
W ith more consumers looking for goods that are made in the United States,
new ways are popping up to certify these goods as truly American-made.

Columbus advertising firm Conrad Phillips Vutech has launched a “Made in
USA” brand-certification mark as a way for companies to place a verified symbol
on their products. It’s viewed as a way to differentiate between products that are
American born and those that only make the claim. “Customers are so condi-
tioned to read labels, and this sets businesses apart from their competition,” said
Marcie Gabor, principal at Conrad Phillips Vutech.

To receive the agency’s certifi-
cation mark, companies that
have been in business at least a
year must answer a series of
questions online at madein-
theusabrand.com to verify how

goods are produced. Currently,
Conrad Phillips’ mark is free,
but Gabor said that could
change.

Certified products are listed
as either “qualified” or “un-

qualified” based upon stan-
dards established by the Federal
Trade Commission. Qualified
products are made of both U.S.
and foreign components. Un-
qualified products are made

entirely or almost entirely in the
U.S., including components.

The Conrad Phillips brand-
certification mark, which has
been adopted by 15 companies
since being introduced late last
year, joins several similar ef-
forts.

Made in USA Certified, based
in Delray Beach, Fla., started in 

True all-Americans
COMPANY PHOTOS

These companies are counting on Conrad Phillips Vutech’s “Made in USA” logo to strike a chord with consumers who want to buy American-
made products. Clockwise from top left: Velvet Ice Cream, GreenBird birdhouses, SweetSoaps.com and Mumoocie body pillows.

By Hannah Poturalski | THE COLUMBUS DISPATCH

See LABELS Page A11

THE HOT ISSUE
� Are you more likely to buy a prod-
uct that is made in the USA? Com-
ment at Dispatch.com.

Columbus firm offers free labels that certify products as ‘Made in USA’
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WASHINGTON — The rebuilding
of Americans’ wealth is proceeding
in steps rather than strides.

Households’ net worth rose last
quarter — the fourth straight quar-
terly gain. Yet tumbling stock prices

have reduced their wealth since
then. Some economists say Amer-
icans’ net worth might now be
down slightly for the year.

That helps explain why many say
it will be 2012 or 2013, at best, be-
fore Americans’ wealth will return
to pre-recession levels.

Net worth — the value of assets
such as homes, bank accounts and

investments minus debts such as
mortgages and credit cards — rose
2.1 percent last quarter, the Federal
Reserve said yesterday. It now
amounts to $54.6 trillion.

In the midst of the recession,
household net worth sank as low as
$48.3 trillion. It has since risen
13 percent. Yet even counting last
quarter’s gain, net worth would
have to rise 21 percent more to
regain its pre-recession peak of
$65.9 trillion.

Household wealth is vital to the

economy because consumers tend
to spend according to how wealthy
they feel. And their spending
accounts for about 70 percent of
the economy.

During the recession, sinking
home equity and stock prices made
shoppers skittish. Should they
become more nervous about their
finances, the economic rebound
could weaken or stall.

Over the past several quarters,
the growth of net worth has been
uneven. Last quarter’s 2.1 percent

increase exceeded the 0.9 percent
increase in the fourth quarter of last
year. But it fell well short of the
4.1 percent rise in the second quar-
ter of 2009 and the 5.4 percent gain
in the third quarter.

As Americans have gradually
recovered some of their wealth,
many of them — especially the
affluent — have been spending
more. But the housing and stock
markets remain fragile. That’s why 

We keep gaining, and losing, wealth

See NET WORTH Page A11

Americans’ net worth has risen for a year,
but erratically as stock market fluctuates
By Jeannine Aversa and
Dave Carpenter
ASSOCIATED PRESS

Wendy’s International plans to
roll out nationally a new lineup of
premium salads next month, a
move the company hopes not
only boosts sales but also streng-
thens its place as a fast-food
industry innovator.

Central Ohio patrons already
are familiar with the four salads,
offered in entree and medium
sizes. The Dublin-based chain,
now part of Wendy’s/Arby’s, has
tested the salads locally and in
Nashville, Tenn., Salt Lake City
and Richmond, Va.

Roland Smith, Wendy’s/Arby’s
Group president and CEO, told
investors recently that “reaction
from the consumers has been
fantastic.” 

The new salads “significantly
accelerated our salad sales” in the
test markets, he said. 

The company declined to dis-
cuss specifics on the national
rollout beyond earlier comments
to investors.

Wendy’s and Arby’s have been
trying to regain leading positions
in the fast-food business since
their merger in 2008.

“Since our new management
team assumed leadership of
Wendy’s, same-store sales have
improved as we focused on revi-
talizing the brand,” Smith said.
“We will continue to emphasize 

Four salads
make menu
at Wendy’s

See WENDY’S Page A11

Premium options
tested in Columbus
By Tim Feran
THE COLUMBUS DISPATCH

Fifteen Columbus-area stores
will be part of a national effort
by drugstore chain CVS to dou-
ble its grocery sections by year’s
end.

The local stores will be among
125 in Ohio and 3,000 nationally
to increase nonperishable food
offerings, said Erin Pensa, senior
public relations manager for
CVS.

“CVS is increasing these of-
ferings so customers can save
time and grab last-minute items
when picking up their prescrip-
tions and everyday essentials,”
Pensa said.

Items include CVS’ Gold Em-
blem line of snacks and popular
national-brand staples, Pensa
said.

The move is a nod to the belief
that mainstream supermarkets
lack convenience, said Michael
Tesler, a partner at Retail Con-
cepts, a branding and merchan-
dising consultancy in Norwell,
Mass.

Often, supermarkets put food
items such as bread in the back,
hoping customers will pick up
other items they aren’t really
looking for on the way.

“Convenience stores are has-
sle-free,” Tesler said.

CVS’ move is part of a trend
among drugstores.

Walgreens is looking to ex-
pand its fresh-food options, 

Drugstores
expanding
food staples

See DRUGSTORES Page A11

CVS is latest to cater
to convenience buyer
By Hannah Poturalski
THE COLUMBUS DISPATCH

DETROIT — Relax, Chevrolet
fanatics. Turns out you can take
your “Chevy to the levee” or any
other darn place you please.

General Motors Co. has backed
off what it called a “poorly worded”
internal memo that asked employ-
ees to refer to the brand only as
Chevrolet instead of its long-stand-
ing nickname.

GM said in a statement yesterday
that it “in no way” wants to dis-
courage anyone from using the
name Chevy. The internal memo
was part of an effort to develop a
consistent brand name as it tries to
broaden its global presence.

“We hope people around the
world will continue to fall in love
with Chevrolets and smile when
they call their favorite car, truck or
crossover ‘Chevy,’” the statement
said.

GM spokesman Tom Wilkinson
said the statement was meant to
make clear that the company is
“honored and flattered” that the
brand is so popular, regardless of
what people call it.

The original memo, he said,
“made it look like maybe we were
telling other people not to use
Chevy.

“Mostly, this was just trying to
train (employees),” he said. “His-
torically, especially recently, we’ve
tended to use the two interchange-
ably.”

GM said the original memo,
obtained by The New York Times,
spurred an “emotional debate”
that reverberated on social media
networks and websites yesterday.

“I don’t care if you call it a Chev-
rolet, a Chevy or a Wookie, just
make something that works and is
affordable,” Kyle White of Sacra-
mento, Calif., wrote online at 

thecarconnection.com.
John Heitmann, an author and

automotive history professor at the
University of Dayton, said he un-
derstands what GM is trying to do
with Chevrolet. He said promoting
the brand by its full name appears
to be an effort to get customers to
equate it with high quality.

“It’s kind of like rebuilding a
baseball team that has been lan-
guishing in the basement for a
bunch of years,” he said.

Still, Heitmann said it’s worth
remembering that in the brand’s
heyday during the 1950s and ’60s,
“Working-class America bought
Chevys — they didn’t buy Chev-
rolets.”

GM backs off idea to shun ‘Chevy’ moniker
Internal memo urging
use of only ‘Chevrolet’
generates online buzz

By Jeff Karoub
ASSOCIATED PRESS
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Certified American
Companies that have signed up for Conrad Phillips Vutech’s
“Made in USA” brand-certification mark and their websites, if
available:

Acrilex: Jersey City, N.J.
� www.acrilex.com
American Energy Systems:
Hutchinson, Minn.
� www.americanenergysys-
tems.com
GreenBird: Cincinnati
� www.greenbirdhouse.com
Hicks Distributors:
Sellersville, Pa.
� www.hicksdistributors.com
KENT Systems: Loveland,
Colo.
� www.kentsystems.com
Mumoocie: Orlando, Fla.
� www.mumoocie.com
Penguin Love: Mesquite,
Texas
Perfection Packaging:
Columbus

� www.perfectionpkg.com
Production Intercom: Lake
Barrington, Ill.
� www.beltpack.com
SweetSoaps.com: Fanwood,
N.J.
� www.sweetsoaps.com
Sandow Media: New York
� www.giftsanddec.com
Velvet Ice Cream: Utica, Ohio
� www.velveticecream.com
SMe Software: Hayden, Idaho
� www.smartermanager.com
Carol Wells Artists: Spring,
Texas
� www.watercolorpetpor-
traits.com
Mak Consulting: Wilsonville,
Ore.
Source: Conrad Phillips Vutech
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Highlightsof Italy
Rome, Florence, Pisa andVenice

Eight days from $1,499. Taxes included

DepartingJuly throughNovember, theprice
includes:

 Seven nights four-star hotel in Rome, Venice-Mestre and
Florence

 Breakfast daily and four dinners in hotels included
 Guided tour of Ancient Rome, the Colosseum, the Forum

and a private tour of the Vatican
 By train to Venice for a guided walking tour seeing

St Mark’s Square, the Doge’s Palace and more
 By train to Florence for a guided tour and a reserved visit to

the U&zi
 Visit to Pisa to see the iconic ‘leaning tower’, visit to Assisi,

birthplace of St. Francis
 Enjoy small travel groups (max. 34) led by an experienced

Tour Director

Roundtrip airfare available at extra cost

All tour prices areper person inU.S. dollars basedon twoadults sharing adouble room. Price includes all hotel accommodations,meals as speci3ed in the itinerary, land transportation,
sightseeing,baggagehandlingandtheservicesof theDriverandTourDirectors.Vacationso4eredbyRivieraToursLLC,501KingsHighwayEast, Suite200, Fair3eld,CT06825, acompany
independent fromTheDispatchPrintingCompany. If youwould like to receive further informationpleaseprovideuswith yourmailingor email address.Wewill not share yourpersonal

informationwith anyother companieswithout your expressedpermission.

Call toll free: 888.314.5124
Or visit: www.dispatchtripsandtours.com

NEW YORK (AP) —
Investors have sent the
Dow Jones industrials
back above 10,000 after
upbeat economic news
convinced them that
maybe things aren’t so
bad after all.

Energy stocks led the
market higher. BP rose
12.3 percent while Ana-
darko Petroleum Corp.,
which has a minority
stake in the rig that
caused the Gulf oil spill,
rose 12.4 percent.

Most bank stocks
rose, but Goldman
Sachs Group Inc. fell
2.2 percent on reports
that it is the target of

another investigation
by the Securities and
Exchange Commission.
The SEC already has
filed civil-fraud charges
against the company.

The Labor Depart-
ment said initial claims
for unemployment fell
by 3,000 to a seasonally
adjusted 456,000, and
total claims dropped by
the largest amount in
almost a year. 

The Dow rose 273.28,
to 10,172.53. The Stan-
dard & Poor’s 500 index
rose 31.15, to 1,086.84.
The Nasdaq composite
index rose 59.86, to
2,218.71.

WALL STREET

Stocks clear 10,000
again on upbeat news

WASHINGTON
Homebuyers might get
more time for tax credit

Homebuyers might get an
extra three months to finish
qualifying for federal tax
incentives that boosted home
sales this spring.

Senate Majority Leader
Harry Reid, D-Nev., said
yesterday that he wants to
give buyers until Sept. 30 to
complete their purchases
and qualify for tax credits of
up to $8,000. Under the cur-
rent terms, buyers had until
April 30 to get a signed sales
contract and until June 30 to
complete the sale.

The proposal would allow
only people who already have
signed contracts to finish at
the later date.

MCLEAN, VA.
30-year mortgage rates 
at 4.72%, near record low

Rates on 30-year fixed
mortgages fell this week to
the lowest level of the year
and were barely shy of the
all-time low.

Mortgage-finance compa-
ny Freddie Mac said yester-
day that the average rate sank
to 4.72 percent, down from
4.79 percent last week. It was
just above the record of
4.71 percent set in December.

The average rate on a 15-
year fixed-rate mortgage hit
4.17 percent, down from
4.2 percent last week and the
lowest on records dating back
to August 1991.

WASHINGTON
Trade deficit hits 16-month
high as exports drop 0.6%

The U.S. trade deficit rose
to the highest level in
16 months as exports fell for
the second time in three
months, a potentially worri-
some sign that Europe’s debt
troubles are beginning to
crimp American manufactur-
ers.

The Commerce Depart-
ment said yesterday that the
trade deficit widened to
$40.3 billion in April, up by
0.6 percent from March. U.S.
exports dropped 0.6 percent,
while imports declined by
0.4 percent.

DES MOINES, IOWA
After 23 years, pork won’t
be ‘The Other White Meat’

It’s been known for more
than two decades as “The
Other White Meat.” But the
pork industry thinks it’s time
the meat got a new slogan.

The National Pork Board
plans to replace its slogan
after 23 years. Officials hope a
new tagline can help improve
sales that have been flat for
decades.

Ceci Snyder, vice president
of marketing for the board,
based in Des Moines, Iowa,
said the current slogan is
well-known but its meaning
seems to be lost on most
people. The slogan was de-
veloped in 1987 to tout pork’s
nutritional value and versatil-
ity.

— From wire reports
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Stocks of local interest
Companies based in central Ohio and other major local employers.
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2005 and has certified 125
companies. Depending on
the complexity of the prod-
uct, number of components
and how many product
lines a company has, the
price for Made in USA
Certified ranges from
$2,500 to $50,000.

Julie Reiser, co-founder
of Made in USA Certified,
said many companies say
their products are made in
the United States, but they
don’t actually fit the crite-
ria. She said certification is
important because buying
habits are changing.

“We’re seeing on a deep
level a fundamental shift in
America because people
are making the connection
between lack of jobs and
Chinese products,” Reiser
said. “It resonates in the
heart of mainstream Amer-
ica, not lobbyists and poli-
ticians, but us on Main
Street.”

According to a 2007 Gal-
lup Panel survey, 72 percent
of Americans are paying
more attention to the origin
of products. And sales of
products bearing Amer-
ican-made logos were 4
percentage points better
than those without the
logos, according to a con-
trolled study last year by
Jon Krosnick, professor of
communications, political
science and psychology at
Stanford University. 

Dave Allen, the owner of
GreenBird, a Cincinnati
company that makes bird-
houses from recycled pa-
per, used a “Made in USA”
logo for two years before
becoming aware of the
brand-certification mark
from Conrad Phillips.

“I liked theirs better and
wanted to be consistent for
people to recognize across
the board,” said Allen, who
now uses the Conrad Phil-
lips logo.

Although Allen hasn’t
tracked a change in sales,
he said customers appre-
ciate that everything Green-
Bird does is in the U.S.

“If we were green and
everything was made in
China, it wouldn’t sit well
(with customers),” he said.

One of the keys to mak-
ing the program work is to
police companies that are
applying for the certifica-
tion, said Susan Rector,
partner at the law firm

Schottenstein Zox & Dunn.
“Our job is to keep com-

panies honest,” Reiser said.
“People have the responsib-
ility to go the extra mile to
certify statements people
make.”

The Federal Trade Com-
mission has a role in that
as well. Its website includes
detailed information for
businesses and consumers
about “Made in the USA”
claims. 

It doesn’t get involved in
pre-approving claims made
in ads or labels, saying “a
manufacturer or marketer
may make any claim as
long as it is truthful and
substantiated,” but it does
step in when the truthful-
ness of a claim is ques-
tioned.

The FTC website directs
people who suspect un-
truthful labeling to report it
to its Division of Enforce-
ment, within its Bureau of
Consumer Protection, and
also suggests contacting
their state attorney general
and local Better Business
Bureau.

Promoting legitimately
U.S.-made products is im-
portant to many, including
some in central Ohio.

Luconda Dager, president
of Velvet Ice Cream in Ut-
ica, said Conrad Phillips
approached her about us-
ing the Made in USA mark.

“The bottom line is job
security,” Dager said. 

“We need to make as
many products as possible

in the U.S.”
Erica Baumker, a second-

year student at Ohio State
University, buys American-
made products as a way to
support the economy.

If companies use the
Made in USA label “we will
look for it,” she said.
hpoturalski@dispatch.com
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most consumers aren’t
spending as freely as they
typically do in the early
phases of recoveries.

An example is Deena
Bogan, 54, of Chicago, who
hasn’t seen her financial
standing improve and is
sticking to her frugal ways.

Unable to find a full-time
job since leaving her posi-
tion as a hotel concierge in
2008, she stays afloat by
dipping into her 401(k) re-
tirement account and rely-
ing on credit cards.

“I’m still struggling as
much as ever,” said Bogan,
who works as a freelance
writer and a temporary
worker at trade shows. “The
economy seems stagnant. I
don’t see any huge improve-
ment.”

Stock values rose 4.4 per-
cent in the January-to-
March period, to the highest
point since the second quar-
ter of 2008. But it was before
they tumbled in recent
weeks. As measured by the
Dow Jones U.S. Total Stock
Market Index, stock values
lost $1.22 trillion in value
between March 31 and the
close of trading Wednesday.

NET WORTH
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EARNINGS

Express
First quarter
..............................................................

2010
.....................................................

2009*
.....................................................

Revenue
..............................................................

$426.5 million
.....................................................

$374.4 million
.....................................................

Net income
..............................................................

$30.6 million
.....................................................

$7.6 million
.....................................................

Earnings per share 39 cents 10 cents

* Note: 2009 numbers were not publicly reported at the time, as the
company was not publicly traded then.

Michael Weiss, Express president and CEO, told investors that the compa-
ny’s “leadership as a go-to fashion authority” also led to a 57 percent
increase in e-commerce merchandise sales, and operating income that
more than doubled versus the previous year. “We were also pleased with
our new stores, which are performing at or above expectations.” Express
opened seven stores and closed four in the 13 weeks ended May 1,
finishing the company’s first fiscal quarter with 576 stores. For the rest of
2010, the company plans to open 15 stores and close two locations in the
United States. 

Source: company reports

including cold cuts, cheese,
fruit and sandwiches, said
Tiffani Washington, spokes-
woman for the Deerfield,
Ill.-based chain. She said
the decision to do so is not
connected to the CVS ex-
pansion.

At Rite Aid, spokeswoman
Cheryl Slavinsky said that
for the past five years, all
new or relocated Rite Aid
stores have featured a “cus-
tomer world” design.

“We’ve got expanded food
options, including frozen
foods,” Slavinsky said. “Our
(square) footage may not
have increased, but our
assortment and variety in
the grocery expanded.”

Slavinsky said it comes
down to catering to people
who want to grab a gallon of
milk while picking up a
prescription rather than
having to stand in line at the
grocery.

The moves are all part of a
blurring of roles between
groceries and drugstores,
said Brian Kilcourse, ma-
naging partner at RSR Re-
search. Many grocery
chains now feature pharma-
cies. He said drugstores
have become 7-Elevens
with pharmacies in the
back.

“Consumers will pay a
particular amount extra for
convenience,” said Kil-
course, former senior vice
president of Longs Drugs,
now part of CVS.
hpoturalski@dispatch.com
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value and high-quality prod-
ucts ... as we re-establish
Wendy’s as the product
quality and innovation lead-
er.”

The new salads indicate
that Wendy’s felt a need to
keep consumers interested
in the category, said Dennis
Lombardi, executive vice
president of WD Partners, a
Dublin retail-consulting
firm.

“You don’t want that in-
terest to erode, for people to
get tired or bored, so it’s
good to have some freshness
in what you’re offering, no
pun intended,” Lombardi
said.

In its ability to appeal to
consumers, fresh is “prob-
ably the most powerful word
in the food business,” Lom-
bardi said.

The salads come in apple
pecan chicken, BLT Cobb,
spicy chicken Caesar and
Baja varieties. Prepared fresh
in each restaurant, the salads
feature ingredients such as
romaine lettuce, chicken
breast filets, a blend of roast-
ed corn and seasoned black
beans, grape tomatoes and
shredded Parmesan cheese. 

The new salads replace
Wendy’s previous lineup,
which “kind of started the
salad push” in the fast-food
business, Smith said. 

Competitors McDonald’s
and Burger King offer entree
salads but in fewer varieties.
McDonald’s offers South-
west, bacon-ranch and Cae-
sar salads, with and without
fried or grilled chicken.
Burger King offers a single
type of entree salad with
fried or grilled chicken.

Wendy’s national rollout
of new salads comes as fed-
eral law requires chains with

more than 20 restaurants to
post calorie counts on me-
nus and menu boards start-
ing next year, in a push to
address obesity and other
health problems.

“There’s no doubt in my
mind that, in developing
these recipes, that was a
consideration,” Lombardi
said. 

Calorie counts for the new
salads range from 170 for the
midsize apple pecan chicken
salad (minus the dressing
and pecans) to 760 for the
full-size spicy chicken Cae-
sar, including two dressing
packets and 100 calories’
worth of gourmet croutons.

The salads come in an
entree size for $5.99 and
midsize for $3.99. While the
entree price is a dollar higher
than current salads, “We
believe these new salads will
drive positive transactions
and sales,” Smith said. 

tferan@dispatch.com
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