
FALL, 1983 

CEREMONIAL LAUNCHING of a seven-story-high hot-air balloon marked the of­
ficial opening of Coca-Cola's new 110,000 square-foot distribution center in Van 
Buren Township recently. Cutting the ribbon are, left to right: Bob Schulkins, 
regional manager, Coca-Cola Bottlers of Detroit; Stuart Giller, CCBD president; 
and George ~raven, Van Buren Township supervisor. Story on page 5. 



THE CHOICE OF 
A NEW GENERATION.™

Pepsi, Pepsi-Cola, and The Choice of a New Generation are trademarks of Pepsi Co, Inc.
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LIST OF EXHIBITORS and BOOTH NUMBERS

BOOTH COM PANY

428 Associated Food Dealers Expo Center
325 AFD Credit Union
327 AFD Self-Insured Workers' Comp. Plan
603 Albin Business Copiers
330-32 Allan Fireworks Co.
203 American-lsrael Chamber of Commerce
308-10 American Synergistics, Inc.
727-29 Anheuser-Busch, Inc.
509-13 Arkin Distributing Company
222 Avis Rent-A-Car
634 Awrey Bakeries
329 Bellanca, Beattie, DeLisle et al
324 Better Made Potato Chips
210 Beverage Journal, The
213-15 Bibi Products Company
321-3 Birmingham Marketing Company
432-34 Blue Cross & Blue Shield of Michigan
609-13 Brehm Broaster Sales, Inc.
211 Bridge Associate
722 Butcher Boy Meats
535 Cain Potato Chips
612 Central Alarm Signal, Inc.
226 Ken Chambers Associates
523 Champale, Inc.
315-17 Chemico No. 1
338 City Office Supplies
223 Cleanway Products, Inc.
503-5 Coca-Cola Bottlers of Detroit
615 Combco, Inc.
212 Concepts In Food, Inc.
730 Conrady-Greeson & Associates
736 California Cooler
735 Continental Baking Company
327 Creative Risk Management Corp.
703-05 Creative Service Group
740 D/A Central, Inc.
500-02 D.C.I. Food Equipment
501 Tom Davis & Sons Dairy
631 Detroit-Detroit Design, Inc.
632 Detroit Free Press
314 Dudek Deli Foods
527 Everfresh Juice Company
328 Peter Eckrich & Sons
301-07 Francesco Import Company
724 Fun Foods
617 General Biscuit Brands
616 General Liquor Company
637 Gibralter National Corp.
626 Glenmore Distilleries Company
334 Grove Distributing, Inc.
432 Gadaleto-Ramsby Associates
742 Gateway Outdoor Advertising
326 G. Heileman Brewing Co.
231 Hobart Corporation
737 Hussmann Refrigeration Company
735 Hostess Cakes
635 Intra State Distributors
610 International Brokerage Co.
237 Jay's Foods, Inc.
518 Kalil Enterprises
529 Kar-Nut Products Company
608 Kimco, Inc.
423 KIS Photo
602 Kowalski Sausage Company
614 Kramer Food Company
627 Liberty Paper & Bag Co.
312 London Farm Dairy Co.

BOOTH CO M PAN Y

438 Ludington News Company
625 Mel Larsen Distributing, Inc.
714-20 Lipari Foods, Inc.
601 Oscar Mayer Company
706 Charles Mascari & Associates
232 Marks & Goergens, Inc.
532-06 Market Mechancical Services
233 Melody Farms Dairy
340 Mendelson Egg Company
306 Metro Cell
605 Metro Grocery, Inc.
514 Michigan-Bean Committee
512 Michigan Potato Industry Comm.
417 Michigan Dept. of Agriculture
607 Michigan Beverage News
304 Micro Time Management System
623 Midwest Ice Company
515 Miller Brewing Company
236 Mohawk Liqueur Corporation
738 Mister Uniform & Mat Rent Service
421 Nu-Method Pest Control &  Products
217 Needham & Nielson Sales, Ltd.
619 Pacific Ocean Pop Company
628 Paul Inman Associates
624 Pearl s Kitchen Company
537 Pepsi-Cola Bottling Group
642 Pointe Dairy Service Co.
234 Prince Macaroni of Michigan
311-13 The Pfeister Company
701 O.K. Service
522 Orval Kent Food Company
733 O-So Detroit, Inc.
214 Ram Communications
238 Regal Packing Company
533 RGIS Inventory Specialists
225 Scot Lad Food Company
320 Seven-Up/RC and Canada Dry
424 George Shamie, CPA/P.C.
224 Simplex Time Recorder Co.
622 S & M Biscuit Distributors
618 Gregory J. Spinazza & Associates
201 F.D. Stella Products
322 Stand Guard Alarm
200 Stroh Ice Cream
302 Stroh Brewery Company
606 Schmidt Noodle Company
620 Sterling Shores Distributors
621 Schweppes U/S Pacific
710 Stark & Company
732 Saroki Group
221 Second Chance Body Armor
526-28 Shaw & S lavsky, Inc,
238 Thornapple Valley
227 Tom's Foods, Inc.
506-08 Tony's Pizza Service
733 Towne Club Beverages
520 AI Tuller Associates
507 The Nut Factory
521 United Steel &  Wire
700 Universal Refrigeration
525 Faro Vitale & Sons
726 Variety Nut & Date Company
620 Vitner Snacks
318 Versatile Clearing House
440 West Bloomfield Fire Protection
240 W .J. Wieferman Company
735 Wonder Bread
413 Zehnder's of Frankenmuth
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4 GOOD REASONS 
TO HANDLE

tasty fresh nu t s tasty  fresh nuts

MIXED NUTS

tasty Fresh nuts

TASTY FRESH NUTS
Kar Nut Products has been delivering "guaranteed" 
freshness for over 45 years. Their wide variety of 
nutritious nuts in colorful, appetite-appealing packaging 
(jars, cans and poly bags), attracts customers for a high 
turnover of product and increased profits!

Kar's offers quick delivery on initial orders or reorders to 
maintain an attractive, variety choice for customers, and 
a Kar's representative will help you select a product mix 
and display that is just right for you. Contact Kar's today 
for additional information and full-color brochure.

KAR NUT PRODUCTS CO., 1525 WANDA, FERNDALE, MICHIGAN 48220 PHONE: (313) 541-7870
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Here’s How To 
Make The Most From Your Visit 
To Expo II
Suggestions from a recent article in Michigan Hospitality magazine 
by M ICHELLE A. M ARRO N E, Cini-Grissom Associates, Inc.

Your time at the show is typically 

limited and you must make the most 

efficient use of it in order to reap the 

true benefits.

If you are familiar with manufac­

turers, make a list of those who pro­

ducts your prefer or would like to 

review.

If your intent is to generally 

review what is available and what may 

be new on the market, it is most ad­

visable to take a rapid tour of the 

entire exhibition.

It is most useful to spend the first 

half day walking the entire exhibition, 

making quick notes on what to return 

to and review in detail.

A tape recorder allows one to 

record the name of important ex­

hibitors, their booth numbers and any 

pertinent facts about the products be­

ing exhibited. If, then, you are not 

able to return to the booth, you will 

have an accurate reference as to what 

you saw and what you may wish to 

pursue through other channels.

In addition to the hand recorder, 

carry a 35mm automatic camera with 

ASA 400 speed black and white print 

film. This allows you to record any 

unusual items of equipment, pro­

ducts, or displays which might be too 

difficult to describe on the recorder.

Again, if unable to return to an

exhibitor to review the products later, 

the picture will not only remind you of 

what you saw but will allow you to 

recall exactly what the item looked 

like.

Do not bother to collect equip­

ment brochures as you pass through 

the show. They will merely hamper 

your continued examination, slow 

you down and if you are carrying both 

the recorder and the camera, become 

unwieldy. When you find a piece of 

equipment about which you want fur­

ther information, as the manufact­

urer’s representative to send you a 

copy immediately.

Now that you have made your 

initial trip through the entire exhibi­

tion, it is time to take a break and con­

sider what you have seen.

The chances are, out of the hun­

dreds of exhibitors in the exhibition, 

you will only want to revisit 30 or 40 

and will intend to enter into lengthy 

discussions with only 10 or 15.

Once you have reviewed your 

notes and planned your return, 

organize your visits so that similar 

items of product or equipment which 

you wish to compare are visited one 

after another.

A word to the wise; try to make 

an immediate assessment as to whom 

you are talking to when you are in an

exhibitor’s booth. A few well chosen 

questions should indicate whether the 

person you are talking to is 

knowledgeable or not. If he is not or 

appears not to have a good grasp of 

his product, then ask to see someone 

else. Your time is much too valuable 

to be taken up with salesmen who 

know nothing about their products or 

people who have been hired merely 

to make the booth look alive.

Take one final tour of the entire 

show to ensure that you haven’t miss­

ed something significant. Reinforce 

your notes and picture record of what 

you have seen.

In summary, to effectively utilize 

your time at the show, you should:

■ Make your reservations and 

registration application early,

■ Plan what you want to see and 

review,

■ Make a comprehensive tour of the 

entire exhibition,

■ Take notes by hand recorder and 

camera,

■ Comparison shop,

■ Talk to only knowledgeable sales 

representatives,

■ Establish follow-up with the 

representatives,

■ Participate in the educational pro­

grams available, and

■ Have a good show!

Guzzardo Wholesale Meats
FINE MEAT PURVEYO RS SERVING THE FOOD INDUSTRY

2888 Riopelle Street, Eastern Market • Detroit, Michigan 48207 
Phone (313) 833-3555

The Food Dealer, Fall, 1985 / Page 5



Off The Deeb End
EDWARD DEEB

AFD  Executive D irector

WINE COOLERS 
ANOTHER GOOD REASON 
TO RE-VAMP 
DEPOSIT LAW

First it was soft drinks. Then beer. Now it's wine coolers. Tomorrow it will be 
milk containers, orange juice, disposable diapers, fast food paper wrappers. And so 
on, and so on.

Since its enactment in 1978, the Michigan returnable container deposit law (also 
known as the “ bottle b ill" erroneously) has cost our total industry an average of $300 
million each year for us just to cope and comply with the law. It is probably one of the 
best examples of business inefficiency, wasted money, and cost ineffectiveness one 
can find in America.

Unfortunately, environmentalists point out that Michigan's countryside is 
cleaner as a result. They never mention the sweep of the countryside by the Boy 
Scouts six months before the law took effect, nor the second one a year later.

It must be pointed out that we are absorbing these costs as an industry, even 
though the Michigan law and these vast expenditures only deal with five (5) percent 
of the solid waste involved; or beverage litter, which amounts to 14 percent of all lit­
ter. Why so much money to deal with such a small pittance of the total problem?

What is needed in Michigan is to scrap or re-vamp our deposit law, and restruc­
ture it into a re-cycling law as exists in the the State of Washington. Over there, they 
have a small litter tax on beverage products, which goes into a state clean-up fund. 
The fund annually raises $12 million to keep the countryside clean, without need for 
a container deposit. And, the Washington law promotes the recycling of aluminum, 
steel, glass, plastics, etc.

The time is N O W  for Michigan to get out of the deposit business and get into the 
beverage container recycling business to help preserve and save our natural 
resources.

Associated Food Dealers, for one major industry group, would be happy to sit 
down with Tom Washington of the M UCC and anyone else, to map out the strategy. 
It's a gutsy move and needed badly.
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Chairman’s Message
JERRY YONO

AFD  Chairman

YOUR 
IDEA/PROFIT CENTER 
PROPER EXPO THEME

The theme for 1985 Michigan Food & Beverage Exposition sponsored by the As­
sociated Food Dealers is quite appropriate: “ Your Idea/Profit Center."

Obviously, the reason why it is so appropriate is that grocers, supermarkets, 
beverage stores, delis, convenience stores, party stores . . . yes, and even food and 
beverage suppliers constantly need new ideas and motivations to assure the success 
of their business.

There are literally hundreds of new product tips on display during this Exposi­
tion, scattered throughout the well over 200 booths in the show.

In addition, there will be several useful and informative workshops and seminars 
on such topics as food stamp handling tips; striving for better employee relations; 
how to deal with workers' compensation problems; Improving employee fringes for 
less money; and tax and investment tips. You name it . . .  it will be there during our 
Expo.

This Food and Beverage Exposition is an excellent vehicle for retails (both big 
and small) as well as their suppliers, the manufacturers, processors, wholesalers, bro­
kers, jobbers and the like, to get together in one central spot to share ideas, take pro­
duct orders and share ideas. That's what our Expo is all about.

The AFD staff has done a fantastic job putting this expo together. Take advantage 
of this opportunity.

Do you know anybody 
who SHOULD be an AFD member, but isn’t?

TALK TO HIM!
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A SIGN OF GOOD TASTE.
When you open a package with the name Jays on it, you just know 

you’re in for a treat.
Well, that name you’ve come to know and love is on a whole line of 

delicious snack foods, from Cheezelets to com chips to tortilla chips and 

more. And you’ll enjoy them all as much as you enjoy Jays Potato Chips.

The Food Dealer, Fall, 1985 / Page 9



History Of The 
Life Insurance Industry
by G A R Y  SP IN A ZZE, Gregory Spinazze &  Associates

Well over 150 years ago the life insurance industry 

began. Life insurance companies were started by groups of 

individuals who wanted to assure that a family would have 

sufficient funds to provide for themselves in the event of 

premature death of the main provider. With this in mind, 

the life insurance company began as organizations that 

collect funds from a number of people with the intentions 

of re-distributing those funds upon the death of the 

covered individuals. The first form of life insurance was a 

term insurance.

Term insurance can best be described as temporary 

coverage with decreasing benefits on increasing costs. 

Many insurance companies realized that through the in­

vestment of the collected funds, and due to the fact that 

some of their covered persons didn’t necessarily die each 

year, that it was feasible to invest the collected premiums 

and earn interest. This made the cost to provide benefits 

less expensive to the insurance organization and the future 

cost even less expensive to the covered individuals in the 

plan. Term insurance is still the basis of most insurance 

companies.

Since these early days many new types of coverages 

have been developed. All life insurance can be categorized 

as one of two major types: term insurance (temporary 

coverage) and whole life insurance (permanent coverage).

Term insurance coverage is temporary in nature. 

Term insurance coverage provides life insurance benefits 

for a specified period. Normally, one year, five years, or 

twenty years. Term insurance is set up by the insurance 

company on the premise that they will collect enough 

funds in a period of time to pay the expenses to run the 

company and the insurance amounts due to claims. Since 

this coverage is in force and accounted for on a year-by- 

year basis, the cost of term insurance will normally in­

crease. Term rates are adjusted at the beginning of each 

year or term period. When the insurance need is tem­

porary, coverage on a year-by-year basis is much less ex­

pensive than any other type of program available. When 

the insurance need is long range, permanent insurance is

the best kind of coverage.

Permanent or whole life type coverage uses the same 

mortality assumptions as term insurance coverage, 

however, additional funds are collected to offset future 

premiums. These additional funds are invested in various 

investment vehicles. In the beginning whole life in­

vestments were made in corporate bonds, mortgages, and 

real estate. Today the investments have become greatly 

varied. The excess investments earned on whole life in­

surance are used to offset future premiums which do not 
increase. Many plans also pay additional dollars back to 

the insured individual as dividends. Whole life insurance 

can actually provide the insured with a profit from purchas­

ing their own life insurance plan.

In the last 20 years, the whole insurance industry has 

dramatically changed. With the inflex of interest rates and 

high inflation, the rates of return that were projected and 

guaranteed in whole life and term insurance policies need­

ed to be adjusted. Many insurance companies wanted 

their policies to reflect current interest rates and hedge 

against inflation. Hence, numerous type of policies in­

cluding Universal Life, Variable Life, and Adjustable 

Whole Life were born in the inflationary seventies.

Universal Life
Universal Life is a policy where the cash paid in 

premiums is invested at the current interest rates. This rate 

paid on Universal life plans is usually close to the money 

market rates. Each year the insurance company deducts 

the cost of the insurance from the Universal account. The 

remaining funds grow at the declared rate. Premiums on a 

Universal Life plan are very flexible and can be temporarily 

discontinued from time to time if needed. Universal Life 

plans offer maximum flexibility and investment returns.

Variable Life
Variable Life plans invest the premiums in the com­

mon stock market, money market and real estate market. 

These plans offer greater investment potential for growth.

(continued on Page 12)

ABOUT THE WRITER:
Gary Spinazze spent 17 years in the grocery industry, starting as a packer and working his 
way to store manager. He has worked with Chatham on numerous store remodel and 
reset projects and was a key person in the organizing and planning of the conversion of 
the first seven Chatham/Pak-n-Save Stores. He has also worked as a store manager for 
A&P. Spinazze is a Vietnam combat veteran and has a Marketing Degree Magna Cum 
Laude. He is a member of the AFD and is a past secretary of the AFD Credit Union board 
of directors and presently serves on the credit union supervisory committee. He is also a 
member of the K of C, The Greater Detroit Association of Life Underwriters, the Interna­
tional Society of Pre-Retirement Planners, and is an active member of the Detroit Chapter.
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Our ice cream takes a lickin’ 
everywhere but at the cash register

Seems like everybody loves 
London's Farm Dairy ice cream 
and ice milk. Forty delicious 
flavors so creamy-rich and 
naturally-good. London's is just 
the thing to cool down these 
hot summer days.

Maybe that's why London's 
moves out of your freezer so 
fast. Or maybe it's our new 
package design. so colorful and 
attractive to catch your 
customer's eye. Either way. 
London's is a big profitmaker.

Make sure your freezer is 
well stocked with London's 
Farm Dairy ice cream and ice 
milk. Your customers may 
have a hard time deciding 
which flavor they want, but 
they'll always leave with one 
thing — a smile.

London's Farm Dairy. 
2136 Pine Grove Avenue. 
P.O. Box 887. Port Huron 
Michigan. 48060. (313) 
984-5111.



Ice Cream Cones By Weight, 
A Marketing Innovation
by LINDA G A M BA IA N I, Toledo Scale

“I’ll have about 50 cents worth of 

chocolate ice cream for my son,” said 

the young mother. A toddler clung to 

her skirt. The clerk scooped the ice 

cream into a cone, placing it in the 

special cone holder on the Toledo 

Scale on the counter. The digital 

display showed .25. “That’ll be 48 

cents please,” the clerk smiled. 

“That’s just his size,” said the mother 

as she took the cone. “It’s so much 

nicer to be able to buy just what he 

can eat.”

This is a typical reaction to the 

sales technique being used by the 

Sterling Milk Company of Wauseon, 

Ohio — selling ice cream cones by 

weight instead of by the dip. Ted 

Blank, Sterling’s director of food 

operations, believes his may be the 

first ice cream company in the U.S. to 

sell ice cream by this method. “In fact, 

I contemplated the idea for a year but 

couldn’t find a scale to work with. 

Everything available was too large 

and too expensive. When Toledo 

Scale came out with its 6-pound 

Model 8430 digital scale, I bought two 

immediately — they were exactly 

what I was looking for.”

Now Sterling’s customers can 

buy the size they want. A small child 

may not be able to eat all of a stan­

dard single dip, so the cone can be 

tailored to his or her size, and parents 

don’t waste money.

During the winter months, when

ice cream sales slack off, the store sells 

bulky candy. “We wouldn’t have add­

ed candy without the scale to weigh 

it,” Blank comments.

Blank made an adaptation to the 

standard cone holders most ice cream 

stores use in order to use it on the 

scale. A standard holder is too deep 

to sit on the scale, and it holds only 

one type of cone. “I modified it by 

making several holes larger to fit the 

cake cones, then tapering the holes so 

both sugar and cake type cones sit 

higher and the customer can pick up 

the cone without getting his fingers in 

the ice cream.” “Toledo Scale now 

sells the holder based on my design,” 

he added.

Was there any difficult in pro­

moting this method to customers? 

Blank explains, “We started with our 

employees, training them to change 

their attitudes. They were always 

afraid they were giving away too 

much ice cream and now they’re sure 

they’ve dipped the exact amount paid 

for. We also let the scale sit on the 

counter right at the register for some 

time before we put it into use. 

Customers would ask what it was for, 

and we made a point of saying, “W e’ll 

be selling ice cream cones by weight

— we want to give you what y o u ’re 
paying fo r.” The store also used a sign 

in the beginning showing how much a 

single dip would average in cost with 

this method.

While Blank doesn’t believe 

anyone else is weighing ice cream 

cones in this manner, “I believe the in­

dustry will come to this,” he notes. 

With the way prices are going, “Who 

wants to pay a buck for an ice cream 

cone?”

Sterling, instead, determined not 

to raise its prices on ice cream. Its ice 

cream sells for 12 cents an ounce. 

The variation in the size of a single dip 

depending on who’s dipping naturally 

led to waste and giveaways. “Our 

philosophy has always been quality 

products at a fair price. Now we figure 

in the cone as well, which cost us 3 

cents, and now we make money,” 

Blank says. The result has been a 

15% increase in cone sales, with peo­

ple buying them who didn’t before. 

Sterling also noted a 5%  reduction in 

the purchase of ice cream, which they 

buy from a supplier at $1.92 per 

pound. The ice cream is made to their 

recipe and specifications. Sterling will 

sell a minimum of 150 cones per day 

in peak season.

Sterling also operates 25 conve­

nience stores serving northwestern 

Ohio and southeastern Michigan.

• •
For more information on the 

scale and ice cream cone holder, call 

1-800-447-9206, or write to Toledo 

Scale, 350 W. Wilson Bridge Rd., 

Worthington, Ohio 43085.

Life Insurance
(from Page 10)

However, the risk is greater because of the fluctuating 

value of the investments in the marketplace. The cost of 

insurance is deducted each year from the Variable plan as 

in the Universal Life plans. Variable Life offers the insured 

person a life insurance benefit that can grow substantially 

as the investment grows. Variable Life can be a great in­

vestment for someone interested in stock market growth.

Traditional Life
Traditional life policies are still available. These plans 

take a more conservative approach in their investments. 

Traditional plans invest their funds in real estate, mor­

tgages, and corporate bonds. Today, as in the past, tradi­

tional life plans can be very attractive to the guarantee con­

scious buyer. Traditional plans guarantee the cash and pay 

in terms. Many people prefer this in their insurance plans.

The purchase of insurance products today as always 

is initiated by someone’s need to protect their loved ones, 

heirs and charitable organizations. As the industry changes 

to continaully meet the needs and investment goals of the 

investor, the primary cause to make the purchase will 

always remain the same, the need for dollars at an 

unknown time is why one buys insurance. Today the in­

vestor just has many more alternatives as to where the 

premium dollars are invested.
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At the U.F.
the buck stops

here here here
Family and individual Homemaker and home Funding for new 
counseling. health care. agencies.
$5,122,952 (10.2%) $1,755,238 (3.5%) $500,000(1.0%)

here
Medical research, 

patient services, 
medical care and 

rehabilitation services. 
$5,971,008 (11.9%)

here
Disaster services, 

emergency shelter, 
financial and food, 

legal services. 
$2,896,595 (5.8%)

here
Special education, 

special employment 
assistance. 

$1,938,046 (3.9%)

here
Information and referral 
services, neighborhood 

development and 
organization, volunteer 

development and 
community planning. 

$4,071,479 (8.1%)

here
Community health 
education, disease 

detection, health 
program development 

and coordination. 
$3,603,781 (7.2%)

here
Campaign and year- 
round administrative 

expenses of the United 
Foundation. 

$4,566,180 (9.0%)

If you want to know where your Torch Drive 
contribution goes, who it helps, and how 
vitally important it is, don't stop here. Read 
the rest of this ad, and find out how the

here
Comprehensive services 
for young 
single parents. 
$1,304,268 (2.6%)

here
Youth development, 
social adjustment 
groups services, 
camping
$5,241,543 (10.4%)

here
Physical activity, social 
and cultural 
recreation programs. 
$4,015,315 (80% )

here
Reserve for uncollectible 
pledges due to moves, 
retirements, etc. 
$3,000,000 (6.0%)

here
Unclassified services 
which do not fit into the 
other major categories. 
$1,526,321 (2.9%)

here
Protective care for 
children and adults, 
supportive social 
services to older adults, 
adoption, foster care, 
big brother-big sister 
programs. 
$4,759,177 (9.5%)

money from last year's Torch Drive has 
been used. Then, give even more gener- 
ously this year, knowing that your 1985 
contribution is needed by so many.

Give...for all the good it can do.
Stale of Michigan Charitable
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THE B L E A C H
HAS LANDED

Everyone’s favorite.. .
Roman Cleanser Bleach. . .  

is back!
The superior pre-soak, stain remover, and diaper cleanser since 
1919 is once more available in your area, with its familiar red and 

blue label known for quality and honest product value.
And now the tradition continues.. .  Roman Bleach is joined 

by Roman Heavy-Duty Laundry Detergent and 
Roman Concentrated Fabric Softener.
An unbeatable Laundry combination!

For down to earth facts on pricing, stocking and delivery — 
catch the re-entry information by contacting your distributor, 
or calling us direct at 313 366-0100 mon-fri 8:00 am-5:00 pm.

This group of attentive youngsters is typical 
the age levels of the youthful participants.

Youth Day 
Another
Success

The great success of You th  Day  
indicates that Y ou th  D ay has definite! 
becom e a looked-forward-to summer 
time occasion in Detroit. This year 
celebration at Be lle  Isle was another 
com m unity relations triumph. It drew 
greater over-all attendance, attracte 
more media attention and support 
before and after — and had the par 
ticipation of more civic and sport 
figures and celebrities than ever before

More and more, Youth Day attracts more an 
more political and civic minded figures wh

J O I N  T H E  R E - E N T R Y  T O  P R O F I T S

SEE OUR DISPLAY AT BOOTH NO. 637



ecialized activities included personal basketball tips from pro
lletes . . .

wing demonstrations .

Eke informal appearances just to participate in
affair.

OUR THANKS TO :

Absopure Water Company 

Armour Food Market 

Awrey Bakeries

Belmont Paper & Bag Company 

Better Made Potato Chips 

Bonnie Bakers

Brother John’s Community Store 

Chatham Super Markets 

Coca-Cola Bottlers 

Tom Davis & Sons Dairy 

Detroit Food Center 

Detroit Pure Milk 

Eastern Market Council 

Peter Eckrich & Sons 

Everf resh Ju ice Company 

Faygo Beverages 

General B iscu it Brands 

Hygrade Food Products 

Ja y s  Potato Chips 

K & G Food Market 

Kowalski Sausage Co.

Kar Nut Products 

Kathy’s Cakes 

Koepplinger Bakeries 

Lafayette Towers Super Market 

Liberty Paper & Bag Comapny 

London's Farm Dairy 

Ludington News Company 

Oscar Mayer & Company 

McMahon & McDonald, Inc. 

Meisel/Sysco Company 

Melody Farms Dairy 

Metro Grocery 

Midwest Ice Company 

Mt. Elliott-Charlevoix Market 

Oven-Fresh 

Parkway Foods 

Pepsi-Cola Bottling Group 

Pete’s Scot Farms 

Pointe Dairy 

Red Pelican Foods 

S & D Variety Store 

Seven-Up Company 

George R. Shamie, CPA 

Stroh’s Ice Cream 

Tel-Kaif Party Store 

Tom’s Foods 

Faro Vitale & Sons 

Wesley's Ice Cream 

Wilson Dairy 

Wonder Bread

AND:

American Lung Association 

American Red Cross 

Associated Food Dealers 

Je rry Blocker Enterprises 

Boy Scouts of America

Boys Clubs of Metro Detroit

Camp Fire, Inc. —  Detroit Area Council

Catholic Archdiocese

Catholic Youth Organization

Christian Communications Council

Detroit Dept. of Parks & Recreation

Detroit Emergency Medical Service

Detroit Free Press

Detroit Indian Center

Detroit NAACP

Detroit Police Department

Detroit Police Cadets

Detroit Public Schools

Detroit Urban League

Detroit Youth for Christ

Eastern Market Council

Focus: Hope

Friends of Belle Isle

Girls Clubs of Metro Detroit

Girl Scouts —  Metro Det. Council

KDB Teens

Legal Aid & Defenders Association

Metro Detroit YMCA

Metro Detroit YWCA

Metro Detroit Youth Foundation

Michigan Chronicle

New Detroit, Inc.

Police Athletic League 

United Community Services 

W JBK-TV2 

W JLB Radio

AND:

Blue Cross & Blue Shield 

Michigan Consolidated Gas Co.

MTM, Inc.

Ross Roy, Inc.

Samaritan Health Center

We make 
a little 
go a  long 
way.

Give.
Red Cross 
is counting 

on you.

rd an instructional baseball seminar with qualified experts.
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B a k e d
g o o d s
b u y in g
fa m il ie s
lo ve
v a r ie ty

W e  give them —  and all of your 
customers —  85 varieties of fresh 
baked goods to choose from every 
week. This vast variety brings them 
back again, and again, and again.

SIGN OF G O O D  TASTE

12301 Farmington Road • Livonia 48150 
Phone (313) 522-1100

M O E  M A R E N T E T T E , M A N A G E R  

H O M E  S E R V IC E  D IV IS IO N
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Take Care 
With 
Aerosol Cans
SAFETY PRECAUTION

Aerosol products make life a little more convenient 
for all of us. It’s easy to see how they have multiplied in 
recent years by taking a walk through the store. Aerosol 
cans can be found in the housewares, H A BA , pet sup­
plies, and automotive sections. A  number of cans of 
various aerosol products are more than likely stored in the 
backroom.

Not everyone recognizes the hazards associated with 
aerosol products. Store managers and department heads 
should make certain that aerosol products are stored and 
used safely in the store. Aerosols pose a serious fire hazard 
and in stores without a sprinkler system, a case of ex­
ploding aerosols could quickly engulf the store in fire. Even 
stores with sprinkler systems are at risk if a case or two of 
exploding aerosols spread fire over a wide area, perhaps 
overtaxing the sprinkler system. At least three fully- 
sprinklered distribution centers have been completely 
destroyed by fire which was spread by exploding aerosols 
in the past couple of years.

Aerosol cans contain three materials: (1) the active in­
gredient, (2) the propellant, and (3) the solvent. Certain 
health and beauty aid products have a fourth ingredient, 
an odorant.

Most aerosol cans have either propane or isobutane 
as a propellant, both of which are highly flammable. Active 
ingreidents fall into one of three groups, two of which are 
particularly hazardous. The first group contains water 
based products including shaving cream. The second 
group contains alcohol based products, including hair 
spray and deodorants, obviously more hazardous than the 
first group. Group three, the most hazardous of all, in­
cludes petroleum based broducts including automotive 
products, lubricants, and paint.

When aerosol cans are heated the pressure inside the 
cans increases and if the internal pressure continues to rise 
the can will explode and propel streams of fire or flam­
mable vapor throughout the area. The amount of heat 
needed to cause aerosol cans to explode depends upon 
the ingredient and the propellant in the can. Most aerosol 
cans carry warnings on the label to warn the user against 
subjecting the cans to temperatures above 120°F.

It is not uncommon to find three or four aerosol cans 
resting on top of electrical circuit-breaker boxes in the 
backroom, and that is a dangerous practice. Temperatures 
inside a metal electrical panel box containing a malfunc­
tioning circuit breaker(s) can easily exceed 120°F. In fact, 
there are many cases on record of electrical panel boxes 
containing 110V circuits exploding, which were caused by 
a build-up of gases from overheated wires.

Keep aerosols in use and those in storage a safe 
distance from sources of heat. Make sure your employees 
understand the fire and safety risks associated with 
aerosols.



Oscar Mayer Herrud

REGAL 
FOODS CORP.

WE INVITE YOU TO VISIT 
OUR NEW FACILITIES AT

18615 Sherwood, Detroit, Ml 48234 
313/366-3100

Michigan’s only full line meat distributor featuring quality 
name brands and offering "ONE STOP” service directly 
to your store. Featuring Frederick’s fresh pork, daily!

*  Boxed Beef
* Poultry
* Canned Meats
* Frozen Fish
* Lunch Meats

* Boneless Beef
* Smoked Meats
* Chitterlings
* Corned Beef
* Cheese
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True Or False?
These questions and answers are based on research con­

ducted and updated each year by Louis Harris and Associates

Inc., for the Food Marketing Institute.

1. Most shoppers believe that the food in supermarkets is safe 

to eat. True or False.

2. Consumers are concerned about the nutritional content of 

what they eat. True or False.

3. Consumers’ greatest concerns are about chemical 

additives, sugar content and vitamin/mineral content of 

foods. True or False.

4. Shoppers understand that fresh fish should be eaten within 

one day after purchase. True or False.

5. Consumers rely mostly on the supermarket and manufac­
turers to ensure that the products they buy are safe. True or 

False.

Answers:
1. True. In 1984, 88 percent of shoppers agreed that the food 

in supermarkets is safe to eat. This is the same level of con- 

fidence expressed in 1983.

2. True. Ninety-five percent of the people surveyed by the 

Food Marketing Institute indicate they are very or 

somewhat concerned about nutritional content.

3. True. As was the case in 1983, consumers in 1984 

expressed most concern about chemical additives in food. 

Consumers’ second greatest concern is sugar content; their 

third greatest concern is vitamin/mineral content.

4. True. The majority (76 percent) of shoppers understand 

that fresh fish should be eaten within one day after pur­

chase. Male shoppers are less aware of this fact than female 

shoppers.

5. False. While shoppers may feel that supermarkets and 

manufacturers have a responsibility to ensure the safety of 

products, they continue to rely mostly on themselves when 

it comes to the ultimate purchase decisions.

DANGER!

H A V E  Y O U  H A D  A N Y  O F 
T H E S E  S Y M P T O M S ?

Dizziness or unsteadiness
A  temporary loss of memory or 

change in mental ability
Numbness or weakness in face, 

arm or leg
Garb led speech or difficulty under­

standing speech
E ye problems — a temporary dimness 

/loss of sight/double vision

Recent, severe, sudden headaches

The six warning signs of stroke, 
above, can spell danger. If you have 
experienced any of these signs, you 
should see your doctor promptly. 
Stroke needn’t cripple and kill — 
it can be prevented.

For more information on. stroke 
warning signs, prevention and 
treatment, contact the

American Heart 
A s s o c i a t i o n

WE'RE FIGHTING FOR YOUR LIFE

EVERFRESH
FRESH ’N PURE 

JUICE COMPANY
6600 E. NINE MILE ROAD 

WARREN, MICHIGAN 48091
Phone: 755-9500
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IN T RO D U C IN G

Authorized

Marketote Sacks
Mobil Produce & Meat Bags
Kemclean Floor Care Systems
Security Brand Tape
Kemclean Meat Room Sanitizing Systems
Mobil Foam Trays
Stay Fresh Deli Bags
Equipment Sales & Service Available!

We have moved to new and larger facilities 
to serve you better: 

111 Corporate Drive, Auburn Heights, MI 48057 
Phone (313) 334-5900

Distributors

Mobil U-Bag-Its
St. Regis Locker Papers
3M Tapes
Bay West Turn Towel Systems 
Soakup Floor Absorbants 
Good Year Films 
Custom Print Poly & Paper Bags
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Quality Foods Since 1883

Oscar Mayer

Extends 
Best Wishes and 

Good Luck to 
Their Many Friends 

at AFD 
On Their 2nd Annual 

Michigan 
Food & Beverage 

Exposition
Visit us at Booth #601

OSC AR M A Y E R  
C L A U S S E N  PIC KLES 

LO U IS  RICH

OSCAR MAYER and CO. 
1 4139  FARMINGTON RD. 

LIVONIA, Ml 4 8 1 5 4

(313) 421-9030

Louis Rich
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Kowalski's Len Piotrowski takes the game seriously, especially short 
putts. "I don't take gimmes," he said.

Our 10th 
Golf Outing Was 
The Best Yet

O ver 220 golfers, favored with perfect weather 
challenged par and worked up healthy appetites at ou 
golf outing at Burn ing Tree Country C lub in Mt. Clemens 
More than 260 attended the evening’s banquet — makini 
this year’s outing the most successful to date. Excellen 
golf and banquet facilities, superb meals and pleasan 
cam araderie are the perfect ingredients for the continuim 
success and increased participation at these outings.

Included among the notables who enjoyed the outing were, left to right 
Mel Larsen, Butch Warner, John Luvera, Paul Jacques, Maxim



to ways to handle water hazards. Above, Chatham's Greg Johnson 
its to the green easily over his challenge, while below, Faygo's Forest 
lyson and Jack  Myers show us the other way.

John Imbronone, left, general manager at Burning Tree, is shown with 
olf committee chairman Iggy Galante, and Scot Lad representatives 
job McEvers and Bill Numbers.

OUR THANKS TO:

Action Distributing Co.

A llen 's Check Cashing 

A ll-State Insurance (R. Thomas) 

Ameri-Con

American Food Associates 

Andrews Bros. Produce, Detroit 

Archway Cookies 

Awrey Bakeries 

B & B Food Sales 

Bellanca, Beattie, DeLisle 

Joe Berge Brokerage 

Blue Cross & Blue Shield 

Borden, Inc.

Burning Tree Country Club 

Cain’s Potato Chips 

Carnation Company 

C .E . Sales & Service 

Chambers & Associates 

Chapman Meats 

Chatham Super Markets 

City Foods Services 

City Serv ices Distg. Co. 

Coca-Cola Bottlers, Detroit 

Conrady-Greeson Brokerage 

Creative R isk Management 

Tom Davis & Sons Dairy 

Detroit Free Press 

Detroit Food Center 

Dressell, Larry 

Entenmann's Bakery 

Everfresh Ju ice Co.

Faygo Beverages, Inc.

Falcon Golf Company 

Felice Market

Financial Guardian Company 

Frank’s Super Market 

General M ills, Inc.

Great Lakes Ice Co.

Grub Street Hermit 

Guzzardo Wholesale Meats 

Rowland Harris Brokerage 

G. Heileman Brewery 

Hobart Corporation 

Hygrade Food Products 

John Huetteman & Sons 

Ja y 's  Potato Chips 

Kahn’s & Company 

Kowalski Sausage Co. 

Koeppiinger Bakeries

Lafayette Towers Market 

Mel Larsen Distg. Co.

L & L Liquor Sales 

Ludington News Company 

Mack-Canton Market 

Mack-Bewick Market 

Market Square 

Marv’s Meats 

Oscar Mayer Company 

Meadow Pharmacy 

Meat-N-Place 

Melody Farms Dairy 

Miller Brewing Co.

Mission Valley Market 

Mt. Eliiott-Charlevoix Market 

Mohawk Liqueur Corp.

Nabisco Brands, Inc.

Pacific Ocean Pop Co. 

Pepsi-Cola Bottling Group 

Ph il’ s Market 

Pied Piper Market 

Pointe Hardware Store (Brooks) 

Powers Distributing Co.

Prince Macaroni of Mich. 

Recycle Corrugated Pdts.

Rich Plan of Michigan 

Scot Lad Foods, Inc.

Seagram Distillers 

Seven-Up Bottling Co.

George R. Shamie CPA/PC 

Specialty Bakers, Inc.

Gregory J . Spinazze Associates

S tacy 's Golf Center

Stark & Company

Stroh Brewery Company

Stroh Ice Cream

Sunset Market

Taystee Bread (American)

Tel-Kaif Party Store

Tony's Pizza

Variety Wine Co.

Verbrugge’s Market 

Vernor’s, Inc.

Vescio Super Markets 

Faro Vitale & Sons 

Vitale Watermelons 

Hiram Walker, Inc.

V ic Wertz Distg. Co.

E .J . Wieferman Co.

Stan Wilson’s Speedy Printing 

M.A. Young Consultant

AND TO OUR COMMITTEE:

'erry, AFD's Iggy Galante, Patty Knox and Gary Vanek. Warner, Pe­
Knox and Vanek are with the Michigan Liquor Control Commission.

Iggy Chairman; Vito Guzzardo, Co-Chairman; Mike Simon, Co-Chair­
man; Ray Amyot, Larry Evans, Ed Gulick, Ted McConnell and Jack 
Lake, Mel Larsen, John Imbronone, Phil Lauri, Carl Leonhard, Joseph 
Caruso, Ja ck  Meyers, Tony Munaco, Phil Saverino, Art Simon, Ron 
Paradoski, Vincent (Jim ) Vitale, Tony Zatina, Je rry  Yono and 
Ed Deeb.
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Coke And Local Retailers 
Share History, Culture, Ideas
By PETE CALLANAN, Coca-Cola Bottlers of Detroit.

A  culture came to light for 65 Coca-Cola salespeople 
at a dinner presentation held at the Sheikh restaurant 
recently.

Highly informative and entertaining best describes the 
presentation given by Ed Deeb, Executive Director of the 
AFD, Jerry Yono, AFD  Board Chairman and Sam Yono, 
AFD  Board Member.

The theme of “Working Together” highlighted the 
evening that began with the history and development of 
the Chaldean people.

Coca-Cola sales management personnel learned of 
the connection with ancient biblical tradition in the Babylon 
Mesopotamia region and how throughout the spread of 
Islam, the cultural maintained its identity.

Emigration to this country, beginning slowly in the 
1920’s and increasing considerably in the 1940’s, brought 
a close knit family people to a nation where opportunity in 
the retail business was a logical profession. For genera­
tions, that was the livelihood in the old country.

The concept of negotiating prices aroused much in­
terest as the panel discussed how the concept of a firm 
price is not real but rather subject to a patient, bargaining 
process.

Questions from the audience centered on the respon­
sibility of retailers to assure continual placement of displays 
and advertisement for discounts. The 3-man panel’s 
responses ranged from the importance that service and 
personality play to the use of small premiums and if 
warranted even bringing in a supervisor to correct a 
problem.

The panel advised:
“ Honesty and an interest in the culture and lifestyle 

will go far in improving relations rather than the use of 
pressure or threats.

The panel further stated that price is not the only 
consideration when doing business and the importance of 
personality, honesty and service can overcome a 5 or

10% difference in. profit margin.
According to Ed Deeb, independent markets have 

been exclusively seeing to Detroit’s retail grocery needs 
since the urban unrest in 1967.

These family owned/operated businesses, run by 
hard working people of all nationalities and races, 
reinvested in the success of one unit and then expanded to 
other opportunities. Today, 70%  of the retail dollars are 
spent in independently owned stores in the city of Detroit 
and 56%  are spent in the tri-county area.

Some common retailer concerns expressed by Jerry 
and Sam Yono include:

Being over-inventoried on product and not having 
the empty bottles picked up, reducing the time it takes for 
coupon monies to be returned, effectively communicating 
with the driver as he can strain a relationship by not fulfill­
ing all responsibilities and assure merchandising assistance 
along with complete and accurate promotional information 
from salesmen.

Reaction from our Coke salespeople regarding the 
effectiveness of the session was favorable according to Al 
Crosby, westside district manager.

He states:
“ I though the program was very beneficial and infor­

mative and I learned a lot about the culture that I was not 
aware of. Basically, I feel that the session enlightened 
everyone there and we should continue such programs in 
the future especially with the Chaldean and Arabic com­
munity because of their control of the city” .

Ed Wanshon, Van Buren area salesmanager further 
adds:

“ I’m just your overall American boy who eats ham­
burgers and hotdogs and I really didn’t know anything 
about the Chaldean and Arabic culture. I enjoyed the food 
and the presentation and I think that a better- 
understanding relationship between these retailers and our 
company will definitely help our business in the long run".

Show n  w ith  Coca-Cola's Pe te  
Callanan, left, at the “ Working 
Together" dinner at the Sheikh 
restaurant are: AFD ’s Sam  Yono, 
Ed Deeb, Je rry  Yono, and Fred 
Thomas, VP, Coca-Cola Bottlers of 
Detroit. Comments that followed 
the program indicate the results 
surpassed the objectives of the 
program.
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Congratulations On Your 
2nd Annual 

Michigan Food & Beverage 
Exposition 

and
Good Reading to 

Associated Food Dealers Members 
from Ludington

You are invited to visit us at our Booths No. 438 and 342

LUDINGTON NEWS COMPANY
1600 E. Grand Blvd. •  Detroit 48211 

Phone 925-7600

901 Water St.
Port Huron, Michigan 48060 

Phone: 984-3807

2201 S. Dort Hwy.
Flint, Michigan 48507 

Phone: 232-3121
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PROGRAM
Associated Food Dealers’ 2nd Annual 
Michigan Food and Beverage Exposition
September 30 through October 2, 1985,
Cobo Hall, Detroit, Michigan

EXPOSITION SCHEDULE OF EVENTS

MONDAY — S EP T . 30, 1985
2:30 p.m. Official Opening Ceremony.

AFD Board Members on Hand, along 
with Dignitaries from Michigan.

3 p.m. Exhibit Area officially opens.
3:30 p.m. Prizes Awarded for Outstanding Booths.
4 p.m. WORKSHOP: "Workers’ Compensation Law

and How It Works." Room 
Speaker: James Bellanca,
AFD Legal Counselor

5 p.m. WORKSHOP: “ Food Stamp Handling Tips
to Avoid Penalties." Room 
Speaker: James Zeman,
AFD Legal Counselor

6 p.m. WORKSHOP: "Accounting and Tax Tips
for Independent Businesses." Room 
Speaker: George R. Shamie, Jr.,
Certified Public Accountant

7 p.m. WORKSHOP: "Tips to Improve
Employee Relations." Room 
Speaker: Peter Bellanca,
AFD Legal Counselor,
Bellanca, Beattie, DeLisle et al

8 p.m. WORKSHOP: "How to Plan Your
Employee Fringe Benefit Package."
Speaker: Gregory and Gary Spinazze, 
Gregory J. Spinazze & Associates

10 p.m. Exhibit Hall closes.
NOTE: Every hour on the hour, a prize 
will be drawn and awarded to Expo 
attendees by AFD.
You Must Be Present to Win.

TUESDAY — OCTOBER 1, 1985

10 a.m. Exhibit Area Opens.
Every hour on the hour a prize 
will be drawn and awarded to Expo 
attendees by AFD.
You Must Be Present to Win.

10 a.m. LOTTERY SESSION, with officials from
the Michigan Lottery present to answer 
questions. Room 3121.

11 a.m. LIQUOR CONTROL SESSION, with officials
from the Michigan Liquor Control 
Commission on hand to answer questions. 
Room 3121.

12 Noon WORKSHOPS BEGIN. The subject
matter and speakers will be the same' 
as on Monday (Sept. 30).
See Monday's description 
for each Workshop.

12 Noon WORKSHOP: "Employee Relations."
Room 3121. Speaker. Peter Bellanca, 
attorney, Bellanca, Beattie, DeLisle

1 p.m. WORKSHOP: "Workers' Compensation." 
Room 3121. Speaker: James Bellanca, 
AFD Legal Counselor.

2 p.m. WORKSHOP: "Food Stamp Tips." Room 3121
Speaker: James Zeman,
AFD Legal Counselor.

3 p.m. WORKSHOP: "Fringe Benefit Packages.” Room 3121
Speakers: Gregory and Gary Spinazze,
Gregory J. Spinazze & Associates.

4 p.m. WORKSHOP: "Accounting and Tax Tips."
Speaker: George R. Shamie, Jr.
Certified Public Accountant.

6 p.m. Exhibit Hall Closes.
21st Annual Awards Night and Banquet 
of Associated Food Dealers of Michigan,
Main Ballroom, Cobo Hall. Cocktail 
Reception courtesy of Coca-Cola Bottlers 
of Detroit begins at 6 p.m., with dinner and 
awards program to follow at 7 p.m.
Ticket required.

W EDNESDAY — OCTOBER 2, 1985
10 a.m. Exhibit Area Opens. Prizes to be drawn and

awarded to Expo attendees by AFD each hour.
You Must Be Present to Win.

10 a.m. WORKSHOPS BEGIN. The subject matter
and speakers will be the same as on 
Monday (Sept. 30). See Monday's Description 
for each Workshop.

10 a.m. WORKSHOP: "Workers' Compensation." Room 3121.
Speaker: James Bellanca,
AFD Legal Counselor.

11 a.m. WORKSHOP: "Food Stamp Tips." Room 3121.
Speaker: James Zeman 
AFD Legal Counselor.

12 Noon WORKSHOP: "Fringe Benefit Packages."
Speakers: Gregory and Gary Spinazze,
Gregory J.  Spinazze & Associates.

1 p.m. WORKSHOP: "Accounting and Tax Tips.”
Speaker: George R. Shamie, Jr.
Certified Public Accountant

2 p.m. WORKSHOP: "Employee Relations." Room 3121.
Speaker: Peter Bellanca, Attorney,
Bellanca, Beattie, DeLisle Law Firm.

3 p.m. Exhibit Hall Closes. Exposition adjourned.

See You in 1986!

OUR THANKS AND APPRECIATION
The Associated Food Dealers' Exposition Committee expresses our thanks and appreciation, 
on behalf of our 3,700 members and their over 40,000 employees, to all of you who have 
helped make this Exposition the huge success that it was. Thanks, especially to our Exhibitors, 
our Expo Program Book advertisers, the Cobo Hall staff, National Exposition Services and Irwin 
Chaitin, Ogden Foods, our workshop participants who gave of their time and expertise: atten­
dees and supporters of our Awards Night, especially the Honorees and Coca-Cola Bottlers of 
Detroit, Kar-Nut, Kraft Foods, Better Made Chips and Borden, Inc. for their co-sponsorship; 
the AFD Office Staff, Thelma Shain, Harold Gant and Nick Delich. An extra big Thanks to Iggy 
Galante, our Expo sales manager for a super job well done! Thank you all so much.
Donald Harrington, Expo Chairman; Louis Vescio, Co-Chairman; Phil Saverino, Allen 
Verbrugge, Phil Lauri, Thomas Zatina, Jerry Yono, AFD Chairman; Edward Deeb, AFD Execu­
tive Director.
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LIST OF EXHIBITORS and BOOTH NUMBERS

BOOTH C O M PA N Y

428 Associated Food Dealers Expo Center
325 AFD Credit Union
327 AFD Self-Insured Workers' Comp. Plan
603 Albin Business Copiers
330-32 Allan Fireworks Co.
203 American-lsrael Chamber of Commerce
308-10 American Synergistics, Inc.
727-29 Anheuser-Busch, Inc.
509-13 Arkin Distributing Company
222 Avis Rent-A-Car
634 Awrey Bakeries
329 Bellanca, Beattie, DeLisle et al
324 Better Made Potato Chips
210 Beverage Journal, The
213-15 Bibi Products Company
321-3 Birmingham Marketing Company
432-34 Blue Cross & Blue Shield of Michigan
609-13 Brehm Broaster Sales, Inc.
211 Bridge Associate
722 Butcher Boy Meats
535 Cain Potato Chips
612 Central Alarm Signal, Inc.
226 Ken Chambers Associates
523 Champale, Inc.
315-17 Chemico No. 1
338 City Office Supplies
223 Cleanway Products, Inc.
503-5 Coca-Cola Bottlers of Detroit
615 Combco, Inc.
212 Concepts In Food, Inc.
730 Conrady-Greeson & Associates
736 California Cooler
735 Continental Baking Company
327 Creative Risk Management Corp.
703-05 Creative Service Group
740 D/A Central, Inc.
500-02 D.C.I. Food Equipment
501 Tom Davis & Sons Dairy
631 Detroit-Detroit Design, Inc.
632 Detroit Free Press
314 Dudek Deli Foods
527 Everfresh Juice Company
328 Peter Eckrich & Sons
301-07 Francesco Import Company
724 Fun Foods
617 General Biscuit Brands
616 General Liquor Company
637 Gibralter National Corp.
626 Glenmore Distilleries Company
334 Grove Distributing, Inc.
432 Gadaleto-Ramsby Associates
742 Gateway Outdoor Advertising
326 G. Heileman Brewing Co.
231 Hobart Corporation
737 Hussmann Refrigeration Company
735 Hostess Cakes
635 Intra State Distributors
610 International Brokerage Co.
237 Jay's Foods, Inc.
518 Kalil Enterprises
529 Kar-Nut Products Company
608 Kimco, Inc.
423 KIS Photo
602 Kowalski Sausage Company
614 Kramer Food Company
627 Liberty Paper & Bag Co.
312 London Farm Dairy Co.

BOOTH C O M PA N Y

438 Ludington News Company
625 Mel Larsen Distributing, Inc.
714-20 Lipari Foods, Inc.
601 Oscar Mayer Company
706 Charles Mascari & Associates
232 Marks & Goergens, Inc.
532-06 Market Mechancical Services
233 Melody Farms Dairy
340 Mendelson Egg Company
306 Metro Cell
605 Metro Grocery, Inc.
514 Michigan-Bean Committee
512 Michigan Potato Industry Comm.
417 Michigan Dept. of Agriculture
607 Michigan Beverage News
304 Micro Time Management System
623 Midwest Ice Company
515 Miller Brewing Company
236 Mohawk Liqueur Corporation
738 Mister Uniform & Mat Rent Service
421 Nu-Method Pest Control & Products
217 Needham & Nielson Sales, Ltd.
619 Pacific Ocean Pop Company
628 Paul Inman Associates
624 Pearl's Kitchen Company
537 Pepsi-Cola Bottling Group
642 Pointe Dairy Service Co.
234 Prince Macaroni of Michigan
311-13 The Pfeister Company
701 O.K. Service
522 Orval Kent Food Company
733 O-So Detroit, Inc.
214 Ram Communications
238 Regal Packing Company
533 RGIS Inventory Specialists
225 Scot Lad Food Company
320 Seven-Up/RC and Canada Dry
424 George Shamie, CPA/P.C.
224 Simplex Time Recorder Co.
622 S & M  Biscuit Distributors
618 Gregory J. Spinazza & Associates
201 F.D. Stella Products
322 Stand Guard Alarm
200 Stroh Ice Cream
302 Stroh Brewery Company
606 Schmidt Noodle Company
620 Sterling Shores Distributors
621 Schweppes U/S Pacific
710 Stark & Company
732 Saroki Group
221 Second Chance Body Armor
526-28 Shaw & Slavsky, Inc.
238 Thornapple Valley
227 Tom's Foods, Inc.
506-08 Tony's Pizza Service
733 Towne Club Beverages
520 Al Tuller Associates
507 The Nut Factory
521 United Steel & Wire
700 Universal Refrigeration
525 Faro Vitale & Sons
726 Variety Nut & Date Company
620 Vitner Snacks
318 Versatile Clearing House
440 West Bloomfield Fire Protection
240 W .J. Wieferman Company
735 Wonder Bread
413 Zehnder's of Frankenmuth
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New Law Will Help Merchants 
To Collect On “Rubber Checks”
by JAMES BELLANCA, AFD Legal Counsel

Due to the intense lobbying efforts of AFD , a new law 
has been enacted in an effort to help merchants collect on 
“ rubber checks” . Effective March 29, 1985, M C LA  
§600.2952 came into effect. It is the attempt by the 
Legislature to give relief to merchants (or private citizens) 
who receive checks drawn on accounts which no longer 
exist or checks drawn on accounts with insufficient funds.

It provides, generally, that if an individual receives a 
“rubber check” and certain procedures are followed, the 
maker of the check can be penalized with an award up to 
twice the amount of the face of the check, or $50.00, 
whichever is greater. In other words, if you receive a check 
for $75.00 which is not honored for insufficient funds and 
you follow the procedures outlined in the statute, you may 
be able to receive a judgment in the amount of $150.00. 
In the instance where the check is less than $50.00, you 
will receive an amount equal to the check, plus $50.00 
penalty.

In order to avail yourself of the penalty provisions in 
the statute, the following notice must be sent to the maker 
of the check by Certified Mail — Return Receipt Re
quested, delivered to the addressee only, prior to the com­
mencement of a suit to collect the check, or prior to the 
filing of a criminal complaint:

" O n ------- ----------- a check drawn by you for
($— amount— ) w a s  r e turned to us dishonored for [ ] not

sufficient funds [      ]no account. If you do not pay to us, within
30 days of the time you receive this notice, the full amount of the 
check in cash, we have the right to bring an action against you
for 2 times the amount of the dishonored check ($__ am ount) or
$50.00, whichever is greater, or to make a criminal complaint 
against you. If you do pay to us, within 30 days of the time you 
receive this notice, the full amount of the check in cash, we will 
not take further action against you.”

If the check is not honored within 30 days of the date 
of the notice, you may commence suite in Small Claims 
Court without a lawyer, and collect the penalties provided 
for in the statute.

It should be noted that the penalty provisions of the 
statute only apply to checks which are $500.00 or less. In 
addition, the statute provides that if a criminal prosecution 
arising out of the same transaction is brought before or 
during an action brought pursuant to the statute, then the 
civil case to collect the funds will be dismissed.

It should be noted that this statute does not apply to 
checks issued by a governmental unit for welfare or social 
security which are dishonored because of a forgery or a 
theft.

There is another statute which should also be noted. It 
is M C LA  §750.95a. It became effective on Ju ly  1, 1985 
and it provides that all personal checking accounts opened 
after Ju ly  1, 1985, shall have printed on the checks the 
month and year in which the account was opened. This 
will give a store operator an opportunity to determine 
whether or not the person submitting the check has had a 
long-standing relationship with the bank.

Remember, in order to afford yourself a full oppor­
tunity to collect under the penalty provisions of M C LA  
§600.2952, it is necessary to give written notice of your 
intent to demand a penalty, by forwarding to the maker of 
the check, the above notice by Certified Mail — Return 
Receipt Requested, with delivery restricted to the maker of 
the check. After receipt of the notice and within 30 days 
thereof, if the maker of the check pays you in full for the 
amount of the check, you will have no further recourse 
against him. If he does not, you may be entitled to receive 
up to $500.00 in penalties.

It’s Your Pocketbook!
by JAMES DUFF, Creative Risk Management Corporation

This article is intended to bring about an awareness 
among AFD  members as to the serious consequences of 
deficiencies causing employee accidents in the following: 

Handling of Materials — lift, pull, push 
Struck by Falling Objects 
Slips and Falls 
Hand Tool Usage 
Contact with Operating Machinery 
The Group loss experience as of August 5, 1985 

reflects a total of 196 injury claims in the above areas — 
just since March 1st! Each AFD  member must be active in 
training employees in . . .
■ Use of proper lifting methods, and equipment where 

feasible, to reduce muscle strain hazards.

■ Proper storage practices to reduce falling material 
hazards.

■  Identification and prompt clean-up of spills, and 
salting the walk ways.

■ Proper knife usage and storage procedures — never 
use a dull knife!

■ Machinery cleaning and usage procedures including 
lockout of machinery.

The unfortunate part of this experience is that injuries 
already have occurred. The fortunate part is that many of 
the causes were (and still are) preventable. Let’s learn from 
experience and set a goal for “No Accidents” for the rest of 
1985!

Page 26 / The Food Dealer, Fall, 1985



paul inman associates, inc.

 
YOUR STATE WIDE FOOD BROKER 

BRINGING YOU INNOVATIONS 
IN CONSUMER EVENTS!!!

SUPER SAVER SWEEPSTAKES 

SWEEPSTAKES

CENTSIBLE 
SUPER SAVER SW EEPSTAKES

SEPTEMBER, 1985 
OUR 7th YEAR 
. . . AND . .. 

MICHIGAN SPECIAL OLYMPICS
APRIL/MAY, 1986 

4th ANNUAL EVENT

paul inman associates, inc.

HEADQUARTERS
30095 NORTHWESTERN HWY. 

FARMINGTON HILLS, MICHIGAN 48018 
313 - 626-8300

BRANCH OFFICES
GRAND RAPIDS, TOLEDO, SAGINAW, 

FT. WAYNE, INDIANAPOLIS
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Fake Drivers 
Licenses 
Often Used 
For I.D.

Another Community 
Relations Triumph

Badri Hannosh, owner of Big Scott Supermarket at 
2550 Puritan near Linwood, sponsored a special out­
door barbecue for his customers recently. Those atten­
ding were treated to ribs, chicken, hot dogs and 
beverages. “ I just wanted my customers to know how 
much I appreciate their business,” said Hannosh. “ It 
also gave me an opportunity to talk with them on a 
social basis.” Events like these are part of the com­
munity relations program of the Associated Food 
Dealers, who recently sponsored Youth Day at Belle 
Isle. Mr. Hannosh, left, is pictured above serving ribs 
to some of his customers.

Counterfeit drivers licenses have cost retailers and 
banks billions of dollars in the past few years. Cashiers at 
retail establishments, including supermarkets, and at banks 
often make the mistake of assuming the drivers license 
presented for identification is valid if the picture on the 
license matches the face of the presenter and if the license 
hasn’t expired. It’s important to note here, however, that a 
large percentage of worthless checks are cashed on ex­
pired drivers licenses.

A  drivers license can be a good form of identification 
but cashiers and front end managers should be constantly 
alert for counterfeits. Here are a few tips for checking the 
validity of a drivers license.
■  Match the picture on the license to the presenter.
■  Check the license expiration date.
■ Check the birth date printed on the license against the
apparent age of the presenter.
■ Rub your thumb or finger across the picture on the 
license. The surface should be perfectly smooth. If there is 
an uneven surface where the picture joins the printed por­
tion of the license, the original picture has likely been cut 
out and replaced with another picture.

■ The front of the license should be smooth and slick, the 
reverse side will either be frosted or it may be covered by a 
paper form which is used for recording the individual’s 
blood type and driving restrictions, and a statement con­
cerning donation of body organs in the event of the 
bearer’s death.
■ Determine the specific measures your state has taken to 
prevent counterfeit drivers licenses. Many states include 
the state seal on the license with one-half of the seal on the 
bearer’s picture and the other half on the printed area. A 
counterfeit drivers license, in those states, will not have a 
portion of the state seal on the bearer’s picture.

Orleans 
International, Inc.

City’s Leading Distributors of Top Quality Poultry — Beef — Pork 

6030 Joy Road, Detroit, Michigan 48204  
931-7060
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HOUSE OF HEILEMAN

SPECIAL EXPORT
 

You can travel the world over 
and never find a better beer.

WIEDEMANN
B o h e m ia n  

FINE BEER

L ig h t

G. Heileman Brewing Company 
Says Yes to Michigan
MICHIGAN’S ONLY FULL-LINE BREWER
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WISHING AFD 
EVERY SUCCESS ON THEIR  

2nd ANNUAL MICHIGAN  
FOOD & BEVERAGE 

EXPOSITION

FRITO-LAY, INC.
1 2000 Reeck Road 

Southgate, Ml 48195 
Phone: (313) 287-6920

The cookies 
of good cheer...
Archway 
Holiday Cookies.
The sales and profits you’ll make from 

Archway s Holiday Cookie Program 

are reason to cheer. Plans have been 

made for our biggest-ever holiday 

promotion. They include festive 

packaging, colorful P.O.P., new 

displays, and television support 

all designed to deliver the 

biggest Archway holiday 

profit ever!!
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CORNED & COOKED BEEF

Profit-making Restaurant 
and Deli Products 

Through Your 

Favorite Supplier

E. W. GROBBEL SONS 
INC.

Cured Meats of Excellence
Detroit, Michigan 48207



CONGRATULATIONS 
AND BEST WISHES TO

THE
ASSOCIATED FOOD DEALERS 

ON THEIR 2nd ANNUAL 
MICHIGAN FOOD & BEVERAGE

EXPOSITION

Home of Products

WOLVERINE PACKING CO., DETROIT, MICHIGAN 48207

Phone (313) 568-1900
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AT LAST. . . THE SUPER HI-SPEED 
FLOOR MAINTENANCE SYSTEM. . . 
DESIGNED FOR TOTAL RESULTS!

IN AN EFFO R T  TO A C H IEV E  TH E G O A LS  O F EC O N O M Y AND R ESU LT S , TH E P IO N E ER  E C L IP S E  H I-SPEED  
T H ERM A L SY ST EM  W A S BORN. C O M B IN IN G  O VER 2000 RPM  BU FF IN G  W ITH  2000 RPM  O R IEN T ED  FLO O R 
P R O D U C T S  HAS R E SU LT E D  IN THE U LT IM A TE IN FLO O R M A IN TEN AN CE.

* ECONOMICAL Higher RPM actually prolongs the longevity of the coating on the floor, meaning less coating,
scrubbing. and stripping This represents a considerable savings in chemicals over a year's 
time

* LABOR SAVINGS One man can produce 25 000 sq ft per hour of polished floor space That is compared to 1000
sq. ft. per hour with a 350 RPM machine and 3500 to 4000 sq. ft. per hour with a 1000 RPM 
machine. This is a whopping 625% increase in productivity The PIONEER ECLIPSE Hi-Speed 
Thermal System is 6 times as fast

* RESULTS A gloss 100% improved over conventional spray buffing techniques. A floor finish which is more
durable, because each time it is dry-buffed, it becomes more durable and shinier. Because of 
the high heat and friction, the coefficient of the floor increases, resulting in a slip proof floor.

SO WHY USE THE PIONEER ECLIPSE SUPER HI-SPEED THERM AL SYSTEM ?

CAN YOU REALLY AFFORD NOT TO?

NOW AVAILABLE 
THROUGH 

SPARTAN WAREHOUSE

DISTRIBUTED BY:

O.K. SERVICES, INC.
11190 CHICAGO DRIVE 
HOLLAND, Ml. 49423

1 - 8 0 0 - 6 4 8 - 7 5 0 4

SEE  US AT BOOTH #701
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YOU 
COULDN'T 

PICK A 
BETTER CARD

Only Blue Cross and 
Blue Shield offers 
all these advantages.
•  The I.D. card is recognized everywhere.

•  Choose your own doctor from 10,000 
participating Michigan doctors.

•  No cash deposits are required for 
covered services with participating 
physicians, hospitals and other 
providers.

•  In case of emergency, your I.D. card 
does all the talking.

•  A statewide network of Blue Cross and 
Blue Shield offices are ready to serve 
members.

B lu e  C r o s s  
B lu e  S h ie ld
of Michigan

SU BSC R IBER  NAME

VALUED CUSTOMER
GROUP NO. SERVICE CODE

9 4 0 0 0 1 2 7 0  7 0 0 7  3 2 6 0
BLUE CROSS BLUE SHIELD  B C  •BS

CONTRACT NUMBER RC PLAN CODE

3 6 5 0 3 6  4 2 9  0 210
BLUE CRO SS OF MICHIGAN (210) BLUE SHIELD OF MICHIGAN ( 710) DETROIT. MICH 48226

CAN YOU REALLY AFFORD 
ANYTHING LESS?

Blue Cross 
Blue Shield
o f  M ic h ig a n



Here’s What To Do When 
Accidents Happen To Customers

Customer accidents involve the 
possibility of direct and serious 
financial loss to the store as well as 
loss of customer good will, and im­
pairment of the store's reputation. 
Proper procedures are required in 
dealing with such accidents to en­
sure proper aid to the injured, and to 
protect the store against unwar­
ranted claims and suits. According 
to Food Marketing Institute's 
management training series, the 
following strict principles should be 
adhered to:
■ All accidents should be reported 
immediately to the store manager or 
the person in charge in his absence, 
to prevent mistakes in handling 
which may lead to unnecessary 
claims; employees should not com­
ment on store responsibility, but 
leave all statements to the manager.

■ A properly stocked kit of first-aid 
remedies and supplies should be 
maintained in the store; first aid

should be administered only under 
the direction of the store manager or 
the person in charge.
■ To avoid complications and limit 
store liability, the store should re­
quest to have all injuries treated by 
doctors; customers declining treat­
ment should be requested to sign a 
waiver, and confirming statements 
should be obtained from witnesses.
■ As general procedure, written 
statements should be obtained from 
witnesses, where possible, with their 
names and addresses, to help later 
on in establishing the cause of acci­
dent and the responsibility.
■ Records should be kept on each 
accident occuring in the store; re­
quired reports should be submitted 
to the insurance company within 24 
hours.

■ Payment of compensation for 
personal injury should be handled 
only through the insurance com­
pany.
■ If store policy permits payment of 
compensation for a minor property 
damage, a customer release should 
be obtained as proof of payment, to 
prevent further claims.

■ If possible, a waiver of store 
liability should be obtained in ad­
vance from all outside service agen­
cies whose employees will be work­
ing on the store's premises and may 
cause customer accidents.
■ Once the customer has been at­
tended to, accident causes should 
be corrected immediately; causes 
should be reviewed periodically as a 
basis for further preventive action.

Do you know anybody 
who SHOULD be an AFD member, but isn’t? 

Talk to him about the advantages!

PRINCE PRODUCTS PRODUCE 
STEADY PROFITS FOR YOU

We appreciate your business and hope you Will continue to sell 
our popular Prince brand spaghetti, macaroni, egg noodles and  sauces.

THE PRINCE COMPANY, INC.
26155 G R O E S B E C K  H W Y .  Phone: 772-0900 W A R R E N ,  M IC H .  48089
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Koepplinger’s Bakery, Inc.
1 5 2 00  W. E ight M ile  Road, O ak Park, M ich igan

(313) 967-2020
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S u p e r  F o o d s  &  S e r v ic e s

T oday’s changing marketing conditions mean 
that retailers must meet these challenges with 

the backing of a full service, full support whole- 
saler. Super Foods is that wholesaler.

We have the support and services our aggres­
sive independent retailers need to more than 
just meet the new demands of today's market­
place.

Super Foods offers total store develop­
ment Advertising. Retail accounting serv­
icet. Scanning, from equipment plan 
ning to warehouse hosting. Set­
up and counseling services. Retailer Association. 
S.C.O.R.E. retail computer program. And more...

If your needs, as a fast-paced aggressive retailer, 
are products and services, we are dedicated to 
providing both, because service is more than part 
of our name. It’s our philosophy.

Contact Ervin E. Merz, Director of Retail 
Development, for details on these and our other 
services. Together, we shall grow.

S U P E R  F O O D  

S E R V IC E S . IN C .

(517)777-1891
5425 Dixie Highway, Bridgeport, Michigan 48722 

DETROIT 
Veal & Lamb, Inc.
1540 Division Street, Detroit 48207

•

U.S. G ove rnm en t Inspection  
V ea l — Lam b  —  M u tto n  

A l l  P r im a l Cuts

Phone: (313) 567-8444

Team  up w ith
Beatrice E C K R I C H

LEAN 
SUPREME

LE S S  FA T ,™
F E W E R  C A L O R IE S PETER ECKRICH & SONS, INC.

26135 Plymouth Road, Detroit, Ml 48239 
Phone (313) 937-2266

Beatrice. You’ve known us all along.
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WE ARE NEW IN TOWN 
GROWING FAST!

• HANSEN'S NATURAL POP & JUICES • M&S FLAVORED SODAS

• NESBITT'S ORANGE & STRAWBERRY • RAMLOSA MINERAL WATER

• DOUBLE COLA

WE ARE PACIFIC OCEAN POP COMPANY, INC., SUBSIDIARY OF ACTION 
DISTRIBUTING COMPANY, INC., A LEADING DISTRIBUTOR OF MILLER PRODUCTS IN 
MICHIGAN. BEGINNING WITH HANSEN'S JUICES AND SODAS — A UNIQUE 100% 
NATURAL PRODUCT FOR TODAY'S HEALTH CONSCIOUS CONSUMERS — WE ARE 
NOW SERVICING THE TRI-COUNTY MARKET WITH A VARIETY OF PRODUCTS.

• SCHWEPPES QUALITY MIXERS

• DAD'S ROOT BEER

• CANFIELD DIET CHOCOLATE FUDGE

• ST. JULIAN NON-ALCOHOLIC WINES

PACIFIC OCEAN POP COMPANY, INC.
35601 VERONICA 

LIVONIA, MICHIGAN 48152 
(313) 591-2560
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Quality And Variety Are Keys 
To Profitable Bakery Operations

Quality and variety seem to be the key words in 
bakery product mix, according to the Food Marketing 
Institute's "Superm arket Management Guide." 
Manufacture and/or sell quality products that make 
customers want to come back to your store. Also, create 
variety with constant attention to product mix, removal 
of unpopular items, and introduction of new ones. Keep 
the department innovative and lively. Custom decorated 
cakes, especially birthday cakes, and special order ser­
vice help to convey the high quality customer service 
image you want in a bakery.

Some of the hottest selling bakery items are cak 
(22% of sales), sweet goods (20% of sales), and 
doughnuts (19% of sales). They are also the highest pro­
fit items. Next in popularity come the variety of breads.

There has been a surge in natural and variety bread 
sales corresponding to the steady decline in white bread 
sales since 1972. Also, with smaller families, there is less 
demand for made-at-home sandwiches for children's 
lunches — a major factor in white bread sales. Finally, 
with today's consumer more health and nutrition con­
scious, variety and natural flour breads offer great ap­
peal. Some operators have even been successful in call­
ing attention to low sodium products, which have

always been available but are now more eagerly sought 
out by consumers.

Even in high inflation periods, consumers will still 
pay for quality. Inflationary times promote more at- 
home entertainment and less eating out — this is a boon 
for specialty bakery products. Money saved by not 
eating out can be spent on a special treat.

Smaller family size and more single and elderly 
shoppers have encouraged "one-half cake" sales. The 
trend towards more women working should continue to 
push the sale of doughnuts as a breakfast food. Other 
trends can probably be observed in your market area as 
well.

Clearly, today's customer puts an emphasis on 
"natural," "nutritious" and "convenient" foods. Properly 
promoted and introduced to the consumer, many 
bakery products fall into this category. And when their 
expectations are met, customers will tend not to balk at 
the relatively high ticket nature of many bakery items.

SAVE MONEY!
By participating in AFD’S SELF-INSURED 
WORKERS’ COMPENSATION PROGRAM!

Member F.D.I.C.

THE
WARREN BANK

Your ALL DAY SATURDAY Bank

EQUAL HOUSING 
LENDER

27248 VAN D Y K E - 1 1 Ml. 22859 RYAN-9 Ml.

212 48 VAN D YKE-8 1 / 2  Ml. 30801 SCHOENH ER R-13 Ml.
29333 HOO VER-12 Ml. 13490 10 M I.-SCHOENHERR

2000 12 M I.-DEQ UIN DR E 4 8 3 7 7  VAN D Y K E-2 1 1 / 2  Ml.

23130 D EQ U IN D R E 91/2 Ml.
A ll O ffices

758-3500
Shelby Utica Area Customers 

Call 
7 3 9 - 9 1 1 0

LOBBY SER V IC E DRIVE UP SER V IC E
Mon. thru Thurs..., 9:30 a.m. to 4:30 p.m.
Friday....................  9:30 a.m. to 6:00 p.m. Weekdays ....... 8:00 a.m. to 8:00 p.m.
Saturday................. 9:30 a.m. to 4:30 p.m. Saturday.................. 8:00 a.m. to 4:30 p.m.

ALL OTHER OFFICES
Weekdays . . . .  8:30 a.m. to 8:00 p.m.
Saturdays.......... 8:30 a.m. to 4:30 p.m.

MAKE 
MORE

PROFITS
STOCK & SELL

CLABBER GIRL
...Exclusively 
known as the 
baking powder 

with the BALANCED 
double action
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with us.
NOW AVAILABLE 

TO
AFD MEMBERS

There's a new kind of Blue Cross coverage that not only gives you complete hospital and 
emergency services coverage but is designed to keep you and your family healthy. Health 
Care Network is your best source for health maintenance organization (HMO) coverage. 
Here’s why.

Even doctor’s office visits are covered.
With your Health Care Network card there are no claim forms. You will receive no bills... 
not even for services life office visits, well-baby care or physician fees.

Choose your own doctor.
You pick your own primary care physician from our list of more than 600 carefully screened. 
qualified doctors in private offices throughout Wayne, Oakland, Macomb and Washtenaw 
counties.

Instant recognition.
The Health Care Network card is backed by Blue Cross and Blue Shield of Michigan. so it is 
recognized instantly by most hospitals and doctors in Michigan and across the country. 
Health Care Network is the only HMO in this area that gives you this kind of confidence.

Saves money.
You'll never have to pay for doctor's office visits. There are no complex claim forms to fill out. 
You and your family will receive complete health care coverage with confidence and you will 
never receive a bill for covered services.
Call or write for more information on the best HMO health care plan for your family.

You’re part of the Blue Cross family.

Health Care Network
26900 W. Eleven Mile. Southfield. Michigan 48034 (313) 354-7479 

An affiliate of Blue Cross and Blue Shield of Michigan

Health Care Network
IN C A S E  O f  E M ERG EN CY C A L L : O R  1 - 8 0 0

PHYSICIAN HOT LINE 354-7479 CENTRAL HOT LINE 874-3629
EFFECTIVE
DATE OF
CURRENT
COVERAGE 0185

V A L U E D  C U S T O M E R
GROUP NO SERVICE CODE m

21000 6F00 C105 03G0
B C  PLAN

0 3 2 0 0 0 0 7 1 3 2 1  0
ALL NON-EMERGENCY CARE MUST BE AUTHORIZED BY AN HCN PHYSICIAN

S E E  R E V E R S E  S ID E  O F  C A R D
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W AYNE  
BY-PRODUCTS  

COMPANY
GROWING THROUGH GIVING GOOD SERVICE

BUYERS OF BONES, FAT, 
TALLOW, AND 

RESTAURANT GREASE
PHONE: 842-6000 

DETROIT, MICHIGAN 48209 
SAGINAW -517/752-4340 

GRAND RAPIDS AREA 
616/762-4311

FOR ALL YOUR TRAVEL NEEDS 
BUSINESS OR PLEASURE

RIYADH S. KATHAWA
PRESIDENT

31874 NORTHWESTERN HWY. 
FARMINGTON HILLS, M I 48018

PHONE (313) 855-3409

THE HOBART 1860/18VP: NOTHING COMPARES
No one, not Digi, not ESI, not Toledo, offers 
the total package of benefits you get from the 
Hobart 1860 service scale and 18 VP label 
printer. Only Hobart does so much for 
operators, management, and customers. 
Compare simplicity, compare flexibility, 
compare efficiency. You'll choose the Hobart 
1860 every time.

2. 7 9 1 7 3
1

For more information on how you can put the 
Hobart 1860 to work for you, call your 
nearest Hobart Representative;

12750 Northend,
Oak Park, Michigan 48237 

Phone: 542-5938

43442 N. I-94 Service Drive 
Belleville, Michigan 48111 

Phone: 697-3070

No doubt about It.

H O B A R T
FOOD EQUIPMENT
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Your Number

Dairy
on All Counts

Customer Profitability 
Efficient Distribution

• on carts
■ on bossys
■ in cases

Complete Product Line 
Promotional Allowance 
Advertising Power 
Brand Name Acceptance 
Commitment to Quality 
History of Growth 
Modern Packaging 
Written Guarantee 
Experienced Team 
Field Support Services 
Owned by Independents

To learn more why it pays to join the Number 1 Dairy, call Jack Carroll or Ted Guthrie at 1-800-632-9000

2555 Buchanan Avenue, SW, Grand Rapids, Michigan 49508



Manufacturers of Nu-Mrk 
The New Method 

Ant and Roach Killer

NU-METHOD 
PEST CONTROL 
PRODUCTS AND 
SERVICES, INC.

Visit us at our Booth No. 125 

8719 Linwood • Detroit 48206 

PHONE (313) 898-1543

ALBERT SCOTT 
an AFD member

WHY FUSS WITH COUPONS 
WHEN THE AFD 

COUPON REDEMPTION CENTER 
CAN DO THE JOB FOR YOU?

Mail your coupons or drop them off at:

Associated Food Dealers 
125 W. Eight Mile Road 
Detroit, Michigan 48203 

COOKIES FOR EVERY CONSUMER 
The Right Program For You, Mr. Retailer!

Call: 313-584-1100 For Store Door Delivery Today

General Biscuit Brands
Formerly Independent Biscuit Company

15100 Gould Avenue, Dearborn, Michigan 48126

Page 42 / The Food Dealer, Fall, 1985



MICHIGAN GROWS 
JUST ABOUT EVERYTHING, 
AND WE HELP MARKET IT

If you deal in Michigan products at any link in the food chain, 

give us a call or drop us a line for expert marketing guidance in such vital 

areas as export, transportation and identification of developing trends. 

Let us tell you more. Let us help you sell more.

Randy Harmson, Director, Marketing Division, Michigan Department of Agriculture 
P.O. Box 30017, Lansing, Ml 48909 •  Phone: (517) 373-1054

Yes, let me know how you can serve me.

Name_ . Company .

Type of bus iness _ . Foods hand led  .

Street. City. S ta te  and Z ip  -

Type of in fo rm a tio n  n e e d e d ---------------------------------------------------------------------------------------------------- --------------------------------

MICHIGAN DEPARTMENT OF AGRICULTURE/ MARKETING DIVISION M!CH!GAN
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Eastern Poultry Co.
Wholesale Distributors o f Poultry and Meats

5454 Russell 
Detroit, Michigan 4821 1 

(313)875-4040 

Featuring a complete line of:

• Poultry
• Boxed Beef
• Boneless Beef
• Smoked Meats
• Fresh Pork
• Specialty Meat Items

MIDWEST ICE
14450 Linwood Avenue 
Detroit, Michigan 48238

313/868-88001

COMPLETE ICE SERVICE 
RETAIL & WHOLESALE

2-lb. 8-oz. PACKAGES

8-lb. BAGS

25-lb. BAGS

BLOCK ICE

ICE CARVINGS

PUNCH BOWLS

ICE-O-MATIC 
ICE MAKING EQUIPMENT

SEE US AT BOOTH NO. 623

Fontana Foods
365 V ICTOR AVENUE 

H IGHLAND PARK, M ICH IGAN 48203

Michigan’s 
Full Service 

Supplier
Let Us Fill Your Order For

DRY GROCERIES 
PAPER PRODUCTS 

PET FOODS 
HOUSEHOLD CHEMICALS 

STORE SUPPLIES 
CIGARETTES 

CIGARS, TOBACCO, & CANDY
Phone: (313) 868-8600

PROFESSIONAL
PEST

CONTROL
Ann Arbor . . 
Dearborn . . .
F lin t ............
Grand Rapids
Jackson........
Kalamazoo , .
Lansing........
Metro-West . 
Monroe . . . .  
Muskegon . . 
Royal Oak 
St. Clair Shores 
Saginaw . . . 
Toledo . . . .  
Traverse City

662-
582 

.238 

.534- 

.787- 
343- 
393- 

. 582 

.242- 
722- 

.547- 

.773- 

.754- 

.472- 
941-

4929
1300
3071
5493
2292
5767
2524
1300
3600
3936
7545
2411
3151
1097
0134

ROSE
EXTERMINATOR CO.

S i n ce  1860  
W I S E  P R O T E C T I O N
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The Michigan Lottery 
Salutes The Michigan 

Associated Food Dealers
This year, the more than 7,000 Lottery Agents all around the state 

will earn more than $1,000,000 A WEEK 
in sales commissions and special fees.

The success of Lotto and all the Michigan Lottery games 
means increased profits for our agents 

as well as increased revenue for education in Michigan.

New programs benefiting all Lottery Agents include the ability to 
 pay off larger instant game prizes on the spot, and a 

new 2% redemption commission on prizes paid at the agent level.

The Michigan Lottery and its agents; 
A winning combination.

When you play the Lottery ... education wins.
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Scot Lad Foods
is now serving more and more 

independent retailers 
in “AFD Country”

Phone Bill Numbers, at Lima, 
to learn how Scot Lad’s competitive edge 

can work for you!

Phone toll-free: 1-800-537-7738

Scot Lad Foods, Inc.
SUPPLIER TO THE FINEST 

INDEPENDENT SUPERMARKETS IN THE MIDWEST

LA N S IN G , IL L IN O IS  • L IM A , O H IO  • E LD O R A D O , ILL IN O IS

•  P IER OGI (HAND MADE POLISH DUMPLINGS)
•  N ALESN IK I (CREPES - BLINTZES)
•  PLACKI (POTATO PANCAKES)
•  G O LABK I (STUFFED CABBAGE)
•  KU LK I Z M IENSA (MEATBALLS)
•  PASTIES (BEEF OR CHICKEN)
• NA DZIEW ANA PAPR IKA  (STUFFED PEPPER)

DUDEK POLISH DELI FOODS
POLISH DELICATTESSEN DILLS) 

CZARN IN A  BARSZCZ- KAPUSN IAK
_______ (DUCK-BEET-CABBAGE SOUPS)____________

D U D E K
3303 CANIFF • HAMTRAMCK, MICHIGAN 48212 
(313) 891-5226 • MICH. TOLL FREE  1-800-572-0104

RICHARD G. DUDEK

Taystee Bread 
Cookbook Cakes

SAFIE BROS. 
FARM PICKLE 

CO., INC.
Packers of Quality 

Pickles and Peppers

52365 N. GRATIOT 
NEW BALTIMORE, Ml 48047 

(313) 949-2900

Taystee
With a Variety of 
Bread Buns and 
Cakes For Your 
Eating Pleasure
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DETROIT'S NEWEST... 
“FULL SERVICE” 

FOOD WHOLESALER!

GROCERY, INC.
1331 HOLDEN, DETROIT, MICH. 48202 

Phone (313) 871-4000

Supplier to the Independent Market
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