PIZZA SUPPLIERS
 Omni Food Concepts M  O   . . . . . . . . .          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

 Petrosoft LLC . . . . . . . . . . . . . . . . . . . . .                     (412) 306-0640

 Success Systems/Smokin’ Rebates  .  1-800-653-3345

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

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

Ahearn Signs, Inc.  . . . . . . . . . . . . . . . . . . . . . . .                       (734) 699-3777

EGI Solutions . . . . . . . . . . . . . . . . . . . . . . . . . . . .                           (586) 978-9630

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

PRODUCE DISTRIBUTORS
Anthony Marano Company . . . . . . . . . . . . . . . . .                 (773) 321-7500

PROPANE
 Tank Traders Midwest . . . . . . . . . . . . . .              (877) 429-5797

Planet Propane . . . . . . . . . . . . . . . . . . . . . . . . . .                          (248) 647-0000

REAL ESTATE
 Sell Your Business Program . . . . . . . . . .          1-800-666-6233

REFRIGERATION SOLUTIONS (COMMERCIAL)
Raves Cooler Doors . . . . . . . . . . . . . . . . . . . . . . .                       (248) 887-0648

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

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

SECURITY, SURVEILLANCE & MORE
 Defense Alarm Systems . . . . . . . . . . . .            (586) 777-7222

Netco Services . . . . . . . . . . . . . . . . . . . . . . . . . . .                          (248) 850-2228

SODA POP, WATER, JUICES & OTHER BEVERAGES
 Coca-Cola Refreshments (Metro Detroit program)

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

	  . . . . . . . . . . . . . . . . . . . . . .                      Cleveland O  (216) 690-2653

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

Monster Energy Company . . . . . . . . . . . . . . . . . .                 (800) 426-7367 

Pepsi Beverages . . . . . . . . . . . . . . . . . .                  Detroit 1-800-368-9945
		   . . . . . . . . . . . . . . . . . . . . . . . . . .                          Howell 1-800-878-8239
		   . . . . . . . . . . . . . . . . . . . . . . . . . .                           Pontiac (248) 334-3512
		   . . . . . . . . . . . . . . . . . . . . . . . .                        Cleveland (216) 252-7377
		   . . . . . . . . . . . . . . . . . . . . . . . .                        Twinsburg (330) 963-5300

TOBACCO ALTERNATIVES
Swisher International . . . . . . . . . . . . . . . . . . . . .                     (904) 607-7405

TOBACCO COMPANIES & PRODUCTS
Altria Client Services . . . . . . . . . . . . . . . . . . . . . .                     (513) 831-5510

PMI Global Services Inc. . . . . . . . . . . . . . . . . . . .                   (810) 923-9732

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

WASTE DISPOSAL & RECYCLING
Commercial Waste Systems (Cardboard recycling buyers)
		   . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 (219) 663-5678

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

WINE & SPIRITS COMPANIES
Benchmark Beverage Co. . . . . . . . . . . . . . . . . . .                  (734) 744-6132

Cornerstone Wine Distributor . . . . . . . . . . . . . . .              (586) 839-2552

Endless West  . . . . . . . . . . . . . . . . . . . . . . . . . . .                           (313) 590-7491

Heaven Hill Brands  . . . . . . . . . . . . . . . . . . . . . .                      (248) 885-5664

Luxco 	  . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 (313) 333-4637

Proximo Spirits  . . . . . . . . . . . . . . . . . . . . . . . . . .                         (810) 278-0599 

Tito’s Handmade Vodka . . . . . . . . . . . . . . . . . . .                   (248) 885-3424

WINE & SPIRITS DISTRIBUTORS
Great Lakes Wine & Spirits . . . . . . . . . . . . . . . .                1-888-860-3805

RNDC of Michigan . . . . . . . . . . . . . . . . . . . . . . .                       1-888-697-6424

MICHIGAN

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

Feeding America West Michigan Food Bank -  
Benton Harbor  . . . . . . . . . . . . . . . .                 (269) 926-2646

Feeding America West Michigan Food Bank -  
Cadillac  . . . . . . . . . . . . . . . . . . . . . .                       (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

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) 482-5528

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

F O O D  R E S C U E  /  F O O D  B A N K S

please support these mira supplier members



With 58 distribution centers we deliver 
more options and more value 
We proudly provide over 45,000 customers with:

• On-time delivery of the best products in conventional, fresh, natural, 
and organic.

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

• Superior Private Brands.

• Detailed data that help drive sales today and into the future.

Transforming the World of Food

FORT WAYNE D.C. - 4815 EXECUTIVE BLVD., FORT WAYNE, IN 46818

For More Information Please Contact Our Midwest Region:
BRAD MILLER Senior Director, Market Development, 630.743.9226 
MIKE CROWE Director of Sales, 412.780.0749
CRAIG LITTLE Manager, Market Development, 262.357.4403
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publishers statement
MIRA Bottom Line (USPS #2331; ISSN 0894-
3567) is published monthly by Midwest 
Independent Retailers Association (MIRA), 
at 5779 West Maple Road, West Bloomfield, 
MI 48322.  Materials contained within MIRA 
Bottom Line may not be reproduced without 
permission from MIRA.

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

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

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

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

MIRA works closely with these associations:

mira calendar

JANUARY 29, 2022
M I R A ’ S  1 0 5 T H  A N N U A L  T R A D E  

D I N N E R  &  B A L L

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, MI

FEBRUARY 23, 2022
M I R A ’ S  3 5 T H  A N N U A L  I N N O V A T I O N S  

B U Y I N G  S H O W

MIRA’s longest running trade show has retailers looking 

to fill their shelves for the spring and summer months.  

The Annual Innovations Buying Show is known for 

high-quality attendees, non-stop interaction and exhibitor 

satisfaction.  Admission for MIRA members is free.  Must 

be at least 21 years old to attend this show. 

Andiamo Warren Banquet Center // Warren, MI

MARCH 10, 2022
H I S T O R Y  B O O K  V O L .  2  S I G N I N G

Celebrating 110 years of the Midwest Independent Retailers 

Association!  We will have a book signing with long time 

members, past presidents and chairmen. Meet, greet, and 

join us for cocktails and hors d’oeuvres.    

Shenandoah Country Club // West Bloomfield, MI

MAY 20, 2022
M I R A ’ S  3 R D  A N N U A L  C H I C A G O  M E T R O 

G R O C E R S  G A L A

With a “Saturday Night Fever” theme, enjoy fine cuisine, 

network, dance and enjoy live entertainment with more 

than 500 industry leaders. Black tie recommended. 

Sponsorship opportunities available. 

The Empress // Addison, IL

POSTPONED



17STATES
stretching from the 
Canadian border to
the Gulf of Mexico

A WHOLESALE 
DISTRIBUTOR OF
CONVENIENCE 
STORE PRODUCTS

COMBINING

OUR
STRENGTHS

EXPANDING

YOUR
POSSIBILITIES

Award-Winning Category Management

Smarter Software, Technology & Mobile Devices

Exclusive Marketing Events & Programs

Efficient Operational Logistics

Data-Driven Merchandising Planograms

State-Of-The-Art Foodservice Test Kitchen

Specialized Customer Support Teams



Strong communities are the foundation of a 
healthy, thriving environment for all people. 
That’s why you can count on DTE Energy to 
support local organizations that are having a 
real impact. We are proud to partner with MIRA.

A FORCE
    FOR GOOD


