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IT STARTED WITH  
A SANDWICH
In New Hampshire and Vermont, Jake’s Market emphasizes what it does best.  
BY AL HEBERT

J ake’s Market & Deli focused 
on food when it opened 
in 1997 — still a relatively 
unique emphasis for a c-store 
back then. There were no 
seats, but it was the best place 
in Lebanon, New Hamp-
shire, to get a sandwich. Fast 

forward 17 years and owner Ed Kerrigan has opened 
seven more stores, two coffee shops and a grocery 
store in Vermont and New Hampshire. 
In each market, Jake’s is still making the 
best sandwich around. 

Kerrigan recalled the early days: “It 
was a pretty bare bones deli, mostly just 
sandwiches. We had a good product, good 
value and a good staff. Customers liked 
the people who were [working] there, 
and they came back.” 

One Company, Many Different Stores
As he built his business, Kerrigan’s phi-
losophy was to acquire additional stores 
that were existing operations. “I focused 
on locations where the former operators struggled 
making them work,” he said.  

General Manager Bruce Bergeron has also 
bought into the business model, saying, “Our 
strength is taking a B site and making it an A site.” 
The model was simple: Improve staffing, install 
new attractive merchandising equipment, artfully 
increase inventory of core categories (beer, wine, 
snacks, candy), and most important, emphasize 
Jake’s custom food program.  

“We didn’t need to pour millions of dollars into it. 
These were neighborhood stores. The stores are not 
along the interstate and we don’t run them 24 hours 
a day,” Kerrigan explained. 

Each store is physically different, ranging from 
1,200 to 3,000 square feet. One store is a 200-year 
old barn, others have converted 2-bay service 
stations and a few of the company’s purpose-built 
c-stores were built 15-20 years ago. “We admire 
big franchisees building modern 5,000-square-foot 
stores, but we have developed a formula to compete 
with them,” Bergeron said. “We fought the tempta-
tion to go with quick-service restaurants, but our 
identity is the custom sandwich shop.”

The Deli
Indeed, each store is customized with a menu tai-
lored to fit its particular market. “We have a hot food 

Jake’s does two 
things really 
well:  Resuscitate 
struggling 
operations and 
make a fantastic 
sandwich.
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In New Hampshire and 
Vermont,  Jake’s Market 

emphasizes what it 
does best.
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We’re planting some fresh ideas with 
our retailers and their customers!

At Associated Grocers of New England, we continually 
challenge ourselves to find new opportunities and products 
that will help make our retailers more competitive. For 
instance, specialty, natural and organic foods are among the 
fastest growing categories in the U.S. For many independent 
retailers, these categories have been challenging. But with a 
delivery system second to none... that’s about to change!

Sixty-eight years ago, an idea took root that forward-
thinking independent grocers could band together and take 
control of their own future. Now’s the time to start 
harvesting the fruits of those labors!

(603) 223-6710 • AGNE.com 
11 Cooperative Way, Pembroke, NH 03275

Natural Organic Specialty

New Hampshire • Vermont • Massachusetts • Connecticut • Rhode Island • Maine
Upstate New York/Albany area • Northeast Maryland • Eastern Pennsylvania

Contact Mike Violette, (603) 223-5304 • mviolette@agne.com or Nathan Beit, (603) 223-5436 • nbeit@agne.com for more information.
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The News & Food Report is the official month-
ly communication published by New Hampshire 
Grocers Association ( NHGA). The information 
in the News & Food Report is from sources be-
lieved to be reliable. We’ve exercised reason-
able care to assure its accuracy. However, the 
New Hampshire Grocers Association does not 
guarantee that the contents of this publication 
are correct, and statements attributed to other 
sources do not necessarily reflect the opinion 
or position of NHGA. Articles are designed to 
provide timely, general information in topics 
covered. Special limitations prevent exhaustive 
treatment of special subjects. NHGA articles 
are not intended to provide advice or assis-
tance with individual problems. The editor is 
not rendering legal advice in this publication. 
Readers should employ legal counsel to deter-
mine the applicability of these articles to their 
particular circumstances. Articles and informa-
tion featured in News & Food Report may be re-
produced with appropriate acknowledgement 
of source(s).

To Keep The Membership Informed:
NHGA maintains a collaborative relationship 
with numerous state, regional and national or-
ganizations including Food Marketing Institute, 
National Association of Convenience Stores, 
National Grocers Association, United INDUS-
TRY for Recycling, Food Research Society, Gro-
cery Manufacturers of America, NH Food Bank, 
Food Industry Assoc. Executives and Food 
Trade Press

Postal Information:
News & Food Report (ISSN 0745-6239, USPS 
390300) is the Official Publication of the NH 
Grocers Association and is published monthly 
at 110 Stark Street, Manchester, NH 03101-
1977, Phone (603)669-9333. Periodicals Post-
age paid at Manchester, NH POSTMASTER: 
Send address changes to News & Food Report, 
110 Stark Street, Manchester, NH 03101-1977

Subscription Information:
Advertising and editorial copy should reach 
publication office by the 1st of the preceding 
month. Subscription rate payable in advance 
$24.00 a year. Regular issues: single copies 
$2.50 each. Special issues $3.00 each.

Communicating News the Way You Want It:
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EditorialPROS & CONS	

Find us online at 
www.grocers.org

John M. Dumais, President & CEO, dumais@grocers.org

What Happens This Year, Is 
Your Business

Every year at this time, the Board, Staff and I pre-
pare for the inevitable crush of legislative proposals 
at both the federal and state levels. It also gives me 
pause to reflect, once again, on one of my favor-
ite quotes that is pictured in my office by Thomas 
Brackett Reed, “One of the greatest delusions in the 
world is the hope that the evils in this world are to 
be cured by legislation.” Now I interpret the ‘evils’ 
in this quote can take on several different meanings. 
For instance it could be punitive legislation; or more 
often, good intent with the potential for a bad outcome. Still, there can be legislation 
that is beneficial to the state and improves business profitability. 

For these reasons it is good to have professional insight and representation to 
monitor, interpret and explain what the outcomes will be. Like most state food trade 
associations, we are very fortunate, at the federal level, to have the collaborative 
efforts of several national trade associations including Food Marketing Institute, 
National Grocers Association, National Association of Convenience Stores and Gro-
cery Manufacturers Association. 

On the state level, we are in the very capable hands of our Legislative Consultant, 
Stuart Trachy. As our confidant, he also participates in numerous coalitions with 
other lobbyist representing specific allied trade groups.

For NHGA members, this is an awesome amount of representation when you con-
sider that we are covering the second and third largest, free world, governing bodies 
(U.S. Congress and NH General Court); and over 12 regulating state agencies.

In this issue, Stuart has authored a good description of how things have changed 
at the State House after this fall’s elections. Currently, we are already reviewing bill 
titles; and awaiting the final language to determine how we will prioritize our in-
volvement in defending or opposing their impact on the food industry. We anticipate 
as usual, monitoring over 125 proposals at the beginning of the session. Each Friday 
any member is eligible to receive a free roster of the current bills we are tracking. In 
addition, members are invited to a weekly, one hour group conversation with Stuart 
on all legislative activity. 

Yet as good as all this sounds, the impact will be diminished without your personal 
involvement. Elected officials want to hear directly from their constituents on how 
their votes affect business. It is the one part of government relations that no lobbyist 
or trade group can do for you. Your voice is the most important defense you have 
in protecting your business. We can research the issue and help prepare your com-
ments, but they have to be sincere, reflect your specific situation and be offered by 
you.

Another prominent quote comes from our own Daniel Webster who said, “A strong 
conviction that something must be done is the parent of many bad measures.”. We 
are looking for this to be a positive year, but only you can insure that ‘bad measures’ 
do not happen to your business.
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Education- LOB 103
Sen. John Reagan- Chair
Sen. Nancy Stiles- Vice Chair
Sen. Kevin Avard
Sen. Molly Kelly
Sen. David Watters
Tuesday, 9:00 - Noon

Judiciary- SH 100
Sen. Sharon Carson- Chair
Sen. Sam Cataldo- Vice Chair
Sen. Gary Daniels
Sen. Bette Lasky
Sen. David Pierce
Tuesday, 9:00- Noon

Ways and Means- SH 103
Sen. David Boutin- Chair
Sen. Lou D’Allesandro- Vice Chair
Sen. Andy Sanborn
Sen. Chuck Morse
Sen. Dan Feltes
Tuesday, 9:00- Noon

Rules, Enrolled Bills and Internal Affairs
Sen. Russell Prescott- Chair
Sen. Kevin Avard- Vice Chair
Sen. Jeb Bradley
Sen. Donna Soucy
Sen. Martha Fuller Clark
Will meet as needed

Commerce- SH 100
Sen. Russell Prescott- Chair
Sen. Jeb Bradley- Vice Chair
Sen. Sam Cataldo
Sen. Donna Soucy
Sen. David Pierce
Tuesday, 1:00-4:00

Finance- SH 103
Sen. Jeanie Forrester- Chair
Sen. Jerry Little- Vice Chair
Sen. Chuck Morse
Sen. John Reagan
Sen. Lou D’Allesandro
Sen. Andrew Hosmer
Tuesday, 1:00 - 4:00

Transportation- LOB 103
Sen. Nancy Stiles- Chair
Sen. Regina Birdsell- Vice Chair
Sen. Gary Daniels
Sen. David Watters
Sen. Dan Feltes
Tuesday, 1:00-4:00

Health and Human Services- LOB 101
Sen. Andy Sanborn- Chair
Sen. Molly Kelly- Vice Chair
Sen. Kevin Avard
Sen. Sharon Carson
Sen. Martha Fuller Clark
Tuesday, 1:00-4:00

Energy and Natural Resources- SH 100
Sen. Jeb Bradley- Chair
Sen. Jerry Little- Vice Chair
Sen. Andy Sanborn
Sen. Martha Fuller Clark
Sen. Dan Feltes
Wednesday, 9:00-Noon

Executive Departments  
and Administration- LOB 101
Sen. Sharon Carson- Chair
Sen. John Reagan- Vice Chair
Sen. Sam Cataldo
Sen. Donna Soucy
Sen. Jeff Woodburn
Wednesday, 9:00-Noon

Public and Municipal Affairs- LOB 102
Sen. Regina Birdsell- Chair
Sen. David Boutin- Vice Chair
Sen. Jeanie Forrester
Sen. Bette Lasky
Sen. Molly Kelly
Wednesday, 9:00-Noon

Capital Budget
Sen. Gary Daniels- Chair
Sen. David Boutin- Vice Chair
Sen. Nancy Stiles
Sen. Lou D’Allesandro
Sen. Molly Kelly
Will meet as needed

New Hampshire Senate Committees 2015-2016

House Speaker Announces Leadership Team
Jasper Selects strong Republican team to drive New Hampshire’s Agenda

NH House Speaker Shawn Jasper (r-
Hudson) today announced his leadership 
team that will preside over the House 
standing committees. The newly elected 
leader of the New Hampshire House of 
Representatives called upon a number of 
veteran republican legislators, as well as 
several lawmakers who will be serving 
in a leadership role for the first time.”.

“I have made it clear from the begin-
ning that I would be all inclusive in put-
ting together our leadership team,” said 
Jasper. “I am proud to be working with 
a team of leaders, representing a diverse 
and talented cross section of our party, to 
help us develop and drive an agenda that 
will address critical issues of concern to 
the people and future of our state,” he 
added. “During our upcoming caucus on 
December 17 we will begin to develop 
our agenda from the ground up through 
an exchange of ideas from within our 

caucus. We have been given the opportu-
nity to lead and I look forward to getting 
to work on the issues that really matter 
to the people we all were sent to Con-
cord to represent. “The Finance Com-
mittee, key to the formation of the next 
biennial state budget, will be chaired 
by Neal Kurk (r-Weare) a veteran of 
the committee and former chair who is 
entering his 15th term as a member of 
the House. Each of the three committee 
divisions will chaired by members with 
a strong background in finance . Lynne 
Ober (r-Hudson), entering her sixth term 
in the House, will serve as vice chair 
for the Finance committee and will also 
preside as chairman of Division 1. Da-
vid Danielson, (r-Bedford), will serve 
as the vice-chair for Division 1. The Di-
vision II chair will be Karen Umberger 
(r-Kearsarge). She will be assisted by 
Vice Chair Laurie Sanborn (r-Bedford). 

Heading up Division III of Finance will 
be Richard Barry (r-Merrimack). Serv-
ing as his vice chair will be Betsy McK-
inney (r-Londonderry), a veteran law-
maker beginning her 16th term.

The Ways and Means Committee, 
which considers and reports on all bills 
and resolutions relating to raising mon-
ey, will be chaired once again by Nor-
man Major (r-Kingston), entering his

10th term in the House, and also a 
former chair of the committee. Patrick 
Abrami (r-Stratham) will serve as the 
vice-chair.

Additional leadership positions, in-
cluding the deputy majority leader will 
be announced.

Chairmen and Vice Chairmen of the 
remaining committees include:

House Speaker Announces 
Leadership Team Continued on page 8
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Contact Your Elected Officials

Get the latest Legislative and Regulatory updates 
from Stuart every Friday by e-mail and live call-in 
conference calls each Monday morning. Access 
even more information at the website www.grocers.
org or FaceBook/NHGA.  All of these benefits  are for 
members at no additional cost.

The State We Are In
Maggie Hassan
Governor 
Office of the Governor
State House
107 North Main Street
Concord, NH 03301
(603) 271-2121

Charles Morse
NH Senate President 
State House
107 North Main Street
Concord, NH 03301
(603) 271-2111

Shawn Jaspe
NH Speaker of the House 
State House
107 North Main Street
Concord, NH 03301
(603) 271-3661

Jeanne Shaheen
U.S. Senator
520 Hart Senate Bldg.
Washington, DC 20510
(202) 224-2841

Kelly Ayotte
U.S. Senator
144 Russell Senate Bldg.
Washington, DC 20510
(202) 224-3324

Frank Guinta
U.S. Representative
1223 Longworth Bldg.
Washington, DC 20515
(202) 225-5456

Ann McLane Kuster
U.S. Representative
2350 Rayburn Bldg.
Washington, DC 20515
(202) 225-5206

By Stuart D. Trachy
The November elections are over and both the NH 

House and NH Senate have elected their officers.  
While the Senate was a bit more predictable, with 

the Republicans gaining a 14-10 majority and re-
electing Chuck Morse (R-Salem) as President, the 
NH House presented a predictable ”unpredictable” 
outcome.

Going into the 2014 state elections, Democrats 
controlled the NH House.  After the election the Re-
publicans retook control with a margin of 239 Re-
publicans to 160 Democrats, with one independent.  
The Republicans clearly had a strong majority.

A couple of weeks after the election the Repub-
licans majority caucused and they chose former 
Speaker of the House Bill O’Brien as their candidate 
for Speaker.   He won the caucus nod over former 
Speaker Gene Chandler by a vote of 116-112.  Chandler moved to make the caucus 
choice unanimous in a unifying gesture.

During those few weeks between the Republican caucus and the final vote for Speak-
er on December 3rd, some anti-O’Brien Republicans started to look for an alternative 
coalition candidate that may stand as a challenge to Bill O’Brien.  That Republican 
would need Democratic support to overcome the Republican caucus nominee’s votes.  

To make a long story short, Republican Shawn Jasper was just that Republican and 
he was elected Speaker on the third ballot.  There were just enough Democrats and dis-
sident Republicans to coalesce against Bill O’Brien, denying him the Speaker’s post in 
an upset.

Who is Shawn Jasper?
Shawn Jasper is a product of New Hampshire, through and through.  Jasper, who will 

turn 55 in January, is starting his 11th two year term in the NH House.  He was born in 
Nashua, graduated from Alvirne High School in Husdson, and then went to college at 
the University of New Hampshire, graduating in 1989.  He is the president of a local 
business, Jasper Corporation, is married and has one child.  He has served as Selectman 
in Hudson, off and on, for over 20 years.  

While some O’Brien-supporting Republicans question Jasper’s party credentials, 
there is no mistaking his long-standing record as a strong Republican over the years.  

He is a consistent supporter of Right-to Work legislation, opposes increases in the 
minimum wage, has opposed expanded gambling in the past, opposed same-sex mar-
riage, and also opposed mandatory seat belt use in the State.  His past record of votes 
clearly defines him as a traditional conservative Republican.  

How Jasper pulls House Republicans together on major legislative issues and estab-
lishes the House position on bills remains to be seen, but it is clear that many of those 
who opposed his election will continue their fight throughout the legislative session.  

The window of opportunity to file bills for the 2015 legislative session has closed.  We 
have seen most of the titles of bills filed to date, although senators have the ability to file 
“confidential” bills.  We will get a peek at those later on in the process.  

We anticipate many liquor and tobacco related bills, as well as many business tax 
bills.  The House Committees overseeing such legislations will see some familiar faces 
returning to the helm as chairmen.

The House Ways & Means Committee will be headed by former chairman Norm 
Major (R-Plaistow), the House Finance Committee will be chaired by another former 
chair, Neal Kurk (R-Weare) and John Hunt (R-Rindge) will regain his long-standing 
chairmanship of the House Commerce Committee.  

As this goes to press, we are waiting to see the texts of bills introduced, and await the 
scheduling of hearing.  

Please plan to join our Monday morning Legislative Committee conference calls.  We 
convene weekly at 8:00 AM and look forward to a lively discussion of the issues.  Stay 
tuned for call-in information.
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OFFICERS 

Tim Merrill
Board Chairperson
Associated Grocers of NE
11 Cooperative Way
Pembroke, NH 03275
(603) 223-5446

Laurie Goupil 
Vice Chair
Gerry’s Variety
66 Lincoln Street
Exeter, NH 03833
(603) 583-5164

Jay Rainville
Vice Chair
Market Basket
875 East Street
Tewksbury, MA 01876
(978) 851-8000
Fax: (978) 640-8689 

John M. Dumais
President & CEO
NH Grocers Association
110 Stark Street
Manchester, NH 03101
(603) 669-9333
Fax: (603) 623-1137
Cell: (603) 315-4164

Philip Tucker
Treasurer
Aldrich General Store
3039 Dartmouth College Hwy
North Haverhill, NH 03774
(603) 787-6241
Fax: (603) 787-6808

Glen Yergeau 
Vice Chair
Rite Aid
71 Lowell Road
Hudson, NH 03051
(603) 578-1972

Judy Knapp 
Immediate Past Chair
Hannaford Supermarkets
PO Box 1000
Portland, ME 0414
(207) 885-3243
Fax: (207) 885-2875

Kevin Daigle
Vice President
NH Grocers Association
110 Stark Street
Manchester, NH 03101
(603) 669-9333
Fax: (603) 623-1137

DIRECTORS

Ilene Beattie
Jiffy Mart
4276 Route 106
Perkinsville, VT 05151
(802) 263-5810
Fax: (603) 542-5127

Bruce Bergeron 
Jake’s Market
119 Mechanic St
Lebanon, NH 03766
(603) 667-8254

NH Grocers Association
BOARD OF DIRECTORS 

Revised 12/18/2014

Moe Boucher
Pepsi Beverage Company
127 Pepsi Road
Manchester, NH 03109
(603) 625-5764
Fax: (603) 627-8027

Ken Camille 
Cumberland Farms
291 Central Ave.
Dover, NH 03820
(603) 749-6310
Fax: (603) 749-6408

Joe Correia, Jr.
Route 13 Stateline
448 Route 13, South
Brookline, NH 03033
(603) 673-5475

Tom Demers
HP Hood, Inc.
330 North State Street
Concord, NH 03301
(603) 494-3319
Fax: (617) 241-1651

Elie ElChalfoun
Mega-X
3 Allenstown Road
Allenstown, NH 03275
(603) 485-0202

Jeff Kelly
Bristol Shop N Save
505 Pleasant Street
Bristol, NH 03222
(603) 744-5416
Fax: (603) 744-2640

Jeff Gulko
Shaw’s Supermarket
750 West Center Street
W. Bridgewater, MA 02379
(508) 313-4454

Jake Lane
Price Chopper
16 Ashbrook Road
Keene, NH 03431
(603) 352-0957

Ed Murphy
Amoskeag Beverages, LLC
510 Hall Street
Bow, NH 03304
(603) 415-4152

Edward Penta
McKinnon’s Market
3 Holten Street
Danvers, MA 01923
(978) 774-0479 

Dave Petell
E.M. Heath, Inc.
318 Whitter Hwy
P.O. Box 205
Center Harbor, NH 03226
(603) 253-7558 

Dan Tewksbury 
Coca Cola of NNE
1 Executive Park Drive
Bedford, NH 03110
(603) 627-6134
Fax: (603) 627-6108

Children and Family Law:
Carolyn Gargasz (r-Hollis), Chair
Debra I. DeSimone (r-Atkinson) Vice Chair

Commerce and Consumer Affairs
John B. Hunt (r-Rindge) Chair
Laura Jones (r-Rochester) Vice Chair

Criminal Justice and Public Safety
John E. Tholl, Jr. (r-Whitefield) Chair
David A. Welch (r-Kingston) Vice Chair

Education
Rick Ladd (r-Haverhill) Chair
John Balcom (r-Merrimack) Vice Chair

Election Law
Kathleen M. Hoelzel (r-Raymond) Chair
James P. Gray (r-Rochester) Vice Chair

Environment & Agriculture
Robert Haefner (r-Hudson) Chair
John T. O’Connor (r-Derry) Vice Chair

Executive Departments & 
Administration
Andrew Christie (r-Hampton Falls) Chair
John Sytek (r-Salem) Vice Chair

Fish and Game and Marine Resources
David Kidder (r-New London) Chair
Jim Webb (r-Derry) Vice Chair

Health, Human Services  
and Elderly Affairs
Frank R. Kotowski (r-Hooksett) Chair
Donald LeBrun (r-Nashua) Vice Chair

Judiciary
Robert Rowe (r-Amherst) Chair
Joe Hagan (r-Chester) Vice Chair

Labor, Industrial and  
Rehabilitative Services
William Infantine (r-Manchester) Chair
Tammy Simmons (r-Manchester) Vice 
Chair

Legislative Admininstration
Richard Hinch (r-Merrimack) Chair
Jack Flanagan (r-Brookline) Vice Chair

Municipal and County Government
James Belanger (r-Hollis) Chair
Frank Sterling (r-Jaffrey) Vice Chair

Public Works and Highways
Gene G. Chandler (r-Bartlett) Chair
Mark McConkey (r-Freedom) Vice Chair

Resources, Recreation 
and Development
Chris Christensen (r-Merrimack) Chair
Adam Schroadter (r-Newmarket) Vice 
Chair

Science, Technology and Energy
Robert Introne (r-Londonderry) Chair
Herb Richardson (r-Lancaster) Vice Chair

State-Federal Relations  
and Veterans Affairs
Russell T. Ober (r-Hudson) Chair
Phillip Straight (r-Merrimack) Vice Chair

Transportation
Steven D. Smith (r-Charleston) Chair
Thomas Walsh (r-Hooksett) Vice Chair

House Speaker Announces 
Leadership Team Continued from page 6

ALLENSTOWN - Died Dec. 17, 2014. Spent 36 years in the su-
permarket retail service industry with the last 25 working for As-
sociated Grocers in Pembroke. Donations in Doris’ name can be 
made to combat pancreatic cancer by accessing  FirstGiving.com/
DorisBalcom.

Donald N. Squires  
BEDFORD , Died Dec. 20, 2014.  Owned and operated Derry Vil-
lage Store and the Ice Cream Factory in Derry.

Doris Balcom

Remembered
Industry Personnel  
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Moe Boucher
Pepsi Beverage Company
127 Pepsi Road
Manchester, NH 03109
(603) 625-5764
Fax: (603) 627-8027
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Cumberland Farms
291 Central Ave.
Dover, NH 03820
(603) 749-6310
Fax: (603) 749-6408

Joe Correia, Jr.
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(603) 673-5475
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HP Hood, Inc.
330 North State Street
Concord, NH 03301
(603) 494-3319
Fax: (617) 241-1651

Elie ElChalfoun
Mega-X
3 Allenstown Road
Allenstown, NH 03275
(603) 485-0202

Jeff Kelly
Bristol Shop N Save
505 Pleasant Street
Bristol, NH 03222
(603) 744-5416
Fax: (603) 744-2640

Jeff Gulko
Shaw’s Supermarket
750 West Center Street
W. Bridgewater, MA 02379
(508) 313-4454
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16 Ashbrook Road
Keene, NH 03431
(603) 352-0957

Ed Murphy
Amoskeag Beverages, LLC
510 Hall Street
Bow, NH 03304
(603) 415-4152

Edward Penta
McKinnon’s Market
3 Holten Street
Danvers, MA 01923
(978) 774-0479 

Dave Petell
E.M. Heath, Inc.
318 Whitter Hwy
P.O. Box 205
Center Harbor, NH 03226
(603) 253-7558 

Dan Tewksbury 
Coca Cola of NNE
1 Executive Park Drive
Bedford, NH 03110
(603) 627-6134
Fax: (603) 627-6108

Could You Be  
Our Champion?

New Hampshire Grocers Association would like to add you and/or your company to our list of Medallist 
Sponsors.  Your sponsorship is an important step in demonstrating your support for enhancing our efforts 
and inclusion in the community, in education, and in the food industry on both the state and federal 
levels.  Your contribution will allow us to provide our members with highest quality and most affordable 
experience possible while enriching their understanding and perspective on the social, political, economic 
and educational influences of the association and vice versa.

 If you are interested in  
the opportunity to serve 
as a sponsor we’d like to 

hear from you.

Get the most out of your Membership...
Join our growing list of Medallist Sponsors

Our Medallist Sponsorship provides an unequaled 
opportunity to focus your attention on the strategies that 

matter the most to your company’s successful growth.
STRATEGY: 		  ROI:
• Boost your company’s visibility 	 • Enhanced competitive position
• Showcase your services 	 • Increased recognition
• Connect with clients and partners 	 • Gain new customers & market share

Call 603-669-9333  
for more information.
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In accordance with RSAChp.541-C, which codifies the terms 
of theMaster Settlement Agreement (MSA), the State of New 
Hampshire Department of Revenue Administration (NHDRA) 
has enacted rules (PART Rev. 1002) requiring wholesalers to 
stamp all cigarettes in packages of 20 purchased from a Non 
- Participating Manufacture r (N PM) and sold to New Hamp-
shire licensed retailers with a unique “C” tobacco tax stamp . 
Each “C” tobacco tax stamp has a value of $1.78 and is sold in 
rolls of 5,025. The se rolls can be purchased from the NHDRA 
using Form CD - 15, Cigarette Stamp Order. Form CD - 15 
can be found at the NHDRA’s website at: http://www.revenue.
nh.gov/forms/tobacco.htm . 

The new stamps will be required as of January 1, 2015.Forms 
AU-201 for Non-Residents Wholesalers and AU-202 for Resi-
dent Wholesales, are required to be filed on or before the 30th 
day following the wholesaler’s regular accounting quarter. The 
updated forms are available online begining January 1, 2015 at 
http://www.revenue.nh.gove/forms/tobacco.htm or by calling 
the NHDRA’s Forms Line at (603) 230-5001. 

If you sell NPM cigarette packages containing 25 cigarettes, 
please call the NHDRA at (603) 230 - 4359 for guidance on 

stamping the product . 
An NPM is any manufacturer that makes payments into a 

qualified escrow fund as required under RSA Chp. 541 - C, 
but has not become a participating manufacturer as set forth 
in Section II (jj) of the MSA. The directory of p articipating m 
anufacturers and NPMs can be found on the New Hampshire 
Department of Justice’s website at: http://doj.nh.gov/consum-
er/tobacco/documents/tobacco - directory.p df

A special welcome goes out to the newest 
members at NHGA! 

NHGA Welcomes New Members

If you have not paid your membership dues why not join 
these fine businesses today! The Association is your voice in 

many vital areas that effect your business and you. 
 For further information call (603) 669-9333.

Spit Brook Market
108 Spit Brook Rd

Nashua, NH 03062

Hermit Woods Winery
72 Main Street

Meredith, NH 03253

In September the New Hampshire WIC 
Program celebrated 40 years of WIC suc-
cess.

The success of the WIC Program de-
pends on the partnerships with our WIC 
vendors and our Local Agencies. We 
would like to thank all of our WIC ven-
dors for your continued support of our 
Program in supplying nutritious food to 
the women, infants and children of New 
Hampshire.

We were happy to present awards to 
Joseph Danis, Danis Supermarket and 
Brenda Thompson, Ralph’s Supermarket 

WIC CELEBRATES 40 YEARS OF SUCCESS!

for being with the WIC Program for 40 
years!

We were happy to present awards to Jo-
seph Danis, Danis Supermarket and Bren-
da Thompson, Ralph’s Supermarket for 

being with the WIC Program for 40 years! 
We also gave a Friend of WIC award 

to John Dumais, NH Grocers Association 
for his continued support of the WIC Pro-
gram.  

Joseph Danis,  
Danis Supermarket

Brenda Thompson, 
Ralph’s Supermarket

John Dumais, 
NH Grocers Association

New Tobacco “C” Stamp for Non- Participating Manufacturer Cigarettes

1099’s and W-2’s are due to the vendor/employee by 
January 31, 2015 and to the IRS by February 28, 2015.

It is required by the Internal Revenue Service to issue 
1099’s for payments in excess of $600 for unincorporated 
businesses, partnerships, and limited liability companies 
(LLC’s).  Attorneys must be issued a 1099 regardless of 
the amount.  The Internal Revenue Service requires a 1099 
even if the attorney is a corporation.  Also, if you pay inter-
est or dividends to any individual in excess of $10, a 1099 
is required. 

Personal use of a company auto needs to be reported on 
the W-2, and if your company is an S-Corp, any 2% or more 
shareholders need to report medical insurance on their W-2.

Important IRS Reminders
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Oral health is important 
to everyone.

Northeast Delta Dental structures programs 

focused on making you and your employees 

healthier. Clinical studies suggest linkages between 

gum disease and serious medical conditions such 

as heart disease, diabetes, and pre-term births. Our 

program designs encourage your employees to seek 

care early.

Northeast Delta Dental is well-known regionally for 

keeping its promises to its customers and backing 

them up with a service guarantee. We demonstrate 

our sense of corporate social responsibility by 

investing generously in many New Hampshire 

nonprofits and by awarding grants to New 

Hampshire oral health initiatives.

Contact Kevin Daigle at NHGA at 603-669-9333 to 

discuss dental benefits for you and your employees.

Northeast Delta Dental
www.nedelta.com

By C. J. Graham
We are pleased to announce that Joanne Randall, CEO of 

Leap Year Marketing, has recently become a member of the 
New Hampshire Grocer’s Association.

About Joanne Randall
Joanne Randall is the owner of Leap Year Marketing and 

the Host of Marketing Mojo Radio. Joanne founded Leap Year 
Marketing in November 2010, and has over 25 years of expe-
rience in retail, communications, and marketing. On her ra-
dio program Marketing Mojo Radio, Joanne has interviewed 
hundreds of guests and business owners and provided a wide 
variety of marketing strategies and solutions since 2010.

Joanne takes a personal approach to marketing, working 
with businesses of all sizes, but specializing in the marketing 
needs of small to medium-sized businesses. Joanne brings a 
deep level of care and dedication to her work. As a business 
owner herself, Joanne understands what it takes to run a suc-
cessful company, and she works hard to tailor her marketing 
abilities to people’s individual needs.

About Leap Year Marketing
Leap Year Marketing specializes in implementing marketing 

solutions for the small business owner. In addition to provid-
ing companies with blog  and e-mail content creation, website 
design, and social media advertising, Joanne frequently offers 
business and marketing success seminars and coaching ser-
vices.

Additional Services 
Combined with her work at Leap Year Marketing, Joanne is 

an Authorized Local Expert with Constant Contact. This pro-
gram is an e-mail marketing service that provides the tools and 
templates for businesses to create their own newsletters, social 
campaigns, and online surveys. Joanne represents Constant 
Contact by offering seminars on self-marketing and the use of 
the Constant Contact program.

Contact
To learn more about Leap Year Marketing, please contact
Joanne Randall, Leap Year Marketing
6 Chenell Drive, Unit 220
Office: 603-344-8843
joanne@leapyearmarketing.com

Leap Year Marketing Joins  
New Hampshire Grocer’s Association

  

APPLICATIONS NOW BEING ACCEPTED 
for NH Food Industries Education Foundation  

SCHOLARSHIP PROGRAM
SHARE THE NEWS WITH YOUR EMPLOYEES!

(See centerfold for pull out poster)

Go to www.grocers.org to apply today.
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•	Local	Energy	Portfolio	Manager
•	Energy	Supplier	with	140+	Years	Experience
•	Access	to	Over	20	Power	Suppliers
•	Tailored	Procurement	Strategies

Natural Gas | Fuel Oil | Propane | Power

Contact Robert Savary today for a no-obligation quote
1-508-948-0103 or rsavary@spragueenergy.com

Innovative Energy Solutions since 1870 | www.SpragueEnergy.com
Portsmouth, NH | Westborough, MA

Sprague

Let’s Work Together
to Manage Your Energy Costs

NH Grocers 
Association Members

Another Great NHGA

Members-Only Benefit

•	Local	Energy	Portfolio	Manager
•	Energy	Supplier	with	140+	Years	Experience
•	Access	to	Over	20	Power	Suppliers
•	Tailored	Procurement	Strategies

Natural Gas | Fuel Oil | Propane | Power

Contact Robert Savary today for a no-obligation quote
1-508-948-0103 or rsavary@spragueenergy.com

Innovative Energy Solutions since 1870 | www.SpragueEnergy.com
Portsmouth, NH | Westborough, MA

Sprague

Let’s Work Together
to Manage Your Energy Costs

NH Grocers 
Association Members

program partner
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By Al Hebert, Gas Station Gourmet 
Jake’s Market & Deli focused on food when it opened in 

1997 — still a relatively unique emphasis for a c-store back 
then. There were no seats, but it was the best place in Lebanon, 
New Hampshire, to get a sandwich. Fast forward 17 years and 
owner Ed Kerrigan has opened seven more stores, two coffee 
shops and a grocery store in Vermont and New Hampshire. In 
each market, Jake’s is still making the best sandwich around. 

Kerrigan recalled the early days: “It was a pretty bare bones 
deli, mostly just sandwiches. We had a good product, good 
value and a good staff. Customers liked the people who were 
[working] there, and they came back.” 

One Company, Many Different Stores As he built his busi-
ness, Kerrigan’s philosophy was to acquire additional stores 
that were existing operations. “I focused on locations where 
the former operators struggled making them work,” he said. 

General Manager Bruce Bergeron has also bought into the 
business model, saying, “Our strength is taking a B site and 
making it an A site.” The model was simple: Improve staff-
ing, install new attractive merchandising equipment, artfully 
increase inventory of core categories (beer, wine, snacks, 
candy), and most important, emphasize Jake’s custom food 
program.

“We didn’t need to pour millions of dollars into it. These 
were neighborhood stores. The stores are not along the inter-
state and we don’t run them 24 hours a day,” Kerrigan ex-
plained.

Each store is physically different, ranging from 1,200 to 
3,000 square feet. One store is a 200-year old barn, others have 
converted 2-bay service stations and a few of the company’s 

The Donuts: Muriel and Francis Maville started making donuts in 1967 and 
have become a Lebanon, New Hampshire, tradition. “I used to get these on my 
way to school 30 years ago,” said Bruce Bergeron, Jake’s general manager.  
“It’s a small operation. They’re only open a few hours a day.” Muriel limits her 
donut supply to just a few stores in town. So when Bergeron had the opportunity 
to bring the sweet treats into the store he took it.

IT STARTED WITH A SANDWICH 
In New Hampshire and Vermont,  

Jake’s Market emphasizes 
what it does best.

20    NOVEMBER  2014     nacsonline.com   

Gas Station Gourmet

IT STARTED WITH  
A SANDWICH
In New Hampshire and Vermont, Jake’s Market emphasizes what it does best.  
BY AL HEBERT

J ake’s Market & Deli focused 
on food when it opened 
in 1997 — still a relatively 
unique emphasis for a c-store 
back then. There were no 
seats, but it was the best place 
in Lebanon, New Hamp-
shire, to get a sandwich. Fast 

forward 17 years and owner Ed Kerrigan has opened 
seven more stores, two coffee shops and a grocery 
store in Vermont and New Hampshire. 
In each market, Jake’s is still making the 
best sandwich around. 

Kerrigan recalled the early days: “It 
was a pretty bare bones deli, mostly just 
sandwiches. We had a good product, good 
value and a good staff. Customers liked 
the people who were [working] there, 
and they came back.” 

One Company, Many Different Stores
As he built his business, Kerrigan’s phi-
losophy was to acquire additional stores 
that were existing operations. “I focused 
on locations where the former operators struggled 
making them work,” he said.  

General Manager Bruce Bergeron has also 
bought into the business model, saying, “Our 
strength is taking a B site and making it an A site.” 
The model was simple: Improve staffing, install 
new attractive merchandising equipment, artfully 
increase inventory of core categories (beer, wine, 
snacks, candy), and most important, emphasize 
Jake’s custom food program.  

“We didn’t need to pour millions of dollars into it. 
These were neighborhood stores. The stores are not 
along the interstate and we don’t run them 24 hours 
a day,” Kerrigan explained. 

Each store is physically different, ranging from 
1,200 to 3,000 square feet. One store is a 200-year 
old barn, others have converted 2-bay service 
stations and a few of the company’s purpose-built 
c-stores were built 15-20 years ago. “We admire 
big franchisees building modern 5,000-square-foot 
stores, but we have developed a formula to compete 
with them,” Bergeron said. “We fought the tempta-
tion to go with quick-service restaurants, but our 
identity is the custom sandwich shop.”

The Deli
Indeed, each store is customized with a menu tai-
lored to fit its particular market. “We have a hot food 

Jake’s does two 
things really 
well:  Resuscitate 
struggling 
operations and 
make a fantastic 
sandwich.

Front_Departments.indd   20 10/24/14   12:51 PM

Jake’s does two things really well: Resuscitate struggling operations and make 
a fantastic sandwich.
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program at most of our stores. We do mac & cheese 
and shepherd’s pie; each store makes its own. We let 
the store manager or the people preparing the food 
decide on how to make it. If they have their own 
family recipe then they make that,” said Kerrigan. 

Kerrigan feels the autonomy given to managers 
is an important part of Jake’s success. “I have good 
people working for me. If someone has a good idea, I 
let them try it. As a result, we have a better product.”

Using the best 
ingredients makes 
a big difference to 
customers. Qual-
ity — not cost — is 
the prime focus. 
Bergeron explained, 
“Our food cost is 
upward of 40%. 
Most quick-serve 
restaurants are 
closer to 30%. We 

buy $5 a pound turkey, 
$5.50 a pound roast beef 
and $4.25 a pound ham. 
Most QSRs are in the 
$2.50 to $3.50 a pound 
range.” While quality is 
important, so is quantity.  
Each sub sandwich has 
six and a half ounces of 
meat; extra toppings are 
free, so customers have a 
weighty meal. 

The attention to culi-
nary detail has paid off 
for the stores. Jake’s has 
been awarded Best Sand-
wich Shop, Best Con-

The Donuts
Muriel and Francis Maville started making 
donuts in 1967 and have become a Lebanon, 
New Hampshire, tradition. “I used to get 
these on my way to school 30 years ago,” 
said Bruce Bergeron, Jake’s general manager. 
“It’s a small operation. They’re only open 
a few hours a day.” Muriel limits her donut 
supply to just a few stores in town. So when 
Bergeron had the opportunity to bring the 
sweet treats into the store he took it.

venience Store, Best Car Wash, Best Coffee Shop 
and has received the Rotary Ethics Award from the 
towns they service. These local accolades mean a 
lot because they come from the community. 

The Coffee
For years Jake’s coffee program consisted primarily 
of Green Mountain Coffee. When Kerrigan opened 
up his own coffee shop — Jake’s Coffee Company — 
in 2007 he wanted a proprietary coffee. Once again, a 
desire to be different from the competition influ-
enced his decision.

“I found a coffee importer and roaster in Man-
chester [New Hampshire]. …They roast the beans. 
We order on Monday, they deliver on Tuesday. We 
grind each batch to order to make a fresh pot of 
coffee,” said Kerrigan. “It’s more work — it has to 
be ground at the right setting and consistency is 
important — but it’s better, it sets us apart.”

Today Jake’s has transitioned all its c-stores to the 
proprietary coffee program. Customer reaction has 
been good and educating them on the change con-
tributed to the java’s success. “One customer came 
in and complained about the change. We gave him a 
free cup. He tried it and liked it,” shared Kerrigan.

It takes passion to handle the ups and downs of 
the convenience store business and Kerrigan has 
that in spades. “I love seeing the same people in 
and out of the store every day. These are not big box 
stores. They’re homey and pleasant places to do 
business. Customers feel it and keep coming back,” 
Kerrigan said.

Al Hebert is the Gas Station Gourmet and 
showcases America’s culinary treasure — gas 
station cuisine. TV host Hebert shares these 
stories and on occasion, a recipe or two at 

GasStationGourmet.com. He is a regular 
NACS Magazine contributor, bringing food-
service ideas to readers.

The Craft 
Beer 

Jake’s Beer Cave has 
developed a reputation 

for being the place 
to go for craft beer. 

Customers can create 
their own six-pack with 
any 12-ounce beer. The 

“Pick Six Pak” was 
started seven years 

ago, long before the 
tactic became popular 

across the industry.  
Many of the stores 

have more than 200 
beers for customers 

to select. The Lebanon 
store stocks about 400 

types of beer.

purpose-built c-stores were built 15-20 years ago. “We admire 
big franchisees building modern 5,000-square-foot stores, but 
we have developed a formula to compete with them,” Bergeron 
said. “We fought the temptation to go with quick-service res-
taurants, but our identity is the custom sandwich shop.”

The Deli
Indeed, each store is customized with a menu tailored to fit 

its particular market. “We have a hot food program at most of 
our stores. We do mac & cheese and shepherd’s pie; each store 
makes its own. We let the store manager or the people prepar-
ing the food decide on how to make it. If they have their own 
family recipe then they make that,” said Kerrigan.

Kerrigan feels the autonomy given to managers is an impor-
tant part of Jake’s success. “I have good people working for 
me. If someone has a good idea, I let them try it. As a result, 
we have a better product.”

Using the best ingredients makes a big difference to custom-
ers. Quality — not cost — is the prime focus. Bergeron ex-
plained, “Our food cost is upward of 40%. Most quick-serve 
restaurants are closer to 30%. We buy $5 a pound turkey, $5.50 
a pound roast beef and $4.25 a pound ham. Most QSRs are in 
the $2.50 to $3.50 a pound range.” While quality is important, 
so is quantity. Each sub sandwich has six and a half ounces 
of meat; extra toppings are free, so customers have a weighty 
meal.

The attention to culinary detail has paid off for the stores. 
Jake’s has been awarded Best Sandwich Shop, Best Conve-
nience Store, Best Car Wash, Best Coffee Shop and has re-
ceived the Rotary Ethics Award from the towns they service. 
These local accolades mean a lot because they come from the 
community.
The Coffee

For years Jake’s coffee program consisted primarily of 
Green Mountain Coffee. When Kerrigan opened up his own 
coffee shop — Jake’s Coffee Company — in 2007 he wanted 
a proprietary coffee. Once again, a desire to be different from 
the competition influenced his decision.

“I found a coffee importer and roaster in Manchester. …

It Started with a Sandwich Continued on page 22
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Nearly half of Americans have been 
told that they or a household member’s 
payment details were compromised, ac-
cording to a Wall Street Journal/NBC 
News poll.

This figure is so high that experts say 
consumers now have “breach fatigue,” 
meaning they stop worrying about cyber-
attacks because they appear in the news 
so often.

There has been news of several large 
data breaches in recent months, including 
Home Depot Inc. and Target Corp. In the 

Nearly Half of Americans Notified of Data Breaches
convenience store industry, MAPCO Ex-
press Inc. was the target of a data breach 
a couple of years ago.

Forty-five percent of Americans said 
they have received a breach notification 
letter from a retailer or credit card or 
debit card issuer that their payment data 
had been affected by a breach. The Jour-
nal doesn’t have comparable data from 
previous years.

However, the poll also found that more 
Americans than ever think they have 
been targeted in Internet crime. As of 

 For the first time in two years, more 
consumers think gas prices will be lower 
in the next 30 days rather than higher, 
according to the latest NACS Consumer 
Fuels Survey. Thirty percent of respon-
dents expect prices to be lower in the 
next month, while 27 percent expect fuel 
prices to rise.

According to NACS, the Association 
for Convenience & Fuel Retailing, con-
sumers report the average price of regu-
lar gasoline where they live is $2.70, 95 
cents per gallon lower than the average 
consumer-reported price in July. This 
marks the fourth consecutive month in 
which the reported price has decreased.

Since lower fuel prices have led con-
sumers to have more money in their 

pockets, they plan to spend more. Twen-
ty-four percent of the survey respondents 
said they will spend more in the next 30 
days than they did last month, up from 21 
percent in November and 15 percent in 
October.

Consumers aged 18 to 34 are especially 
buoyed by lower gas prices, with one-
third expecting to spend more money in 
the coming month.

Lower gas prices are not raising con-
sumers’ spirits about the overall U.S. 
economy, however. Forty-seven percent 
of respondents said they are “somewhat” 
or “very” optimistic about the economy, 
unchanged from the prior three months. 
Meanwhile, 77 percent of consumers said 
gas prices are having a “great” or “some” 

impact on their feelings about the econo-
my, which is the lowest in two years.

As expected, lower gas prices could 
have a negative effect on the short-term 
prospects for sales of alternative fuels and 
alternative-fuel vehicles. Survey respon-
dents said they wouldn’t try to reduce 
driving until gas prices were $1 higher 
per gallon than current levels. In addition, 
the survey revealed consumers would not 
seek an alternative to driving unless fuel 
prices advanced $2 per gallon from the 
current prices.

The NACS Consumers Fuels Survey 
was conducted by Penn, Schoen and Ber-
land Assoc. from Dec. 9-11 and polled 
1,110 gas consumers.

Reprint: www.csnews.com

Consumers Expect Gas Prices to Keep Falling

December, 15 percent said either they or 
a member of their household had been hit 
by online fraud or hacking.

This is in comparison to a Gallup poll 
four years ago. When asked the same 
question in 2010, 11 percent answered 
yes.

The Journal/NBC poll surveyed 1,000 
adults and was conducted from Dec. 10-
14. It has a margin of error of plus-or-
minus 3.1 percentage points.

Reprint: www.csnews.com

Shareholders of Reynolds American 
Inc. (RAI) and Lorillard Inc. will vote 
on the proposed merger between the two 
companies on Jan. 28, according to a 
Seeking Alpha report.

Under the terms of the $27.4-billion 
merger, Winston-Salem, N.C.-based 
RAI will buy Greensboro, N.C-based 
Lorillard and keep the Newport, True 
and Old Gold brands.

A closing date for the merger is ex-
pected in the first half of 2015 after the 
Federal Trade Commission (FTC) fin-

ishes its antitrust review. In August, the 
FTC requested further information on the 
deal and the planned divestiture of sever-
al brands to Imperial Tobacco Group plc, 
as CSNews Online previously reported.

Once the RAI-Lorillard transaction 
closes, Imperial Tobacco is expected to 
pay $7.1 billion for the Winston, Kool 
and Salem brands from RAI and the 
Maverick and blu eCig brands from Lo-
rillard. In addition, Imperial Tobacco will 
acquire Lorillard’s infrastructure, which 
includes the company’s manufacturing 

facility, headquarters offices, research 
and development facility, and approxi-
mately 2,900 employees.

These acquisitions will build on Impe-
rial’s existing U.S. portfolio at Common-
wealth-Altadis, which currently accounts 
for a 3-percent share of the U.S. market, 
principally through the USA Gold brand. 
The deal will make Imperial Tobacco the 
third-largest U.S. tobacco company with 
a 10-percent share of the cigarette mar-
ket.

Reprint: www.csnews.com

Reynolds, Lorillard Sets January 28th as 
Date for Proposed Merger Vote
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Tuesday, February 24, 2015

Omni Mount Washington Resort, Bretton Woods, NH

ood Industries
Education Foundation

NEW HAMPSHIRE

FuN FOr  
THe 

WHOLe  
FaMILy!

    NeTWOrKING              GreaT FOOd          raFFLes

eNJOy aLL THe FuN aNd suPPOrT a GreaT 

Call NH Grocers association  
for more information 603.669.9333

Opening Minds
 Opening Futures

aNNuaL sCHOLarsHIP  
sNOW day Held Annually during New Hampshire  

School Vacation Week 

Visit http://grocers.org/ScholarshipSnowday.html to download forms
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Step 1 Contact Information

Company: ________________________________________________________ Tel: _______________________________

Contact Name: ____________________________________________________Fax: _______________________________

Address: ____________________________________________________________________________________________

City: _____________________________________________ State: __________ Zip: _______________________________

Step 2 Packages and Registration Information.  

Step 3 Registration Payment Information
By Check:  
     Make checks payable to NH Grocers Association   Check # ______________________   Check Amt: _______________

By Credit Card:  

      Visa      Mastercard     Discover     American Express        Charge Amt:_______________ 

     Card #: ___________________________________________________________________  

     Exp. Date: __________________ Zip Code: ________________ CV2#: ________________

     Authorized Card User: _______________________________________________________

Step 4 Mail, Fax or email your completed registration form to:

NH Grocers Association 110 Stark Street, Manchester, NH 03101 
Fax: 603-623-1137      scholarships@grocers.org

Registration Form 

WWW.grocers.org 

 To download forms or  

for m
ore info

NH Food Industries Education Foundation
110 Stark Street 
Manchester, NH 03101 
Tel: 603-669-9333
scholarships@grocers.org

  NAMe (First and Last)  Age Package code AMouNT

CODES
ADS ADult SkiEr  3 meals, lift ticket PLUS $20 Prize Raffle Ticket.  .  . $100
ADNS ADult NON-SkiEr  3 meals, PLUS $20 Prize Raffle Ticket .  .  .  .  .  .$75
PkS PrE-k SkiEr  (uNDEr 4)  3 meals, lift ticket . . . . . . . . . . . . .$39
PkC PrE-k NON-SkiEr  (uNDEr 4)  3 meals .  .  .  .  .  .  .  .  . Complimentary
CHS CHilD SkiEr  (AgES 5-16)  3 meals, lift ticket  . . . . . . . . . . . .$59
CHNS CHilD NON-SkiEr  (AgES 5-16)   3 meals.  .  .  .  .  .  .  .  .  .  .  .  .  .  .$59

OPtiONAl ACtivitiES Schedule with hotel at 603-278-1000
 SPA   . . . . . . . . . . . . $65-$275   TUbING  . . . . . . . . . .$5/hr
 DoG SlEDDING  $99 ea. or  $175 for 2  CANoPy ToUR . . . . . . . .$99
 SlEIGH RIDE   $85 for 2   $100 for 4 

Room Reservations Not Included. Discounted Group Rates Available.  
reserve your room today! 1-888-444-oMNI (6664)

2015 Scholarship
Snow Day

tuesday, February 24, 2015
bretton Woods Ski Area

CHIlDREN
oNly

PACkAgE

TOTAL
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  YES!  I would like to have our company listed as a 2015 Scholarship Snow Day Sponsor.

Company: ____________________________________________________________________________

Please list our name as: ________________________________________________________________

Address: _____________________________________________________________________________

City: ______________________________________ State: ______________ Zip: ___________________

Contact Name: _____________________________________________

SPONSORSHIP LEVEL: Select your level of participation.

Sponsorship Payment Registration Payment Information
By Check:  
     Make checks payable to NH Grocers Association   Check # ____________   Check Amt: ________

By Credit Card:  

      Visa      Mastercard     Discover     American Express        Charge Amt:_______________ 

     Card #: _________________________________________________________  

     Exp. Date: _____________ Zip Code: _____________ CV2#:______________

     Authorized Card User: _____________________________________________

Mail, Fax or email your completed registration form to:
NH Grocers Association  110 Stark Street, Manchester, NH 03101 
Fax: 603-623-1137   scholarships@grocers.org

Sponsorship Form 

NH Grocers Association
10 Stark Street 
Manchester, NH 03101 
Tel: 603-669-9333
TF: 877-669-9333

WWW.GROCERS.ORG 

 To download forms or  

for m
ore info

2015 Scholarship
Snow Day

Tuesday, February 24, 2015
Bretton Woods Ski Area

 NOR’EASTER Snow Day Dinner Sponsor . . . $2,500

 BLIZZARD Snow Day Dinner Sponsor . . . . . $1,250

 WHITE OUT  Overall Event Sponsor  . . . . . . $2,500

 SNOW SQUALL  Overall Event Sponsor  . . . $1,250

 SNOWMAN  Overall Event Sponsor  . . . . . . $1,000

 SNOWBALL  Overall Event Sponsor .  .  .  .  .  .  .  .$500 

 FLURRY General Event Sponsor.  .  .  .  .  .  .  .  .  .  .$250

 SNOW MAKER Luncheon Sponsor  . . . . . . $1,000

 FROSTY Cocktail Reception Sponsor.  .  .  .  .  .  .  .$750

 SNOW BUNNY Registration Desk Sponsor .  .  .  .$500

 SNOWBIRD Breakfast Sponsor.  .  .  .  .  .  .  .  .  .  .$500

 SNOWFLAKE NHFIEF Friend . . . . . . . . . . . .$100

 SLEIGH Goodie Bag & Auction Sponsors

Donated Item: _________________________________

_____________________________________________

_____________________________________________
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nhlottery.com

Who wins the New Hampshire Lottery? 
Everyone.
Our players. Our ticket sellers. And most importantly, 
our students – the biggest winners of them all. 

Since 1964, the New Hampshire Lottery has generated 
over $1.6 billion to support public education.

got news?
Does your store or company have an event or newsworthy accomplishment 
you’d like to submit to the News & Food Report? 

Submit photos, photo caption and up to 500 word story to: rosanne@grocers.org. Deadline 
for editorial content is the 15th of each month to be published in the following months 
issue. Editor reserves the right to edit stories and publish on www.grocers.org
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IDDBA “What’s In Store 2015” Reports Shoppers’ Health 
Concerns Driving Sales in Grocers’ Perimeter Departments 
Gluten-free items and other products 

that speak to consumers’ health concerns 
are driving sales in grocers’ perimeter 
departments, according to the Interna-
tional Deli Dairy Bakery Association’s 
(IDDBA) “What’s in Store 2015” report. 

Sales of natural, local, organic, gluten-
free and non-GMO products have spiked 
over the past year, notes the 29th edition 
of the annual trends publication of Madi-
son, Wis.-based IDDBA.

At the same time, the dieting trend is 
on the decline, with individuals seeking 
a more balanced approach to weight loss 
and management.

The value of the gluten-free market is 
substantial, with sales estimates as high 

as $10.5 billion in 2013 and a projected 
worth of $15.6 billion in 2016, according 
to Mintel data cited in the report. Those 
gluten-free buying habits translate into 
higher sales ($100 vs. $33 per overall av-
erage basket), Catalina Marketing noted.

Findings from IDDBA’s original re-
search, “Engaging the Evolving Shop-
per: Serving the New American Appe-
tite,” confirms these and other health and 
wellness trends. The research shows that 
consumers view foods found in the fresh 
perimeter categories as antidotes to what 
they consider as unhealthy, processed 
foods.

For example, the dairy department 
represents a real-food source of protein 

in the form of yogurt, milk, cheese, eggs 
and tofu, while the bakery department 
has an increasing opportunity to deliver 
on key wellness priorities with more fo-
cus on a wider variety of fresh, whole 
grain and gluten-free products.

“In-store bakeries, delis and dairies can 
engage consumers by presenting them 
with a variety of fresh, real and mini-
mally-processed foods,” said Eric Rich-
ard, education coordinator, IDDBA. “By 
doing so, they become part of shoppers’ 
conversations about what is healthy and 
delicious to eat, and where they can eas-
ily find these foods to purchase.”

For more information, visit iddba.org/
wis.aspx [1].
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Since 1926, we’ve been proud to partner with the  
small businesses that drive New Hampshire’s economy.  
We know you’re here for the long haul. And so are we.  
To learn more, visit www.psnh.com.

SMALL
BUSINESS 
POWERS 
THE UNITED STATE  
OF NEW HAMPSHIRE

Association Members 
Workers’ Compensation Trust 

NHGA Members Recently Enrolled
These NH Grocers Association Members have joined hundreds 
of other members, taking advantage of this low-premium high-
benefit member only Workers’ Comp Program.

If you’re not in the Association Members Workers’ Comp Trust, 
call us now 603-669-9333. 

Join your fellow members in this low-premium,  
dividen earning program

Spit Brook Market
108 Spit Brook Rd

Nashua, NH 03062

Paul’s Choice
815 Court Street

Keene, NH 03431
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Are Self-Service Machines More Trouble Than They’re Worth? 
By Kyle Shamorian, Stagnito Business Information

The assumption among many retailers, I’m sure, is that the 
self-service check-out option accommodates those consumers 
who have just a few items in their basket and would prefer not 
to wait in the often longer, cashier-staffed lane.

But although self-service machines are designed to make the 
grocery check-out experience faster and more convenient, 
they might just be more trouble than they’re worth, ac-
cording to a new study by Lisle, Ill.-based Glory 
Global Solutions.

The vast majority of U.S. consumers 
(88 percent) said they’ve felt frustrated 
by supermarkets’ self-service technology 
during one or more trips to the store – 89 
percent females vs. 88 percent men – cit-
ing a preference for human interaction 
and a heightened level of customer service.

“Human interaction remains a crucial element of cus-
tomer service,” said Joe Gnorski, VP of marketing and sales 
operations at Glory Global, reiterating consumers’ prefer-
ence for the one-on-one attention available with a company 
associate.

Although men and women feel equally frustrated by self-ser-
vice machines, there exists an attitudinal gap –- and somewhat 

unsurprisingly -- between generations.
Younger consumers (ages 18-34), who are notoriously more 

comfortable with technology than their older counterparts, are 
the least frustrated. More than half (56 percent) said they rarely 
or never feel frustrated by self-service machines, compared with 
older consumers (55-plus years of age) who find themselves of-
ten frustrated and are the least likely to opt for the self-service 

lane. In fact, some 33 percent of the members in this 
age bracket claim to have never used one at all.

Aside from the overall negative attitude toward 
this technology, however, the majority of U.S. con-
sumers are still open to using self-service when it’s 
available (73 percent). “Today’s customers demand 

higher service levels and deeper interaction,” 
added Gnorski, “and as a result, self-service 
machines need to ensure customers are receiv-
ing a more personal and relationship-based 

experience.”
“It’s still surprising that despite the proliferation of 

self-service payment machines across everyday life … around 
90% still feel frustrated by the technology,” Gnorski conclud-
ed. “Our research makes it clear that ... consumers need more 
from self-service solutions to really provide a seamless experi-
ence that meets their needs.”             

 Reprint: Progressive Grocers
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Door Control
Jiffy Mart
Law Warehouse
Northeast Delta Dental
RJ Reynolds

PLATINUM

THANK YOU
TO OUR  

MEDALLIST SPONSORS

GOLD

SILVER

BRONZE
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CONFERENCE SPECIAL

SPECIAL FOR CONFERENCE ATTENDEES
SAVE $995

WHEN YOU ORDER BOTH BOOKS

I would like to order: QUANTITY

q Retail Rules! 52 Ways to Achieve Retail Success (books ship FREE approx. Nov. 15) $1495  

q The Big Picture: Essential Business Lessons from the Movies (available at conference) $1495  

q Retail Rules! & The Big Picture (Reg. price $3490) $2495  

Customer Name (please print):

Address:

City: State: Zip:

Phone: (          ) E-mail:

Credit Card #: Exp. Date:

www.brigantinemedia.com

Brigantine Media
211 North Avenue
St. Johnsbury, VT 05819

Phone: 802-751-8802
Fax: 802-751-8804

E-mail: neil@brigantinemedia.com

Retail Rules! 52 Ways to Achieve Retail Success
by Kevin Coupe

With a liberal dose of examples from today’s 
business environment, Coupe gives advice 
on management, marketing, customers, and 
operations. The rules reflect Coupe’s unique—and 
sometimes irreverent—view of the world of retail.

The Big Picture: Essential Business Lessons 
from the Movies
by Kevin Coupe and Michael Sansolo

From The Godfather to Tootsie, from The Wedding 
Singer to Babe, the authors use more than sixty of 
their favorite movies to teach important lessons 
about branding, customer service, leadership, 
planning, ethics, and innovation.

Door Control
Jiffy Mart
Law Warehouse
Northeast Delta Dental
RJ Reynolds

PLATINUM

THANK YOU
TO OUR

MEDALLIST SPONSORS

GOLD

SILVER

BRONZE

They roast the beans. We order on 
Monday, they deliver on Tuesday. 
We grind each batch to order to 
make a fresh pot of coffee,” said 
Kerrigan. “It’s more work — it 
has to be ground at the right set-
ting and consistency is important 
— but it’s better, it sets us apart.” 

Today Jake’s has transitioned 
all its c-stores to the proprietary 
coffee program. Customer reac-
tion has been good and educating 
them on the change contributed to 
the java’s success. “One customer 
came in and complained about the 
change. We gave him a free cup. 
He tried it and liked it,” shared 
Kerrigan.

The Craft Beer: Jake’s Beer Cave hasdeveloped a reputation 
for being the place to go for craft beer. Customers can 
create their own six-pack with any 12-ounce beer. The 
“Pick Six Pak” was started seven years ago, long before 
the tactic became popular across the industry. Many of the 
stores have more than 200 beers for customers to select. 
The Lebanon store stocks about 400 types of beer

NACS Magazine     NOVEMBER  2014     21  

program at most of our stores. We do mac & cheese 
and shepherd’s pie; each store makes its own. We let 
the store manager or the people preparing the food 
decide on how to make it. If they have their own 
family recipe then they make that,” said Kerrigan. 

Kerrigan feels the autonomy given to managers 
is an important part of Jake’s success. “I have good 
people working for me. If someone has a good idea, I 
let them try it. As a result, we have a better product.”

Using the best 
ingredients makes 
a big difference to 
customers. Qual-
ity — not cost — is 
the prime focus. 
Bergeron explained, 
“Our food cost is 
upward of 40%. 
Most quick-serve 
restaurants are 
closer to 30%. We 

buy $5 a pound turkey, 
$5.50 a pound roast beef 
and $4.25 a pound ham. 
Most QSRs are in the 
$2.50 to $3.50 a pound 
range.” While quality is 
important, so is quantity.  
Each sub sandwich has 
six and a half ounces of 
meat; extra toppings are 
free, so customers have a 
weighty meal. 

The attention to culi-
nary detail has paid off 
for the stores. Jake’s has 
been awarded Best Sand-
wich Shop, Best Con-

The Donuts
Muriel and Francis Maville started making 
donuts in 1967 and have become a Lebanon, 
New Hampshire, tradition. “I used to get 
these on my way to school 30 years ago,” 
said Bruce Bergeron, Jake’s general manager. 
“It’s a small operation. They’re only open 
a few hours a day.” Muriel limits her donut 
supply to just a few stores in town. So when 
Bergeron had the opportunity to bring the 
sweet treats into the store he took it.

venience Store, Best Car Wash, Best Coffee Shop 
and has received the Rotary Ethics Award from the 
towns they service. These local accolades mean a 
lot because they come from the community. 

The Coffee
For years Jake’s coffee program consisted primarily 
of Green Mountain Coffee. When Kerrigan opened 
up his own coffee shop — Jake’s Coffee Company — 
in 2007 he wanted a proprietary coffee. Once again, a 
desire to be different from the competition influ-
enced his decision.

“I found a coffee importer and roaster in Man-
chester [New Hampshire]. …They roast the beans. 
We order on Monday, they deliver on Tuesday. We 
grind each batch to order to make a fresh pot of 
coffee,” said Kerrigan. “It’s more work — it has to 
be ground at the right setting and consistency is 
important — but it’s better, it sets us apart.”

Today Jake’s has transitioned all its c-stores to the 
proprietary coffee program. Customer reaction has 
been good and educating them on the change con-
tributed to the java’s success. “One customer came 
in and complained about the change. We gave him a 
free cup. He tried it and liked it,” shared Kerrigan.

It takes passion to handle the ups and downs of 
the convenience store business and Kerrigan has 
that in spades. “I love seeing the same people in 
and out of the store every day. These are not big box 
stores. They’re homey and pleasant places to do 
business. Customers feel it and keep coming back,” 
Kerrigan said.

Al Hebert is the Gas Station Gourmet and 
showcases America’s culinary treasure — gas 
station cuisine. TV host Hebert shares these 
stories and on occasion, a recipe or two at 

GasStationGourmet.com. He is a regular 
NACS Magazine contributor, bringing food-
service ideas to readers.

The Craft 
Beer 

Jake’s Beer Cave has 
developed a reputation 

for being the place 
to go for craft beer. 

Customers can create 
their own six-pack with 
any 12-ounce beer. The 

“Pick Six Pak” was 
started seven years 

ago, long before the 
tactic became popular 

across the industry.  
Many of the stores 

have more than 200 
beers for customers 

to select. The Lebanon 
store stocks about 400 

types of beer.

It takes passion to handle the ups and downs of the convenience store business 
and Kerrigan has that in spades. “I love seeing the same people in and out of the 
store every day. These are not big box stores. They’re homey and pleasant places to 
do business. Customers feel it and keep coming back,” Kerrigan said.

About the Author
Al Hebert is the Gas Station Gourmet and showcases America’s culinary trea-

sure — gas station cuisine. TV host Hebert shares these stories and on occasion, 
a recipe or two at GasStationGourmet.com. He is a regular NACS Magazine 
contributor, bringing foodservice ideas to readers.

This article was reprinted with permission from NACS: The Association for 
Convenience & Fuel Retailing. For more information visit www.nacsonline.com.

It Started with a Sandwich Continued from page 13

Missed KEVIN COUPE at NHGA’s Annual Fall Conference?
You can still order his books and recieve special NHGA pricing.

CALL TODAY 

802-751-8802 
and tell them you are  

an NHGA Member!

CONFERENCE SPECIAL

SPECIAL FOR CONFERENCE ATTENDEES
SAVE $995

WHEN YOU ORDER BOTH BOOKS

I would like to order: QUANTITY

q Retail Rules! 52 Ways to Achieve Retail Success (books ship FREE approx. Nov. 15) $1495  

q The Big Picture: Essential Business Lessons from the Movies (available at conference) $1495  

q Retail Rules! & The Big Picture (Reg. price $3490) $2495  

Customer Name (please print):

Address:

City: State: Zip:

Phone: (          ) E-mail:

Credit Card #: Exp. Date:

www.brigantinemedia.com

Brigantine Media
211 North Avenue
St. Johnsbury, VT 05819

Phone: 802-751-8802
Fax: 802-751-8804

E-mail: neil@brigantinemedia.com

Retail Rules! 52 Ways to Achieve Retail Success
by Kevin Coupe

With a liberal dose of examples from today’s 
business environment, Coupe gives advice 
on management, marketing, customers, and 
operations. The rules reflect Coupe’s unique—and 
sometimes irreverent—view of the world of retail.

The Big Picture: Essential Business Lessons 
from the Movies
by Kevin Coupe and Michael Sansolo

From The Godfather to Tootsie, from The Wedding 
Singer to Babe, the authors use more than sixty of 
their favorite movies to teach important lessons 
about branding, customer service, leadership, 
planning, ethics, and innovation.

Brigantine Media 
211 North Avenue
St. Johnsbury, VT 05819
Ph: 802-751-8802
Fax: 802-751-8804
Email: neil@brigantinemedia.com
www.brigantinemedia.com
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The Benefits Brokerage Agency, a subsidiary of the 
New Hampshire Grocers Association is a full service 
employee benefits brokerage providing insurance and 
solutions for group and individual need. Our experience 
and knowledge coupled with outstanding personalized 
service is unsurpassed in the industry. We have plans and 
options that assist employers in making effective benefits 
decisions. Our strategic approach of ongoing planning 
and review ensures timely solutions to your organization’s 
benefit needs.

CompAny SponSored HeAltH plAn
We offer plans and services employers need to support 
their employee’s. We then go one important step further 
with a level of personalized customer service that you have 
come to expect from the association. Your health insurance 
needs can be complimented with a variety of voluntary 
programs allowing you to provide an enriched, first class 
benefit package for your employees.

IndIVIdUAl HeAltH InSUrAnCe
Let us assist you with your personal health insurance 
needs. We can work through the “Marketplace,” (previously 
referred to as the Exchange) outlining the plans and benefit 
levels available to you.

Shopping for the 
rIGHt Plan at 
the rIGHt Price?

Kevin daigle
603-669-9333 ext 105

kdaigle@grocers.org

Group & Individual plans
for nHGA members

• Business Insurance
• Health & Dental Insurance
• Life & Disability Insurance

Let’s talk  
INSURANCE BENEFITS

A subsidiary of NH Grocers Association

110 Stark Street
Manchester, NH 03103
www.grocers.org/benefits

Another Great NHGA

Members-Only Benefit
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3 SIMPLE STEPS
   Mail/drop-off all your coupons to: 

Grocers Coupon Service (GCS)
 110 Stark Street
 Manchester, NH 03101

   Include your store name and GCS# 
you are given when you sign up.

   Get Paid!

Let GCS take the  
HeadaCHe  
out of your  
coupon 
processing

Another Great NHGA

Members-Only Benefit

Grocers Coupon Service is a member-only  
service brought to you by NH Grocers Association. 

Members of other state and local grocer/food 
retail associations are also eligible for this service. 
Call to find out if your association qualifies.

For more information contact Denise at  
denise@grocers.org or 877-669-9333

Makes it SIMPLE.GCSGCS
GROCERS COuPON SERvICE

No sorting.

No sending to  
multiple locations.

No tracking payment.
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Retailers, if your supplier is not listed here, tell them about the benefits of a NHGA 
membership. Better yet, let us send them a valuable information packet in your name.

New Hampshire Grocers Association
110 Stark Street, Manchester NH 03101
Toll Free: (877)669-9333 ext. 105 or  
Email: kdaigle@grocers.org

N
H

G
A SU

PPLIER
S D

IR
ECTO

R
Y

ADVERTISING
Advantage Promotions . . . . . . . . . . . . . . . . . .                  (603)394-2115

BAKERIES
Lepage Bakeries . . . . . . . . . . . . . . . . . . . . . . .                       (207)783-9161

BANKING
Bank of New Hampshire . . . . . . . . . . . . . . . . .                 (800)832-0912

BEVERAGE
A&J Beverage, Inc. . . . . . . . . . . . . . . . . . . . . . .(603)772-4045
Amoskeag Beverage . . . . . . . . . . . . . . . . . . . .                    (603)622-9033
Bellavance Beverage . . . . . . . . . . . . . . . . . . . .                    (603)882-9722
Candia Vineyards . . . . . . . . . . . . . . . . . . . . . . .                       (603)867-9751
Coca-Cola Companies:

Seacoast . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            (603)926-0404
Bottling Co. of NNE . . . . . . . . . . . . . . . . . . . .                    (603)627-7871
Lakes Region . . . . . . . . . . . . . . . . . . . . . . . . .                         (603)267-8834

Clarke Dist. Keene . . . . . . . . . . . . . . . . . . . . . .                      (603)352-0344
Great State Beverage . . . . . . . . . . . . . . . . . . .                   (603)627-7677
Hermit Winery  . . . . . . . . . . . . . . . . . . . . . . . . .                         (603)253-7968
Jewell Town Vineyards . . . . . . . . . . . . . . . . . . .                   (603)394-0600
Law Warehouses . . . . . . . . . . . . . . . . . . . . . . .                       (603)883-5531
MG Coffee Roasters  . . . . . . . . . . . . . . . . . . . .                    (802)281-4151
NH Distributors, Inc. . . . . . . . . . . . . . . . . . . . .                    (603)224-9991
NH Wholesale Beverage . . . . . . . . . . . . . . . . .                 (603)742-2212
Pepsi-Cola Companies:

Pepsi of Manchester  . . . . . . . . . . . . . . . . . .                  (603)656-6853
Perfecta Wine Company . . . . . . . . . . . . . . . . .                 (603)645-1234
Polar Corp. . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            (800)225-7410
Southern Wine & Spirits . . . . . . . . . . . . . . . . .                 (603)223-2323
Wine Institute . . . . . . . . . . . . . . . . . . . . . . . . . .                          (603)580-2490

BUSINESS BROKER
NH Business Sales  . . . . . . . . . . . . . . . . . . . . .                     (603)715-1097

DAIRY
Garelick Farms . . . . . . . . . . . . . . . . . . . . . . . . .                         (800)343-4982
HP Hood . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                              (800)628-8207
Oakhurst Dairy . . . . . . . . . . . . . . . . . . . . . . . . .                         (800)482-0718
Sure Winner Foods  . . . . . . . . . . . . . . . . . . . . .                     (207)282-1258

HEALTH & BEAUTY DISTRIBUTORS
Imperial Distributors . . . . . . . . . . . . . . . . . . . .                    (508)756-5156

ICE DISTRIBUTORS
Laconia Ice Company . . . . . . . . . . . . . . . . . . .                   (800)244-2143

INSURANCE, FINANCIAL PLANNING
ABI/Hub International. . . . . . . . . . . . . . . . . . .                  (978)661-6998
Benefits Brokerage . . . . . . . . . . . . . . . . . . . . .                     (603)669-9333
CGI Retirement Services . . . . . . . . . . . . . . . . .                 (603)232-9317
Clark Mortenson . . . . . . . . . . . . . . . . . . . . . . .                       (603)352-2121
Cove Risk . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             (800)790-8877
Cross Insurance . . . . . . . . . . . . . . . . . . . . . . . .                        (603)528-5255
HPM Insurance  . . . . . . . . . . . . . . . . . . . . . . . .                        (603)673-1201
Northeast Delta Dental . . . . . . . . . . . . . . . . . .                  (800)537-1715

MANUFACTURERS
Durkee Mower Inc. . . . . . . . . . . . . . . . . . . . . . .                      (781)593-8007

MEATS
North Country Smokehouse . . . . . . . . . . . . . .              (603)543-0234

PAPER
Central Paper Products . . . . . . . . . . . . . . . . . .                  (603)624-4064

PAYROLL
Checkmate Payroll Services . . . . . . . . . . . . . .              (603)225-2004

PRODUCE
The Fruit Center . . . . . . . . . . . . . . . . . . . . . . . .                        (603)641-0080

REFRIGERATOR/HEATING
Advanced Refrigeration  . . . . . . . . . . . . . . . . .                 (603)623-4499
Delta Mechanical Corp. . . . . . . . . . . . . . . . . .                 (603)668-6515

SERVICE & SUPPLIES
Bertek Systems . . . . . . . . . . . . . . . . . . . . . . . .                        (802) 528-5710
Carriage Care . . . . . . . . . . . . . . . . . . . . . . . . . .                          (603)749-4630
Carriage Trade Services  . . . . . . . . . . . . . . . . .                 (800) 822-0422
Door Control . . . . . . . . . . . . . . . . . . . . . . . . . . .                           (800)258-9742
GS1 Global Public Policy  . . . . . . . . . . . . . . . .                (202)625-4634
Heartland Payment Systems  . . . . . . . . . . . . .             (800)398-2809
Imagetek Labels  . . . . . . . . . . . . . . . . . . . . . . .                       (802)885-6208
Innovative Payment Solutions . . . . . . . . . . . .            (207)712-0320
Metromedia Energy . . . . . . . . . . . . . . . . . . . . .                     (508)948-0103
Monsanto Company  . . . . . . . . . . . . . . . . . . . .                    (617)645-3059
NH Lottery . . . . . . . . . . . . . . . . . . . . . . . . . . . . .(603)271-3391
NH the Beautiful  . . . . . . . . . . . . . . . . . . . . . . .                       (888)784-4442
Public Service of NH . . . . . . . . . . . . . . . . . . . .                    (866)967-0152

SNACK FOODS
Hutchinson’s Candy . . . . . . . . . . . . . . . . . . . . .(603)926-3033 
Cape Cod Potato Chips . . . . . . . . . . . . . . . . . .                  (781)444-0447
Wise Foods . . . . . . . . . . . . . . . . . . . . . . . . . . . .                            (603)624-8340

Specialty FOODS
Cucina Aurora  . . . . . . . . . . . . . . . . . . . . . . . . .                         (603)458-6159
Vermont Signature Sauces . . . . . . . . . . . . . . .               (802)869-5000

TOBACCO
Altria . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                                 (518)431-8000
RJ Reynolds . . . . . . . . . . . . . . . . . . . . . . . . . . .                           (336)741-5000

WHOLESALE GROCERS
AG of New England  . . . . . . . . . . . . . . . . . . . . .                     (603)223-6710
Bozzuto’s  . . . . . . . . . . . . . . . . . . . . . . . . . . . . .                             (203)250-5398
C&S Wholesale . . . . . . . . . . . . . . . . . . . . . . . .                        (978)749-2601
Capital Candy  . . . . . . . . . . . . . . . . . . . . . . . . .                         (802)476-6689
Pine State Trading . . . . . . . . . . . . . . . . . . . . . .                      (207)622-3741
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HELP WANTED??  ITEMS TO SELL??  REAL ESTATE?? 

Members Only Classified Line Ads  
Up to 30 words FREE, additional 25¢/per word. 

Classified Line Ads — 1 column X 1”  $10  
Includes up to 5 lines, additional 25¢/per word.

Classified Display —   1 column X 2”   $35  
with BW photo and 5 lines, additional 25¢/per word

Call Today (603) 669-9333

CLASSIFIED ADVERTISEMENTS
Bartlett  

Convenience/Deli Store

Great investment opportunity in the 
Mount Washington Valley. Small 
strip mall with a total of 4 rentable 
units, one of which is a successful 
convenience/deli store, very well 
known among locals and tourists. 
Very busy Route 16 location near 
Storyland, several condominium 
developments and neighborhoods. 
Real estate, business, furniture, 
fixtures and equipment included in 
the sale.  $525,000.
Antonella Bliss
Coldwell Banker Wright Realty
481 White Mountain Highway
Conway, NH 03818
603-986-6886

Our Medallist Sponsorship provides an unequaled opportunity to 
focus your attention on the strategies that matter the most to your 

company’s successful growth.
STRATEGY: 		  ROI:
•Boost your company’s visibility 	 •Enhanced competitive position
•Showcase your services 	 •Increased recognition
•Connect with clients and partners 	 •Gain new customers & market share

		  Call 603-669-9333  
		  for more information.

BECOME A  
Medallist Sponsor  

PLATINUM GOLD SILVER BRONZE

Support your NH Grocers Association
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All the taste, without all the fat.All the taste, without all the fat.™

25% MORE Protein 
Than Whole Milk

20% More Calcium 
Than Whole Milk
No Artificial Growth 
Hormones*
* To Satisfy our Consumers
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www.livepositively.com

Love it again
and again.
Enjoy the Coke. Recycle the bottle.

Proud partner of the


