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Kristin Mullins

OGA President/CEO

PRESIDENT’S MESSAGE

In short, No!  But should ignore him?  No 

again; those “big teeth” are real!

In my 27 years here at OGA, I have watched 
this industry face many challenges.  No, let me 
rephrase that; I have watched this industry not 
only face up to, but also adapt and conquer 
the countless changes and trials when it comes 
to providing safe food for our communities – 
and make a profit at it!

When I was first a young staffer here at OGA, 
I saw both the small independent grocers 
and the multi-store chains come together and 
agree – The big box/membership stores were 
the “enemy” of the industry!  They were going 
to kill the traditional grocery store format!  
But did they? No, what happened was our 
industry took on the challenge and focused 
on what they do best. For some customers, 
it’s a lot easier to make a quick run to your 
local store than to spend the time to walk the 
warehouse aisles for toilet paper. And not 
every customer wants the same thing.

Then came the “category-killers.”  When 
specialized pet food stores opened – the 
industry first thought their pet care aisles 
would be a thing of the past.  Dollar Stores 
began selling food. Big general merchandise 
stores and even pharmacies began selling 
groceries.  How did we respond?  With 
our “dollar aisles,” our own expanded 
general merchandise departments, our 
own pharmacies.  Doing what we do best – 
providing what OUR customers want. 

The next big elephant in the room was the 
“W” whose name we dare not speak.  Bringing 
consumers anything and nearly everything 
they needed and desired at the (perceived) 
lowest prices in the industry.  How did we 
combat?  In some cases – we lowered our 
prices too – but also and more importantly 
played upon our strengths of customer 

service, always unexpired center store goods 
and even fresher produce, meat and dairy.   

There’s always been restaurants … don’t get 
me started on the restaurants.  But we adapt 
there as well with Ready-to-Eat foods, cross 
merchandising for total meal ideas, Meal 
Solutions, store cafes and coffee shops!

Now I’m not saying it’s been a (bakery 
department) cake walk.  Much to our 
disappointment, we’ve seen closures and 
acquisitions; but the truly good grocers 
survived.  The ones that remember clean 
floors and restrooms and great lighting – still 
make a difference.  The ones that remember 
customer service is still a valued and 
appreciated service.  The ones who still make 
that special order for Mrs. Jones who comes in 
every week to shop their stores.  The ones that 
remain a staple of their communities.   

Who’s the newest Big Bad Wolf of the 
industry?  Online of course!  From the 
company that does it best – Amazon – to the 
meal kits companies like Blue Apron and 
Hello Fresh.  This is just the next challenge 
in the grocery industry competition lifespan 
– there will be more!  In today’s fast pace, 
time-starved, electronic world – how could we 
think this wasn’t coming?  

And how do I think this great industry of ours 
will respond?  Well – some of you already 
have – with things like online ordering and 
home delivery.  I believe we’ll see our industry 
morph into new ways of shopping – by 
offering these types of conveniences.  But, I 
also think the desire for your shoppers to see, 
smell and touch the food they are feeding 
their families isn’t going anywhere.  But is this 
challenge different?  Maybe.  Be sure to check 
out Michael Sansolo’s article found on page 7 
to learn more.

Online shopping is the next 
“Big, Bad Wolf” to visit the 
grocery industry –  whether 

for groceries or prepared 
meals/meal kits 

Fear Makes the Wolf 
Bigger Than He Is 

- German Proverb

Gateway Recycling

Sayre Foods, LLC

Shelf Scouter

Snyder of Berlin/Birds Eye Foods, LLC

The Frankfort Market

Welcoming Our Newest Members…

Are We Afraid of the Big, Bad Wolf?

P.S.

Welcome!
Welcome!



STATEHOUSE NEWS

Legislature Continues Hearings on SNAP Reform
Most pressing is legislation that would establish a photo ID on an EBT card under SNAP and legislation 
aimed on revising eligibility requirements for the program itself. Both are aimed at the state’s attempt to 
reduce fraud within the system, which OGA also shares as a common goal. We’ve been able to work the 
sponsors, committee chairs, and interested parties to make sure the legislation does impede a recipient’s 
access to SNAP benefits and also does not place burden on retailers. 

The photo ID legislation, House Bill 50, drew a considerable amount of testimony and input from 
the impacted industries including law enforcement, community groups, and OGA. Although some 
discussion considered to add additional requirements on retailers, we were able to work with the 
committee to make sure those were not included. House Bill 50 did pass out of committee in early June, 
and we await further action. 

The SNAP discussion continues 
to be a prominent issue of 
discussion. As Congress begins 
debate on the next Farm Bill, 
the Ohio Legislature has also 
had several pieces of legislation 
aimed on revising and reforming 
SNAP on the state level. 

Ohio’s Criminal Justice Recodification Committee 
Approves Final Product – Includes Theft Law Revisions
Amidst the chaotic end of first half of the legislative year with the passage of Ohio’s budget, the Criminal 
Justice Recodification Committee also approved its final recommendations after over two years of meeting 
and deliberating on changes to Ohio’s criminal justice code. The 548-page plain language version of the 
adopted report is currently pending in the Ohio Legislature for consideration and formal introduction.

Contained within the extensive report is language that could prove problematic to OGA members, 
dealing with revisions to the felony threshold level under the theft law provisions. In short, the language 
would raise the threshold from its current $1,000 to $2,500.  OGA met with legislative members on 
the committee over the course of the process to relay our concerns. Given the vast amount of subject 
matter contained with the legislation, we were advised and thought best to revisit the matter when actual 
legislation or language is introduced.

With the budget in the rearview mirror, the Legislature will turn its focus to other pressing matters this 
fall, with criminal justice reform high on the list. We fully expect to see a bill or several bills introduced 
sometime later this year as a by-product of the committee’s recommendations. 

The tastiest way to 
celebrate football season.

@VelvetIceCream

VelvetIceCream.com
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WASHINGTON REVIEW

Time for Washington to Serve up Solutions for 
Independent Grocers
President Trump’s first year in office is quickly approaching, however much of Washington 
continues to be consumed with high-profile turnovers within the Administration, leaks, and an 
ongoing Russia investigation. Despite this, lawmakers have been pursuing an aggressive policy 
agenda, but continue to face slipping deadlines on things such as health care reform and tax 
reform. That “to do” list is likely to be crunched by upcoming deadlines to pass a budget resolution 
for Fiscal Year 2018, a continuing resolution to keep the government funded beyond the end 
of September, raising the debt ceiling, and on the Senate side, confirming the Administration’s 
nominees.

Durbin Amendment/Debit Card Swipe Fee Reform: 

This May, the independent supermarket industry and entire retail community scored a major 
victory after House Republican leadership announced lawmakers would no longer include a 
provision in the Financial CHOICE Act (H.R. 10) that would have repealed debit swipe fee reform. 

The National Grocers Association (NGA) worked tirelessly to help ensure this provision was 
removed from the measure and played a leading role in the coalition to defeat the efforts. If debit 
reforms were repealed, retailers would have seen their swipe fees increase by a staggering 200 
percent despite already paying the world’s highest swipe fees. The annual Supermarket Industry 
Day in Washington fly-in took place while the House Financial Services Committee marked up the 
legislation, giving supermarket operators the opportunity to meet with their lawmakers before the 
bill was advanced out of Committee. This victory means it’s unlikely that Congress will be eager to 
address the issue again any time in the foreseeable future.

Health Care Reform: 
After an initial failed attempt to repeal and replace the Affordable Healthcare Act (ACA), the 
House was eventually successful in its repeal efforts through the passage of the American Health 
Care Act this May. The effort then moved onto the Senate, where Republicans faced similar 
challenges in gathering support among its own caucus to pass a bill. Several legislative proposals 
were made, but at the end of the day lawmakers in the upper chamber rejected an alternative bill 
known as the Better Care Reconciliation Act, which would have repealed and replaced the ACA. 
They were also unable to pass a straight repeal bill and voted down the “skinny” repeal bill that 
would have ended the employer mandate.

Since then, Senate Majority Leader Mitch McConnell (R-KY) has said it’s time for Members of 
Congress to move on from repeal and replace attempts, leaving the future of health care unknown.

FDA Menu Labeling Regulations: 
There wasn’t much downtime in between the menu labeling regulation being delayed to 
May 7, 2018 and attempts to find a solution that creates the flexibility needed for grocers to 
feasibly comply. Shortly after the delay, Mayor Bill de Blasio announced that New York City 
would be implementing its own menu labeling regulation, likely violating the Food and Drug 
Administration’s (FDA) existing federal pre-emption. Currently, New York’s decision to move 
forward with its own version of the law is being challenged in court by numerous retailers.

Additionally, in July, the House Energy and Commerce Committee held a markup on the 
Common Sense Nutrition Disclosure Act (H.R. 772) and approved the bill. A companion bill has 
been introduced in the Senate, and we continue to encourage our legislative champions to push for 
a floor vote in both the House and Senate this fall. 

If you have questions or comments on any state or federal issue, please contact Kristin Mullins 
OGA President and CEO, at (614) 442-5511 ex. 7110 or kristin@ohiogrocers.org

One of President Trump’s 
largest promises on the 
campaign trail included 

modernizing the tax code – 
something that hasn’t been 
done in over 30 years when 

Ronald Reagan was in office. 
In July, Republican leaders 

from the Administration, the 
House, and the Senate released 

a long-awaited document that 
outlined where Congress and 

the White House hope to go on 
tax reform. A provision that was 

not included in the document: 
the border adjustment tax 

(BAT). With the exclusion of the 
BAT, it does leave questions as 
to where Congress will look for 

the revenue offset to any tax 
cuts included in reform. One of 
the places that Congress could 
look to for revenue is the last-
in, first-out (LIFO) method of 

accounting.

Primary contribution from the National Grocers Association: 1005 N Glebe Rd # 250  
•  Arlington, VA 22201  •  (703) 516-0700  •  www.nationalgrocers.org



Visit SpartanNash.com for more information or call:

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

address

Your food has a

LOCAL

Partnering with hundreds 

of local producers for 

homegrown, homemade 

foods right where you live. 
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Michael Sansolo is a 
Retail Food Industry 
Consultant, speaker, 

moderator and author

Office: (301) 299-4101 
Mobile: (202) 258-4365

michael@
michaelsansolo.com

ENTERING THE OMNI-CHANNEL AGE

Any doubts about the impact of electronic commerce on traditional food retail were 
completely dispelled this summer in that moment when we heard the news that Amazon.com 
was buying Whole Foods.

Ushering In the Omni-Channel Age
That was far from the first event in the omni-channel age. In recent months and years there have been 
countless other mergers between traditional brick-and-mortar companies and e-commerce players 
and near endless stories of retailers signing up with e-commerce partners to bring Internet shopping 
into their company.

But somehow the Amazon/Whole Food story was different in that it gave the largest e-commerce 
player a brick-and-mortar presence at a large level. In many ways the merger announcement signaled 
clearly that the time for action is now. 

Omni-Channel Marketing: Finding Ways to Serve Customers

If the road to the future is through omni-channel marketing and retailing – or finding a way to 
serve customers whether they shop you via the Internet or in a store – every company need find its 
own way. Technology is changing shopper habits and expectations. Increasingly shoppers can find 
electronic commerce sites geared to meeting their needs, so existing businesses need recognize two 
critical points:

First, omni-channel solutions are almost certainly a part of your future. How much is something 
you can determine, but the odds are that e-commerce will be part of your business. In many ways, 
your electronic commerce platform could become a way to better know and serve your customer.

The second point is scary: the omni-channel journey is challenging a full of enormous pitfalls that 
can destroy your brand and profits. There are countless issues that require your consideration and 
many companies are lacking the skill sets needed.

The Coca-Cola Retailing Research Council of Latin America recently completed an extensive report 
on the omni-channel journey. While the goal of the study was to help retailers in South and Central 
America, the report is relevant worldwide, including Ohio, as the issues it covers are global in nature. 

Omni-Channel Retailing
Omni-channel retailing allows a consumer to seamlessly move across channels to purchase whatever 
they want, whenever, however and wherever they want. That’s a powerfully ambitious goal, but aligns 
perfectly with today’s shoppers. More than ever they are in charge of their purchasing occasions and 
retailers need serve those needs.

To get started, companies need consider a few important factors about the shoppers they are trying 
to serve. It starts with analyzing your markets to make sure shoppers both are already using on-line 
shopping for non-foods and are heavily using social media. Keep in mind that the percentages doing 
both continue to increase. 

Some factors might be substantially different in densely populated urban areas like Columbus or 
Cleveland than in rural regions. But no matter where you are based the reality is that competitors 
are already looking at how to bring those exact services whether it’s through home delivery, in store 
collection, ready-to-cook meals or fully prepared meals.

The next few pages address critical issues about inccorporating omni-hannel marketing and retailing 
into your operation.

Understanding the 
differences between 

traditinal, multi-channel 
and omni-channel 

marketing is key to 
creating the right type of  

mix for your operation.



Is Our Industry Prepared for the Online Onslaught?
DIGITAL
DILEMMA

Entering the Omni-Channel Age
- More from Michael Sansolo

There are quite a few questions to consider as any business – especially retailers – begins 
an omni-channel journey. So let’s consider some of the more critical ones: product 
assortment, delivery or collection options, technology investments and staffing, 
recognizing that this is just a summary of issues. The Coca-Cola Retailing Research 
Council report itself (available for downloading at www.ccrrc.org) provides the depth 
you need to successfully address these issues.

Everything begins with how the consumer will approach your on-line offering, 
whether it’s for full shopping or just fill-in trips. Some may argue that it’s best to have 
a limited number of SKUs on line, while others say the infinite space of an on-line store 
allows a vastly increased number of products. 

But the Council study, looking at stories of success and failure around the world, 
suggests your initial focus be on items shoppers buy on a regular basis; so use the same 
criteria you would for shelf space. What’s more, prices on regularly purchased items 
should match what you charge inside your stores. Slight premiums can only be charged 
on rarely purchased items.

Handling Delivery Decisions

After assortment, retailers need consider whether to deliver 
products to customers’ homes or have them collect their own 
on-line orders. Even within those points there are many choices. 

For instance, will you handle home delivery on your own or will 
you partner with a third party service? And will you pick the 
orders in stores or in special warehouses? If you offer collection 
will shoppers get the orders in regular stores, from special 
collection points or even from drive up services possibly in your 
parking lot? All options are on the table.

Remember, you are trying to simplify the shopping 
experience, not complicate it.

Just as with your store, your online presence needs constant 

care and updating to stay current. The same advice holds 

for suppliers. Attractive packaging and merchandising is as 

important online as it is in stores.

Consider Your Customer

As you might imagine, each operational choice comes with 
benefits and challenges, and retailers need to carefully 
consider what shoppers might prefer given location and local 
demographics. In addition, the costs for each type of option 
can vary widely and you need to determine if your shoppers are 
willing to pay a premium for these services. 

Technology Investment

Companies need also consider the technology and staffing 
investments necessary. Technology is constantly advancing, 
which means your company will need to invest and evolve as 
that happens. And when it comes to your e-commerce team, 
the Council report recommends it be kept separate from your 
traditional team, at least in the beginning. But it should report 
to a high-ranking executive to ensure clout. 

The council study titled “Preparing for Success in the Omni-channel 
Retail World” can be downloaded for free at www.ccrrc.org.



Is Our Industry Prepared for the Online Onslaught?
DIGITAL
DILEMMA

As your company becomes increasingly omni-channel in your shoppers’ eyes, integration starts to make 
more sense. However, that might take a few years at minimum.

None of this is easy nor does it guarantee added profitability. As the Council learned during its work, the 
real-world challenge – made ever clearer by the Whole Foods deal – is that consumers and competition 
are demanding omni-channel solutions. 

 Traditional businesses must find ways to make omni-channel 
work. Like it or not, the choice must be made. The future, it 

seems, is omni-channel and you need to be part of it.

Source: Statista.com

One-quarter of online respondents 

say they order grocery products 

online, and more than half (55%) 

are willing to do so in the future.

Consider These Statistics:

Use of online or mobile coupons 

and mobile shopping lists are the 

most cited forms of in-store digital 

engagement in use today.

Growth of online grocery shopping 

is driven in part by the maturation 

of the digital natives – Millennials 

and Generation Z.

Virtual baskets don’t typically 

mirror physical ones.  In the U.S., 

for example, the mix of online 

product sales is roughly 60% 

non-food to 40% food, the exact 

reverse of the total in-store CPG 

picture, which is about 60% food 

and 40% non-food.

Brick-and-Mortar Still Dominates

Clicks won’t replace bricks anytime soon, but grocers need to be aware of their 
changing virtual environment and balance it with the physical one. Online 
shopping has a number of benefits, but actual stores still have strong key
advantages over virtual shopping – especially when goods are considered.

Aside from the obvious in-store benefit of fulfilling immediate
shopping needs without paying shipping fees, there are powerful
sensory experiences – smelling freshly baked bread and seeing and
feeling the vibrant color and texture of fresh produce – that is virtually impossible 
to replicate online. It’s also difficult to match the power of human interaction and 
the thrill of unplanned discovery or impulse buys that physical stores can provide. 

Just as important, for many consumers, grocery shopping can be a fun activity that 
generates positive feelings. In fact, the majority of global
respondents (61%) believe going to the grocery store is an enjoyable
and engaging experience. A similar percentage (57%) thinks grocery
shopping in a retail store is a fun day out for the family.

Excerpts from 2015 Nielsen Study

Keep up with the latest in industry trends and news on 

our website: www.ohiogrocers.org
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MEMBER PROFILES

A Word About Online From Our Associates

It's one thing to read from national critics and international surveys about industry trends, but 
points really hit home when they come from, well, home. 

Two of OGA's Associate members – and experts in digital and omni-channel marketing – 
provide their views on the virtual shopping movement and how it affects the grocery industry 
nationally and in Ohio…

Shelf Scouter

If you think waiting six months or longer to start your omni-channel journey will somehow 
make it easier, you need to re-think your position. Shoppers are rapidly adopting technology 
that allows them to order groceries without even having a device in-hand. The phrase, “Alexa 
we need milk” means something. Smart refrigerators can detect when an item is nearly empty 
and automatically place an order with the customer’s favorite store. We’re in an Internet of 
Things API driven world where new gadgets appear daily. New convenience driven features 
are one click away from being added to your competitor’s existing online capability. Are you 
prepared to take orders from a refrigerator?

The key is earning customer trust. Consumers will migrate toward retailers they trust to 
provide groceries and fresh foods through the convenience of ordering from anywhere at any 
time while offering options for pickup and delivery that meet their lifestyle needs.
Being successful as an omni-channel retailer takes commitment and a well thought out 
strategic plan to launch. However, that’s just the start. You need discipline to continuously 
analyze and re-evaluate. Success online isn’t easy, but if done the right way, online shopping 
and delivery is manageable, will keep you relevant, and provide a positive return on 
investment.

How you extend your brick-and-mortar store to online is critical. Each and every store has a 
unique value proposition to the markets they serve. The more you maintain control of your 
online store and delivery solution the more you can impact the fundamentals affecting your 
bottom line. Your online strategy should be laser focused on promoting your brand and image 
while continuously reminding customers of the unique value that only you can deliver.

Competitors are working hard online to better understand consumer needs, provide solutions, 
and become the trusted local store. The best way for you to become a successful online retailer 
is to move forward and become an online retailer.

Let’s get started!

AR Marketing:

We are well into omni channel marketing in the grocery industry. How retailers respond to 
the opportunity to go 'more digital' is the big question they all should contemplate. The 18,000 
square foot single-store operator in the one stoplight town may not recognize the urgency to 
up the digital game. However, the statistics are alarming.

According to a recent NPR report, 34% of American children eat fast food daily and with ease 
of ordering online or "order ahead" apps, it's only going to grow. This group represents the 
tail-end of the largest population group in the United States. A recent FMI/Nielsen report also 
forecasts 20% of all grocery purchases to take place online by 2025. 

Creating 'conversion points' on websites is a great place to start, and fairly easy for retailers 
to execute. Meaningful links back to a store's website from places like Facebook, Twitter, IP 
targeted ads or retargeting are excellent entry points for retailers to gain simple consumer 
insight and understanding of online activity.

Founded in 2009, AR Marketing 
is full-service marketing firm with 
over 20 years of strong industry 
experience, serving clients ranging 
from independent proprietors 
to Fortune 50 companies. 
Headquartered in Findlay, Ohio, AR 
is one of Northwest Ohio’s fastest 

growing firms.

AR was originally formed to assist 
Ohio grocers with their marketing 
and advertising efforts, and 
has since grown into a leader 
in creative design and branding 
across multiple verticals. (Medical, 
Retail, Petroleum to name a few). 
We conduct business in 27 states 
and Canada, always positioning 
ourselves as a leader in marketing 
and design by pushing ahead of 
current trends in design, marketing, 
technology, and digital media.

Shelf Scouter is your partner in 

Grocery Store eCommerce. At Shelf 

Scouter, we provide you with the 

tools and the knowledge you need 

to succeed. We are with you every 

step of the way as we define your 

online store strategy, integrate 

with your back-office POS, identify 

fulfillment logistics and train staff, 

market to attract new customers, 

and analyze sales to build loyalty 

and profitability.

Why Choose Shelf Scouter?

• Complete online grocery store 

solution plus home delivery 

without overhead expense

• Dedicated consultative direction 

to help grow customer loyalty and 

ROI

• Seamless POS integration, Online 

payment, Custom Pickup and 

Delivery options, and more.

“It’s better to make mistakes trying something 
new than trying nothing at all.” 

– Alexandra Friedman, Co-Founder of LOLA
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ASSOCIATION UPDATE

Ohio's Best Bagger 2017
Once again, the competition was fierce as twenty-one baggers from across the state of 
Ohio met to see who would take home the coveted porcelain bag and $1,000 as Ohio's 
Best Bagger for 2017.

Giant Eagle Market Place provided a fantastic venue with an even bigger spread of food 
and drink for contestants and families, while Pepsi Bottling Company and Joshen Paper 
& Packaging sponsored one of the most competitive events to date!

Congratulations to our eventual winner,  Ellissa Chambliss (representing Buehler's 
Markets – winners for the third year in a row!), who will represent Ohio in the National 
Best Bagger competition in February at the Mirage in Las Vegas – and a chance to win 
$10,000!

Ohio Grocers Annual Golf Outing
August 1 was a beautiful day for golf as 124 descended on the beautiful links at Pinnacle 
Golf Club for a day of networking, food, and fun competition. Special thanks to the 
dozens of sponsors and volunteers who made the day an incredible success – and to 
those golfers who took part in the activities.  

A full list of sponsors and more photos from the day can be found on our website:   
www.ohiogrocers.org

More photos can be found on our 
website at www.ohiogrocers.org.

If you have any questions or comments on any Association or Foundation issue or event, please contact 
kristin Mullins, OGA president & CEO, at (614)442-5511 ext. 7110 or email kristin@ohiogrocers.org.   

Bagging Royalty was in the house as 

Ohio's Best Bagger (2015 AND 2016) – 

and the NATION'S Best Bagger, Brady 

Long, looked on – and later showed his 

mad bagging skills in competition.

OGA's Golf Outing wasn't the only 

event this summer (June 21), as golfers  

played 18 holes at  Avalon Golf Club 

& Country Club for the Youngstown 

Grocers Association

See more photos on the YAGA website at 
www.yagatrust.org
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  For more information, please contact CareWorks at (888) 627-7586, Ext. 3554, or visit online at 
www.careworksmco.com.

Management of Disability and Prediction of Healing

DISABILITY MANAGEMENT & HEALING

This is a detailed process involving medical and administrative personnel and legal services 
as well.  Through the process, one common thread remains - the human body is built to heal.  
Amazing, right?  All too often we forget this incredibly important aspect of injury care, that the 
body is an amazing healing machine with remarkably reproducible statistics.  

The consistency in the human body for healing is standard and if the recovery process takes 
longer than normal there are variables to be considered.   These variables to be considered are, 
at the very least, listed below:

Age
It is not discrimination to understand that as the human body ages – often through chronic 
wear and tear issues regarding joints, muscles, tendons and even nerves – the ability to self-
repair decreases as one’s DNA synthesis and repair abilities also decrease.  Bones that are more 
brittle; or osteoporotic; tendons that are frayed; ligaments that have been pulled and stretched 
through life all make the recovery of an aging person, for the most part, longer and more 
expensive to support.

Underlying Health Issues
Diabetes, obesity/metabolic syndrome and vascular diseases, in particular, can hinder the 
healing process and prolong recovery time.  All of these conditions increase in incidence with 
increasing age.

Habits
To physicians, the worst habit for healing is of course smoking, which causes small blood 
vessel disease and therefore impairs circulation.  Without proper blood flow the delivery of 
oxygen and nutrients necessary for healing is greatly impaired, thereby increasing healing 
times and complication rates.  Infection, skin breakdown, non-union of fractures can all occur 
with smoking.  A close second would be alcohol consumption, which can affect nerve cells in 
particular and overall health in general.  The opiate addiction situation is rampant as well and 
will be the topic of its own discussion in the near future.

Job Responsibilities/Activities

The possibility of light duty is important to maintain work activities and connection with the 
workforce.  It stands to reason that a person whose job requirements are less strenuous, such as 
a desk IT position, could return-to-work prior to a very strenuous job requiring heavy lifting, 
walking or standing for long periods of time.

All of these factors go into the management of disability process.  All of us involved in this process 
need to be on the same page regarding safe return-to-work to offer the best plan for gainful 
employment and lifestyle stability for each injured worker.  

Healing is constant.  Opportunities to heal are variable.  We work with the variables from the 
date of injury to encourage the best possible outcomes for each injured worker.

In today’s workers’ compensation world, management of disability (MOD), is quite the buzzword.  

Physicians, nurses, case managers, human resources personnel at the MCO and BWC as well as 

Physician of Record offices are all working on the process of allowing injured workers to journey 

from illness or injury to healing, and ultimately a healthy and safe return-to-work.

We Know From Centuries 
of Research on the 
Human Condition:

1. A bone fracture, for the 
most part, will heal in about 
4-6 weeks for the vast majority 
of humans.  Professional 
athletes and young able-bodied 
adolescents can heal quicker 
than older patients or those 
with underlying medical 
conditions.  That is why we 
have an “average” healing 
time of about six weeks.  It is 
a very good gauge for health 
care providers, employers and 
injured workers to support a 
frame of reference for “return to 
normal.”

2. A simple muscle or tendon 
sprain, like a fracture, can 
take about 4-6 weeks to heal, 
whereas more complex sprains 
or tears can take up to 8-10 
weeks.  The healing process is 
at first directed to rest and then 
directed to gradual return to 
function.

3. A ligament strain can take 
12-16 weeks to heal, such as 
a strain in posterior spinal 
ligaments which can lead to 
bulging or herniated discs.

4. A nerve injury heals at the 
rate of about one inch of repair 
a month, so the longer the nerve 
the longer the recovery. 



CareWorks is proud to have been endorsed as the preferred workers’ compensation
Managed Care Organization (MCO) of the Ohio Grocers Association since 2000.

Dedicated Case Management Associates |  Individually Assigned Account Executives
Web-Based Claims Access |  Online Injury Reporting & Provider Search

Injury Reporting Packets |  Initial Treating Provider Listings
First Report of Injury (FROI) |  Medical Bill Payment

Customized Claims Reporting |  Return to Work
Drug Utilization Review

Visit us online to learn more about how we strive to exceed
expectations and make a difference in the lives we touch.

1-888-627-7586  | www.careworksmco.com  | cwcomm@careworks.com

Customized medical management services designed to
promote recovery, help control costs and enhance productivity.

A PARTNER YOU CAN TRUST
FOR OHIO WORKERS’ COMP
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Baker’s First-Year Anniversary 
included a ribbon cutting!

NOTABLE & QUOTABLE

Community Outreach: 

Ohio Soft Drink Association Launched the Balance Calories Ohio
Launching on August 9, 2017, the Ohio Soft Drink Association is partnering with a few 
of OGA’s members G & J Pepsi-Cola Bottling Co. Consolidated, Coca-Cola Bottling Co. 
Consolidated, Dr. Pepper Snapple Group and Pepsi Beverages Co., alongside the Mid-Ohio 
Food Bank, American Beverage Association and Columbus City Parks and Recs; This is a 
national effort, starting here in Columbus, is to help fight obesity by reducing sugar and calories 
consumed from beverages in Ohioans’ diets and promoting calorie awareness and balance; 
“Balance What You Eat, Drink, and Do.” 

Kroger Donates Clothes, Shoes To Salvation Army Rehabilitation Center
Kroger’s Atlanta division recently donated 45 pallets of apparel and shoes to the Salvation 
Army’s Adult Rehabilitation Center in Atlanta, Georgia. The donation will support the Salvation 
Army as it continues its mission of clothing, comforting and caring for those in need.

Kroger Fights Hunger
The Kroger Co. will donate one meal for every flu shot administered at its pharmacies and 
The Little Clinic locations as part of its second annual health-and-wellness campaign. “One 
Shot, One Meal,” in partnership with The Little Clinic and domestic hunger relief organization 
Feeding America, donates a meal through Feeding America’s network of food banks for every 
flu shot given through April 1, 2018. A wholly owned subsidiary of The Kroger Co., The Little 
Clinic health care clinics are located inside select Kroger stores in Indiana, Mississippi, Virginia, 
Georgia, Kentucky, Tennessee and Ohio; King Soopers in Colorado; Fry’s Food Stores in 
Arizona; Dillons stores in Kansas; and JayC stores in Indiana.

First ‘IGA Cares’ Initiative Under Way With Partnership For Drug-Free Kids
IGA Cares initiative will support the mission of supporting families struggling with their son 
or daughter’s substance use through in-store fundraising activities and the sales of specially 
marked IGA Exclusive Brand products. During this national campaign, which began running 
in participating IGA stores on Aug. 1, IGA will raise funds and awareness to help parents and 
families and help end the nation’s opioid epidemic. 

Raisin Rack Develops an Environmental Friendly Project
Raisin Rack is developing an environmental project to help bring pollinating insects to the 
Canton location. They’ve put plants that bloom at different times throughout the season by the 
Canton store to provide a circulating interest to the insects and even humming birds as well.

Velvet Ice Cream Donates to Pelotonia
Velvet Ice Cream celebrated Pelotonia this year at the opening ceremonies and during the 
ride. Velvet donated 25 cents of each carton of Vanilla Lovers Trio ice cream to Pelotonia’s 
fundraising efforts. 

Celebrations:

Baker’s Grand Opening/Anniversary 
Baker’s IGA celebrated their one year anniversary earlier this month of opening in Mount 
Vernon, Ohio last year. Gary and Terrie Baker took over Neff ’s Market and have invested over 
one million dollars over a year for renovations. They were joined by many industry members and 
the Knox County Chamber of Commerce as they cut the ribbon for their soft-grand opening.

Dorthy Lane Market Supervalu 2017 Grand Master Marketer 
During its fourth annual National Expo, Supervalu named Dorothy Lane Market the 2017 Grand 
Master Marketer. DLM was awarded a $25,000 grant, payable to the charity of its choice from the 
Supervalu Foundation. More than 500 marketing programs were submitted for the awards, and 
were judged on the creativity, clarity and effectiveness of the stores’ marketing efforts.

A national movement to fight 
obesity is starting here in Ohio – 
as OGA members join the Ohio 
Soft Drink Association!

IGA Cares tackles substance 
abuse with its latest initiative.



What’s Hot:

Aldi Enters Grocery Delivery in Partnership with Instacart
Another grocery chain to adapt to grocery delivery. Aldi partnered with Instacart Inc. to deliver 
groceries in three U.S. cities, a move that comes amid intense competition and disruption in the 
industry. Aldi will launch a pilot starting the end of August in Los Angeles, Atlanta and Dallas with 
the potential of expanding to more cities in the future. OGA member Weiland's Market has also 
made the online leap, using Instacart since May 1.

SpartanNash Launches Online Shopping Experience 
In July, SpartanNash joined “Fast Lane,” click and collect program, a company that takes the 
grocery experience shopping online. With Fast Lane, customers select groceries online and a store 
employee hand picks them- changes the way of shopping. SpartanNash launched Fast Lane in 
Michigan and will continue to expand Fast Lane over the next few years, growing to 25 stores in 
Michigan in 2017 and up to 50 stores in the company’s nine-state footprint in 2018. 

Moving Up:

Anheuser-Busch Says It Will Give American Brewing a $2 Billion Boost 
Anheuser-Busch will invest close to $500 million in 2017, and $2 billion through 2020 – among 
the largest ever capital investment programs in U.S. brewing history. The 2017 investments include: 
Over $200 million for brewery and distribution projects, $180 million for product packaging and 
innovation initiatives and $58 million to improve and increase sustainability at the facilities.

NOTABLE & QUOTABLE

“Notable and Quotable” spotlights Ohio grocers and industry leaders.  To share your news with fellow 
grocers, email veronica@ohiogrocers.org, or call 614-442-5511 ext. 7190.   

AFFORDABLE 
ONLINE GROCERY SHOPPING  

& DELIVERY SOLUTIONS 

Increase Sales

Transform your Business with a Trusted Partner 

Build Loyalty

Contact Doug Goodwin  for more information DGoodwin@shelfscouter.com 

 

Members are moving online!
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FOUNDATION UPDATE

For more information about Foundation Scholarships, please contact Bryan Giesecke at 614-448-1626 
or by email at bryan@ohiogrocers.org.  

This year offered another 
fantastic array of applicants 
from which to select, and 
included some new scholarship 
opportunities!  Every one of our 
applicants should be proud of 
their accomplishments, especially 
those winners who stood out 
among the best.  

Scholarship Winners
Congratulations to all our 2017-2018 recipients!

OGF Scholarship Recipients
Kyle Mumford, Bassett's Market – Kyle will be a Freshman attending Bowling Green 
University in the fall.
Rebecca Love, Sherwood Food Distributors – Rebecca will be a Senior attending     
John-Carroll  University in the fall.
Allison Upchurch, Save-A-Lot, Urbana  – Allison will be a Sophomore attending  Capital 
University in the fall.
Rachel Hickerson, Eickenberry's Foodliner, Inc. – Rachel will be a Freshman attending 
Miami University in the fall.

Inaugural Dodds/Buchanan 
Legacy Scholarship
2017 introduces this brand new 
scholarship awarded to Trent 
Siebeneck from Cooper Farms .

Buehler’s Fresh Foods Scholarship Recipients
Noel Takacs, Buehler’s Medina – Ed and Helen Buehler Scholarship - Noel will be a 
Freshman attending Cuyahoga Community College this fall.
Sean lacey, Buehler’s Medina  - Gene and Don Buehler Scholarship – Sean will be a 
Sophomore attending Akron University in the fall.

Kyle Mumford Rachel Hickerson

Sean Lacey

James Mullarkey Alexandra Romano

Rebecca Love Allison Upchurch

Noel Takacs

Katie Gustas Brandon Hacker

Youngstown Area Grocers Association Scholarship Recipients
Katie Gustas, Dean Foods - Henry Nemenz, Sr. Scholarship - Katie will be a Sophomore 
attending Pennsylvania State University in the fall.
James Mullarkey, Village Plaza Sparkle – YAGA Scholarship - James will be a Freshman 
attending Youngstown State University in the fall.

Brandon Hacker, Sparkle Market -Danny Writtenberry Scholarship – Brandon will be a 
Senior attending Youngstown State University in the fall.

Alexandra Romano, Andover Sparkle -YAGA Scholarship – Alexandra will be a 
Freshman attending John-Carroll University in the fall.

Trent will be a 
Freshman attending 
Bowling Green 
University in the fall.



A REGIONAL LEADER
American Seaway Foods Services understands what it takes to grow and profit in the challenging 

retail food industry. We are dedicated to creating strong partnerships with our customers, providing 

personalized service and support.

ABOUT
American Seaway is a full-line retail grocery wholesaler serving Western Pennsylvania and Ohio with 

nine distribution facilities. We deliver over 15,000 national brands plus Food Club, Top Care, Valu 

Time and Full Circle Organics. We operate a state-of-the-art fresh food manufacturing facility. 

For more information, contact American Seaway Foods  

(412) 967-4764 or (800) 362-8899

DEDICATED TO PROVIDING THE LOWEST COST OF GOODS

BENEFITS
•  Unique rebate programs paid quarterly
•  Aggressive private label funding program
•  Monthly “hot” deals and closeout  
   opportunities

•  Retail allowance payment plan
•  Twice yearly food shows - perishable and 
   dry goods

•  Weekly ad plan support
•  DSD/central bill programs
•  Cross-dock programs
•  Dollar program
•  POS technology support
•  Shelf tag printing
•  Strategic pricing analysis and support



1335 Dublin Rd  •  Suite 30A

Columbus, OH 43215

www.ohiogrocers.org

Fort Worth

OKC

Fort Scott

Kansas City

Norfolk

Great 
Lakes

Nashville
Memphis

Southaven

Gulf Coast

States with 
distribution 
centers

States with 
distribution

States with 
no current 
distribution yet

Largest Retailer-Owned Grocery Co-Op in the U.S.

Over 30 states

Over $10 Billion in Sales

Over 3,800 Retailer Locations

WE
ARE

FOR
YOUHERE

For a lower cost of goods

PLEASE CONTACT:

Dave McKelvey 713-876-6240 

Keith Knight 615-290-6093

Wayne Hall 608-347-7318


