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Editor's Notebook:

Big illuslon . . . almost every associa-
tlon has some members who suffer from
the Big Tllusion—that they can get full
dividends from their dues Investment
without taking part in the work. Con-
tent to let the “other fellow” do the
thinking, perform the chores and go
after new members, they miss the great-
est benefit of belonging—participation
in significant projects,

“Belng a good member calls for ef-
fort, attention and interest,” one ob-

server wrote. “No orgoanization amounts
te much whose members interest is
confined to the annual gesture of writ-
ing a check. Meaningful membership
calls for an active interest in the nsso-
clation's affuirs; attendonce at a rea-
sonable number of meetings; reading Its
publications and communications; serv-
ing on committees when called upon to
do s0, and conducting one's business in
a way that reflects credit on the orgeni-
zation. This kind of membership pays."

From: School Business Afleirs
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" Challen;:
yourproduction _problem.

LASAGNA?

Use a Demaco Continu-
out Line with our La-
sagna Stripper and get
the benefits of automat-
ic production with virtu-
ally ne scrap or break-
age.

For additional information, specifications and quotations, contact

o0 MUCH D {E [N‘ A C O | DE FRANCISCI MACHINE CORPORATION |
MDRE WITH | ™ @ 5. 46-45 Metropolitan Ave., Brooklyn, N.Y. 11237, US.A, ® Phone: 212-386.9880, 386-1799 _

Western Rep.: HOSKINS CO., 509 East Park Ave., Libertyville, Ilinois 60048 ® Phone: 312-362-1031




Theodore R, Sills

Ted Sills and Elinor Ehrman. vice
president in charge of the Women's Ser-
vice Division of Theodore R. Sills, Inc,,
gave the report on product promotion
for the Natlonal Macaroni Institute,

They emphasized that macaroni is
being promoted as (1) a fun food, (2) a
low cost meal, and (3) a nutritious,
natural food.

A visual presentation showed clip-
pings from placements In the past six
months. Highlights included the follow-
Ing:

In January: Family Weekly, Jan, 8, a
syndicated Sunday supplement distrib-
uted with 264 newspapers with a com-
bined circulation of 9,000,000 devoted
three poges to pasta in an article en-
titled “What Every Cook Should Know
About Pasta,"

Magazine breaks that appeared in
January issues Included Ladies’ Home
Journal, Good Housekeeping, American
Home, Esquire, Essence and Jive.

In February: Good Housekeeping
magazine devoted fourteen pages to
macaronl products under the caption
“New Ways with Spaghetti, Macaronl
and Noodles." The article included six
full color photographs and twenty-five
recipes.

Woman's Day pictured pasta in their
Collectors’ Cookbook and Lady's Circle
used an NMI photo to Illustrate story on
“Meals That Cook Themselves.”

In March: The Ladies' Home Journal
pletured Sophia Loren on the cover and
carried a double-page color spread of
Sophla preparing fusilli with eggplant
in o feature story on her forthcoming
cookbook “In the Kitchen With Love."

Other magazine breaks during the
month included Better Homes & Gar-
dens, Parents' Maogazine, Teen, House
Beautiful, Sunset, and What's New in
Home Economics. Meanwhile news-
paper coverage of Lenten Ideas for
macaroni, spagheitl and egg noodles

by Ted Sills and Elinor Ehrman

In Aprili Food prices were making
headlines on the front pages of news-
papers as well as on the food pages.
Seventy-five percent of the clippings
and tear sheets for the month spoke to
the point that pasta products help save
mealtime dollars. There were many
color placements In rotogravure around
the country, and items in Sunday sup-
plements and syndlcated columns.

Cooperative publicity came from a
wide variety of companles and associa-
tions, including: Armour Co., American
Lamb Council, Reynolds Metals, Oster-
izer, National Live Stock & Meat Board,
National Fisherles Institute, and the
Poultry & Egg National Board.

In May: Weight Watchers Magazine
gave official cognizance to pasta prod-
ucts in thelr regulated Weight Watch-
ers diel. The cover showed various
macaroni shapes and readers were told
“Legal Itallan Recipes with— Would
You Belleve—Pasta?"

Other magazine breaks during the
month included Better Homes & Gar-
dens, Good Housekeeplng, Southern
Living, Ebony, Newspapers widely 11sed
the idea of being a gourmet on a budget
and using pasta to ease the tax bite.

In June: The television prowram kit
prepared by NMI, “Pasta Cuts the High
Cost of Eating,” was well recelved
around the country.

In the Celebrity Cookbook by Johnna
Blinn, syndicated columnist, recipes of
Sophla Loren were run along with the
report that she calls her little son “Spa-
phetti” because he adores it.

Newspapers were utilizing the versa-
tilitly theme of macaronl products,

In July: Family Circle urges readers
to “Take the Calorles Outl of Pasta.”
Barbara Gibbons' entire article was de-
voted to slimming down traditional
Itallan foods. Recipes included Slim
Chicken Tetrazzinl, Low-Calorle La-
sagna, and Slim Spaghetti and Meat-
bal's,

Elinor Ehrman

Miss Ehrman reported that two inter-
esting cookboolts recently published do
well by pasta. They are “For Gourmels
with Ulcers,” and “The Doclor's Save
Your Heart Diet.”

Macaronl as a natural food is being
promoted with a release and color
photograph this fall. Sesame Street,
popular television show for children,
will have a sagment utilizing clips from
the film “Durum, Standard of Quality,”
in September.

The annual family reunion for food
editors at the New York Rifle Club will
be held on Eeptember 13.

The 23rd annual National Macaroni
Week will he celebrated October 5-14.
The theme will be on macaronl helpers:
how macaroni and noodle products save
the homemaker time and money.

Trd Sills :tated that some 3,000 Kraft
representatives had been supplied poin'
of sale materials to build displays to
merchandise the Spanish Flesta Salad
with Kraft Mayonnalse, Spanish Greer
Olives and vlbow macaronl.

In commenting on the Lloyd Shear:
item in th: Parade Sunday magozin
supplement that declared spaghetti co!
sumption was slipping in Italy, Mr. Sil
said that publicity of that sort wou!
not be refuted by the author ev
though he were proven wrong bt
would be counteracted by positive pul
llelty.

MNational Macaroni Institute .— Box Score
July 1, 1971 - June 30, 172

Medium
Consumer magazines —

Placements Clreulatio!

Women's, Youth, Romance, Shelter, Farm,

Negro, Spanish, Special Interest ....

Newspaper Syndicate and

Wire Service Placements .......oovvivvninne.. 126
Dally & Weekly Newspaper releases ....

Sunday Supplements .......0000.s
Color Pages ....vovvvvnvrnnss

Negro and labor press releases ....... vivsisiasbstird

Cerevesers 1182

532,804,016

930,771,343
22 572,000,000
45 T 99,009,102
26 92,215,854
33,000,000

TuE MACARONI JOURNAL

in the race for better extruded resulis
Maldari wins the gold medal everyfime.

D. MALDARI & SONS, INC.

Over 65 years deceloping extruston
dies for creatively designed food products,

D. MaLpaRrt & SONS, InC.

557 THIRD AVE. BROOKLY1:, N.Y., US.A. 11215
Telephone: (212) 499-3555

America’s Larges! Macaron] Die Makers Since 1903 - With Management Continuously Retained In Same Family
OctoBEr, 1972
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IS NUMBER ONE

ACARONI 1S THE NUMBER ONE

HELPER. This will be the theme

of the 23rd annual National Macaroni
Week, October 5-14.

The variety and versatility of maca-
roni and noodle prodacts helps the meal
planner provide appetizing, interesting,
and nutritious food combinations. They
may be glamourously gourmel on one
hand, while they may help the harried
housewife stretch her budget on the
other hand.

They give authentic ethnlc atmos-
phere to the restauranteur serving thess
excellent universal dishes. They make
a substantial contribution to good eat-
ing in institutional fare.

The grocer finds them a traffic bullder
and a profit maker not only for the
margin they carry but for the related
items they sell,

For the past 23 years, Theodore R,
Sills and assoclates have been develop-
ing pasta reclpes, and sending them
with photographic material to every
type of media. For example:

Story material and black and whit2
photographs go on an exclusive basis to
food editors in 219 stundard metropoli-
tan areas. These newspapers have a
circulation of better than 30,000,000,

Releases to Small Town Dally and
Weekly Newspapers add another 15,
000,000 to the number of readers,

The Negro Press, with some 175 news-
papers, and the Labor Tress with 600
newspapers, are examplas of other spe-
clal media that add another 15,000,000
readers.

Special radio scripts are sent out to
the 581 stations across the country while
specinl material is developed for the
better than 1,000 disc jockeys.

For television, special program kits
are developed with script, 35 mm slides,
visual alds and recipe leaflets. These go
to better than 100 stations and rate good
acceptance and use.

The National Macareal In:titute will
host the sixth anpual press itincheon
at Tiro A Segno in New York or Sep-
tember 13. Approximately 100 repre-
sentatives of newspapers, syndicated
columns, magazines, radio and {elevi-
sion will be in attendance.

TR T LR shind e ol dabisd ST &

The biggest problem for pasta 10
in the supermarket is to maintain
increasing shelf space against the .
slrught of low profit dinners which ..
not really economical.

A set of specific questions recen:
went out to macaroni marketers. 1.
they are with typical replies:

Question: What sre the arguments in
favor of expanding the macaroni sec.
tion of food stores?

Al. The use of macaroni, spaghetti and
noodle products are increasing dy-
namically. Consumers are {rying
out the new dinners and liking
them. Many consumers are coming
back to the pasta section to muke
their own versions of the "add meat
to” dinners. Expansion of the en-
tire section allows the consumer
more varlety to choose from and

A Helper for Grocers
Why Display Macaroni?

A GREAT NUMBER of displays are
built primarily to attract traffic.
Macaroni displays will attract traffic,
sell related Items, and make a profit on
the pasta margins of 20 to 25%. the opportunity to use her own
e For consumers, macaroni is the orig- creativity,
inal ‘convenience food.' A2, Pasta products are one of the most
widely accepted foods in the store.
o f:; ;zzd:’e":g:;::l?:::‘;’;gwf:;z 80% of all housewives use maca-

roni, 88% use spaghetti, 81% use
e For the nutrition-conscious consu- egg noodles. Use is frequent, aver-
mer, macaroni Is a natural food,

aging two to three times a month.
combining well with every other A3 The macaroni section should be ex-
type of food.

panded to sell more of the long
e For the gourmet, pasta products margin pasta and related items as
have infinite variety and are suffi-

compared to short margin prepared
clently versatile to go with any kind dinners which sell very few related

of creation. Htems,

11

Copturs Related ltem Sales During Macsrenl Wesk. Kothy Fox shows how easy It is 1o
losso big related item soles with macaroni products. National Macaronl Week, October
-14, is o great time to start giving extra shelf and disploy space to elbow macaroni,
spagfutll. egg noodles and other macaron| shnres ond sizes because just cbout every
macaroni t sale results ir related item sales os well, When 134 billion pounds of
macaroni products are sold eveiy year, it's easy to see how odd;t;onal billions of pounds of
meat, fowl, fish, cheese, butter, onions and peppers, spices, dressing, bréad and rolls, oil,
eggs and canned souces tomatoes and mushrooms move off the shelves ot the same time.

THE MACARONI JOURNAL
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Why settle for less? When you want
perfection, you want the finast durum
products on the market. Thai s where

*wa shine,

The North Dakota Mill is located in the
heart of the world’s finest durum wheat

country. The durum is milled by the

¥

newest and most modern milling facilities.
Skilled techniclans control the consistent
high quality of the products. The results

Octoses, 1972
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Purrriection

are perfection when you specify Durakota
No. 1 Semolina, Perfecto Durum Granular
or Excello Fancy Durum Patent Flour.

the durum people

NORTH DAKOT/A MILL
Grand Forks, North Dakota (701) 772-4841

erpyreva—ys




MACARONI WEEK-a national publicity effort for macaroni product
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Macaroni Is the No. 1 Helper
Looking at the related items used in

these recipes and photographs going to

mwagor market gewspupers, syndieited

colummists, and special media

L Baked Stulled Rigatoni cupper lelt

2 Ege Noodle Salud tupper nght)

A Maciront Waldor! Sulad dower lett

1 Macaronr and Cheese Salad tlower

nghty,

Spaghettt with Hot Sausage Sauce

- tupper letn)

i Egg Noodles with Veal Birds tupper

right)

Spinach Noudle Ring duwer et

8 Egeg Noodles with Hungarian Gou-
lush tright).

Theme: Macaroni The Helper

|
Huere are e Mptoaionts
Baked Stufied Rigatoni

8 1o 10 servings
B ooz Bigaton tabout tith
+ cup Chupped Onion

2 1hs Ground Beel or Pork Sasise

+ cup Dy Brewd Crumbs
9 qhs, Vepetable Shortenimg
1 elove Minced Gurhe
2 Epps beaten
9 ths chopped Parsley
Salt & Pepper
Tomato Sauce mude with
5 shiees diced Bavon
Y4 cup chopped Omon
+, cup chopped Celery

Dates: October 1-14, 1972

Seoeup dieed Catrots
D0 o2 vans Tonato

Tommater Pt
DO o it comeder et Bt 1
tooths Salt
Ssp Sugat
*oeloves erushed G
B 1ansley sprie

t=p Thyme oo
1 Bay leat
Egg Noodle Salad

Seree
| cup Fge Novdle- ot
1 cup grated Caret

i hardecouked Fae- obegage ot
sContinuen ] on o 12
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Here Are the Ingredients:

1 cup cooked Salad Dressing
2 cups diced Apples
V4 cup chopped Sweet Pickles
1 tsp. grated Onion

1 tsp. Salt

Macaroni Waldorf Salad

Serves 8
2cups Elbow Macaroni (8 oz.)
1 cup dark seedless Ralsins

Y4 cup broken Walnuts

1 cup heavy Cream

1 cup Dairy Sour Cream
¥ tsp, Vanilla

3 cups diced Apples

1 cup diced Celery

3 tsp, Lemon Juice

2 tbs. Sugar
% tsp. Cinnamon

Salt

Crisp Salad Greens

Macaroni & Cheese Balad
Serves 8
4 cups Elbow Macaroni (1 1b.)
1 cup chopped Green Pepper
2 tsps. each Salt and Grated Onlon
2 tsp. Vinegar
Dash of Pepper
2 cups (B oz.) shredded
Cheddar Cheese
1 cup chopped Celery
1% cups Mayonnalse
1¥4 cups Dry Mustard

Spaghettini with Hot Sausage Bauce
Serves 12
1 1b, Italian Hot Sausage,
cut Into chunks
¥ 1b, sliced Mushrooms
1 medium sliced Onlon
% cup chopped Parsley
2 cans (6 oz. size) Tomato Paste
1 Bay Leat
1 tsp, Basil Leaves
% cup shredded Carrot
¥ cup chopped Celery
1 can (1 1b, 12 oz.) Plum Tomatoes
2 lbs, ground B.ef Chuck
1 cup dry Red Wine
2 tsp, Salt
Va tsp. Pepper
3 tbs, Salt
1V 1bs. Spaghettinl

Egg Noodles with Veal Birds
Berves 4
1V 1lbs. (B slices) Veal Sealoppini
4 slices Bacon
1 medium Onion, chopped
1 can (16 oz.) Tomatoes
Y5 isp. Salt, Pepper, Paprika,
Garlic Salt
V4 cup Butter
¥4 medium Green Pepper
3 tbs, dry Red Wine
¥ cuvp Dalry SBour Cream
Chopped Parsley
1 tbs. Salt
8 oz. Wide Egg Noodles (4 cups)

12

Spinach Noodle Ring
Serves 8
Y4 cup Butler
2 cups Milk, scalded
1 pkg. (% lb.) processed
Cheese Spread
1 tbs, chopped Pimlento
1% tsp. Salt
Dash Cayenne Pepper
2 tbs, chopped Onlon
1 pkg. (10 oz.) frozen
chopped Spinach
1 cup soft Bread Crumbs
4 Eggs, slightly beaten
1 tbs. chopped Parsley
1% tsp. Monosodium Glutamate
1 ths, Salt
S oz. Medium Egg Noodles

Mustard Bauce made with
Vi cup Butter
V4 cup Flour
114 tbs. Prepared Mustard
V4 tbs. Pepper
1 tbs. each Salt, Horse-Radish,
Monosodium Glutamate
2 cups Milk

Egg Noodles with Hungarian Goulash
Serves 4 to 6
3 tbs, Butter
1¥4 1bs. Boneless Beef Chuck
2 tsp, Salt
2 medium Tomatoes, quariered
2 cups sliced Onions
44 tsp. Paprika
1 large Green Pepper, diced
1 tbs, Salt
oz, Medium Egg Noodles (4 cups)

Why Display Macaroni?
(Continued from page 8)

A4. The Inexpensive meals that can be
prepared from macaroni products,
plus the convenlence factor are in
tune with the state of the economy,

A5, More exposure means more profits
—{rom pasta and related items.

A8, The space allocated in the macaroni
section is determined at some head-
quarters. About the only argument
you can use to expand the section
Is it you have out-of-stock condi-
tlons. The old adage “You can't do
business from an empty wagon Is as
true today as it was 50 years ago.”

Question: What are the arguments for

betier shelf position?

Al, Macaroni is a popular food product
—put it where the consumer doesn't
have to look for it. It is also a high
impulse item, not usually on the
shopping list.

A2, Better shelf position means eye
level shelves, which means more
sales of the fast moving items, es-
pecially elbow macaronl and noo-
dles which are the more popular
varleties used in prepared dinners.

A3. Better shelf position saves labor
costs. In many instances macaronj
is a “pack out” item, relieving
store persunnel from stocking and
merchaudising the section.

A4, Since macaroni usually carries
20 to 25% profit, it should command
good shelf position. The fact that jt
attracts so many related items s
also In its favor for good shelf posi-
tion.

Question: Why Is 11 advantageous for
the refailer to make macaronl dis.
plays In connection with related
items?

Al. The profit story—a dollar's worth

of pasta sells $6.05 of related items,

A2. Displays of one or two pasta items
and a few of the principal related
items will make it easler for the
consumer to make a decision.

A3, No othur product can make the
claim for related item sales in the
amount tha! pasta can.

Ad, Pasta is extremely versatlle and
can incorporate with many items.
Why not choose the related items
you want to sell with a tie-in dis-
play.

Question: What profit figures for maca-
ronl sections can you give us that
might be different from our usual re.
lated item story?

Al Develop the profitability of pasta
products versus some other cate-
gory.

A2. The longer profit margins on pasta
items are also avallable on related
items. Some of the related items
are even more profitable than the
more popular pasta shapes.

A3. A number of specialty culs are
showing strong sales trends, The
speclalties usually carry higher
shelf prices and unit profit. Take
advantage of the profit possibilities
with lasagne, manicottl, rings, and
other items offer.

Question: Macaroni sales have been In-
creasing three to four percent per
year, Has this resulied in increased
shelf space?

Al Pasta sales have increased In spite
of grocers' negative attitudes. We
should take a positive approach of
“Double your sales and triple your
profits on pasta”

A2. Housewives do not cook meals of
pasta alone, Each dollar spent on
pasta is responsible for $6.05 in re-
lated food items: meat, fish, poultry,
dairy, vegetables, herbs, spices, etc,
elc, b

. Push Macaroni!
Macaroni Will Push For You.

'n_m MACARONT JOURNAL
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Microwave drying, the first really new development in a Jong lime, has been qulelly proven

by some of the large >t pasta producers.

duces dryer maintenance to
It dries ten times faster @ It uses 1/5 the space M It re

:bout one hour a week (all stainless steel) @ It improves product quality B It can doll:ble:
or triple production M Lower capilal investment M It generally can be Installed withou

shutting down the line @ Are you ready for it?

U.S. Patents Pending.

P .

MICRODRY: .CORPORATION

3111 Fosloria Way, San Ramon, Cal. 84583
415/837-9108
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Consumer Products
Help General Mills Grow

When General Mills entered the Six-
ties it was largely commodity-based
with emphasis on feed and bakery flour
for commercial markets. Charles H.
Bell, a member of the founding Bell
family and then chairman, brought in
General Edwin W, Rawlings, his com-
manding officer during War II Air Force
service, to reorient the company, Phase
1 was divestment. In the early Sixtles
the compuny abandoned animal feed,
oilseeds, refrigerated dough products
and cut back sharply on commercial
flour. It also dropped its one non-food
nperation: electronics which was an off-
shoot of War II defense production.

As low-margin operations were shed,
the effect on earnings was dramatlc.
Starting with the year ended May 1963,
share earnings surged at a 25% com-
pound annual rate for the next four
years. Meanwhile sales in fiscal 1965/8
totaled $525,000,000, down $50,000,000
from the peak registered in 1960/1.

Phase 11

Phase 11 was to expand in branded
products aimed at the homemaker.
Chairman James P, McFarland de-
scribes the situation seven years ago.
"We had our cereal business, Gold
Medal famlly flour and Betty Crocker
dessert and baking mixes, We were
nominally In snack foods. That's one
area where we've now expanded
broadly” with the Introduction of
Bugles and other snacks, various Slim
Jim products as well as acquisition of
Tom's Foods which sells through over
350,000 outlets including 100,000 vend-
ing machines.

Jim McFarland adds: “We were also
nominally in the international fleld"
which is now 15% of sales, The spe-
cialty chemicels operation has been en-
couraged as well though it is still a rela-
tively small contributor with under 4%
of sales.

The en:phasis since 1865 has been on
ncquisitions and internal development.
Over the last seven years General Mills
has bought 10 domestic companies and
several foreign ones. In the period it
spent $420,000,000 cash for acquisitions
and capital improvemenis and also
forked out approximately $210,000,000
worth of stock. The company has ac-
quired its way into toys and games, ap-
parel and accessories, direct marketing,
restauranis and frozen foods.

The frozen foods entry, Gorton Corp.
of Gloucester, Mass., has been formally
challenged by the FTC. The $90,000,000-
sales seafood producer which does a
large institutional business is General
Mills’ only frozen foods operation. ¥Final

B bt et g 2y
(s e

decislon on Gorton, which accounts for
under 5% of operating profits, is ex-
pected to be some years away.

Proteins from Soybsans

During the expansion period General
Mills has also invested “substantial dol-
lars," some say over $10,000,000, to de-
velop Bontrae protein foods. Bontrae
foods are “spun” from soybzan concen-
trate but other high-protein crps could
also be utilized. On the consuner side,
General Mills is adding Sauso*Os and
Pepro®Os to its Bac*Os chips for salads
and soups, In Denver it is testing Betty
Crocker frozen sausage patties and
links made up of textured soy protein
and pork. But the big ncar-term de-
mand is expected to come from supply-
ing meat analogs (that is, vegetable-
based equivalents in taste and protein
content) as ingredients to other food
makers and to the institutional market.

Huge Potential

Bontrae foods have been under de-
velopment for the past decade. Jim Mc-
Farland notes the risks of a pioneer,
“There is slways the fear you're tvo
early. But the past year has been very
exciting * * * there seems to be ac-
ceptance of this new group of foods."
The chief executive points to a study
by the Stanford Research Institute
which puts demand for meat analogs at
$1.5-t0-$2 billion by 1880 vs $10,000,000
in 19689, Others in the field includ2
Archer-Daniels-Midland, Swift, Miles
Labs.

A year ago General Mills opened a
major new plant complex in Cedar Ra-
pids, Towa for full-scale production of
vegetable protein foods including Bon-
trae items. Another part of the facility
is to develop canned and frozen entrees
for the away-from-home eating market.

General Mills acquired a clawhold in
the restaurant business with the pur-
chase of three Red Lobster Inns in 1870,
It now operates 22 of the moderate-
priced, quick turnover seafood outlets
in the Southeast and is opening more
at a rate of nearly two a month. The
units are strictly company-owned. In
test are family-style Betty Crocker Tree
House Restaurants and Betty Crocker
Ple Shop & Ice Cream Parlors.

Imporfance of Food

Food accounts for about three-fourths
of General Mills sales and over 80% of
operating earnings, Consumer non-food
items bring In roughly 21% of sales,
15% of profits and chemi-als chip in the
small remainder. The company expecis
the food business to grow at 8-i0-10%
a year and other consumer items at a
somewhat faster rate.

During the “'hase II expansion period,
earnings progress has been disappoint-
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“1 Pen” Stir-N-Serv, Convenlence aond
economy for the consumer take a step for-
ward with the Introduction of Golden Grain's
three new "1 pan" enriched STIR-N-SERV
dinners—Spoghetti, Beefy Rice and La-
sogna, Contents of eoch 7-0z. package, in-
cluding 2 lol sauce mix, need only the
oddition of one pound of hamburger to
:ﬁ;’ up a wholesome, tasty maln course

ing. Over the last five years sales were
mounting at a 16% a year pace but
share profits grew at a 5% annual rate.
Factors Include more shares for ecquisi-
tlons plus higher costs which have been
expanding at an average $3,600,000 over
the last four years, For the next couple
of years at least, General Mills plans to
finance its capltal needs internally.

Hamburger Helper

Hamburger Helper cheeseburgcr
macaroni dinner mix is being added to
the Betty Crocker Hamburger Helper
line of General Mills.

The product, to be available nation
ally later this month, will retail for ap
proximately 59¢ In a 8 oz. package.

Introductory commercials on daytimt
and night-time network TV began Aug
28. Full page, four color ads ran in the
September and October issues on wom-
en's magazines, the company sald, in-
cluding a 7¢ off pop-up coupon.

Heavy Advertising

A heavy magazine advertising sched-
ule for Hamburger Helpers during Au-
gust and September will include full-
page color ads in Family Circle, Betler
Homes & Gardens, the “new season”
issue of TV Gulde, and full-page ads In
Woman's Day and Good Housekeeping.

This print extravaganza will be sup-
ported by about 100 television rating
points each week In popular daytime
and evening network shows,

Hamburger Helper is. planning to
sustain year-round heavy levels of ad-
vertlsing.
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End of the line.

‘It's one thing to have the best pasta-producing
machinery. And another to be able to package it
quickly. Properly. And uniformly. In bags or boxes.

No matter what kind of pasta you're making —
long goods; short goods, swallow nests or whatever
— one of our -Zamboni packaging machines is
designed to meet your in-plant requirements.
Quickly. Properly. And uniformly. In bags or boxes.

‘That's the long and short of it.

| ELO/70 Packing Machine

‘Write for complete details, RVS Packing Machine

nl

4 DOI_IZ'INGG.M.,G.BRAlBANTI&C.S.p.A.

/20122 Milano- Largo Toscanini 1

Wik 7\ 13200 FRUIT RIDGE AVENUE, N.W.

"1/ GRAND RAPIDS, MICHIGAN 49504

: i PHONE: {816) 453-5451

ot ! i e o [  WERMER/LEHARA  TELEX: 22:6428 CABLE: WERNERMACH
""" Girta PR G IR D (10 World-wide sales agents for the Zambonl Works, Casalecchio

CA/70 Packing Machine
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Wheat Situation

The wheat outlook for the 1072-73
marketing year features abundant sup-
plies of all major wheat classes, lower
domestic disappearance, and mucth
larger exports. Highlighting this out-
look is a recent three-year agreement
with the USSR for the purchase of
$750,000,000 of U.S. grains, Under this
blanket agreement, at least $200,000,000
will be purchased during 1972-73; in-
clusion of sizable wheat purchanes is
indicated.

Indicated 1972 wheat production of
1,651,000,000 bushels {s the third largest
on record. The July 1 carryover of
885,000,000 bushels brings the supply to
2,417,000,000 bushels, two percent larger
than last season. Domestic disappear-
ance is expected to be lower. Wheat
feeding, the only component of domes-
tle use that fluctuates substantlally, is
likely to drop from the high 1971-72
level of 287,000,000 bushels because of
larger supplies and lower relative prices
for feed grains.

Wheat exports, another widely fluc-
tuating demand component, could rise
around a fourth from the 632,000,000
bushels in 1971-72 in light of Soviet pur-
chases, conlinued strong demand in Far
Eastern markets, and lower exportable
supplles in Argentina and Australia,
Disappearance will likely exceed pro-
duction, resulting in a moderate reduc-
tlon in carryover at the end of the crop
year,

e ——————————————

Durum Carryover Swells

Durum supplies will be up slightly
from last year's 142,000,000 bushels, A
large carryover more than offset a
smaller crop resulting in a slight build-
up in supplies.

Domestic use in 1872-73 will likely
total around 35,000,000 bushels. This
would leave over 100,000,000 bushels
avallable for export and carryover, Ex-
ports in 1871-72 were buoyed by a surge
in late season takings. Shipments would
have to continue at this high level to
deter a sharp bulldup in stocks by next
summer.

Prices of No. 1 hard amber durum at
Minneapolis averaged slightly above
the $1.67 nominal loan rate during much
of crop year 1871-72,

Quarterly Durum Report
Durum wheat production was fore-
cast at 77,300,000 bushels by the Crop
Reporting Board on the basis of condl-
tions on July 1. This is 12% below the
near record 1071 crop but 53% above
the small 1870 crop. Acreages were
smaller than last year in all states, and
ylelds were down In North and South
Dakota and Minnesota. An average
yield of 30.8 bushels per acre was indi-

18

cated July 1, which compared with 31.9
bushels last year. No. 1 hard amber
durum averaged $1.70 per bushel at
Minneapolis last season—a drop of 8¢
from the previous year. Prices in July,
1972 averaged above a year ago.

Carryover Biocks

Carryover stocks on July 1 totaled
69,200,000 bushels compared with 53,-
700,000 bushels a year earller and 77,
600,000 on July 1, 1870, Supplies of
durum wheat for 1972-73 totaled 146,-
500,000 bushels, on the basis of the July
1 estimated production and carryover
stocks. This Is an increase of 5,000,000
over supplies for 1071-72. Disappear-
ance of durum wheat for milling, seed
and export totaled around 80,000,000
bushels during 1871-72. This exceeds the
calculated disappearance by around
8,000,000 bushels. This difference results
from Independcnt estimates of produc-
tion and stocks. The heavy exports of
U.S. durum through Canada may also

be a factor.
Exports

Durum wheat exports totaled 33,800,-
000 bushels last season—an increase of
5,000,000 over 1070-71 and nearly 10,-
000,000 above the 1060-70 total. Over
10,000,000 bushels were exported to Al-
geria and 5,300,000 to the Syrian Arab
Republic in 1971-72. The Netherlands
imported 5,100,000, United Kingdom
4,000,000 and Ireland 3,600,000 bushels
last season.

In Conada

Canadian farmers planted around
28% more durum wheat this year than
lasf. According to preliminary esti-
mates, farmers planted 3,160,000 acres
this year against 2,460,000 acres last
year, Exports from Canada totaled over
62,000,000 bushels in the July 1971-
June 1072 season. Over 17,000,000 bush-
els were exported to U.S.S.R. and 10,
000,000 to the Peoples Republic of
China, Italy and Algerla each imported
about 8,700,000 bushels last season.
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Canadian Quotas

Opening producer dellvery quotas for
wheat, barley and oats In the 1872.73
crop year were announced by the Cana.
dlan Wheat Board, effective Aug. 1.
“Opening quotas are larger than usua!
this year because our sales commil-
ments are higher than in other years,”
noted R, M. Esdale, Wheat Board com-
missioner,

The initial quotas are at a rate of two
bus per acre for wheat and five bus on
barley for all producers. An additional
two-bu quota on wheat will be in effect
in certain shipping blocks In Alberta
and Saskatchewan that supply grain for
Pacific coast clearance.

Alzo, a ive-bu quota for durum, other
than Her-ules, has been established for
delivery of No. 3 and lower grades only
in all blocks. The same quota applies to
Hercules.

Durum Wheat Quality Report

Quality evaluation of durum wheat
varieties from the 1871 crop s reported
by the U.S. Department of Agriculture,
Plant Sclence Research Division and
North Dakota Agricultural Experiment
Silatlon at Fargo, in a recent publica-
tion.

The report covers both U.S. and
Canadian varletles and crosses by
evaluating some 676 samples recelved
from 21 statlons in seven states: Cali-
fornia, Idaho, Minnesota, Montana,
North Dakota, South Dakota, and Wash-
ington.

Deteriorated In July

The crop situation deterlorated dur-
ing early July in North Dakota as top
soll molsture shortages developed
Showers were recelved in the thiri
week along with cooler temperatures
But durum was down as of condition
on August 1 to an expected yleld of 2!
bushels per acre compared with 32.
bushels a year ago.

Durum 1
Production lll'i. m 1m i im l'ml.mu 11
North Dakota 2,256 2,400 310 325 60,036 78,000
South Dakota 07 140 21.0 30,0 2,619 4,200
Montana 120 160 30.0 23.0 3,600 3,680
Minnesota 20 40 340 38,6 066 1,540
Callfornia 10 40.0 40.0 160 400
United States 2,508 2,750 30.8 e 77,301 87,820
Canadian Acres

Durum J ge

Suppiy el pllaS e Estimates S oam W1 Incresse
1970-71 77,631 50,622 1m:, Manito-a 141,000 160,000 113
197172 53700 87,820 141,014 Saskatchewan 1,889,000 2,700,000 143
197273 69,237 77301 146,538 Albert 242,000 300,000 124

1070-71 31,672
1971-72 31,607 —30
1972-73 127

a J J
Prairie Provinces 2,272,000 3,160,000 130

Crop Conditions

The crop conditions of the upper mid-
west and Canadian Prairie Provinces
between August 6-13 was reported on
by Vance Goodfellow of the Crop Qual-
ity Council.

Above average ylelds for durum were
predicted despite moisture shortages in
some sections earller. Since mid-July
general rains have been recelved In vir-
tually all sections, signlficantly improv-
Ing prospects. Current molsture supplies
should be adequate to bring even the
latest fields to maturity, Crop develop-
ment Is ten days or more later than
normal, and harvest is being delayed by
frequent rains. Warm, dry, frost-free
weather will be needed through mid-
September to insure grain maturity and
harvest progress.

North Dakota

North Dakota durum prospects range
from good to excellent in the major
producing Triangle area from Lakota,
Devils Lake and Leeds, north to Rock
Lake and Langdon. Mid-July rains sub-
stantially boosted yield potentials, par-
ticularly of later flelds and alded flling
of heads in early stands thinned by
drought.

Although variable, many durum fields
are expected to yleld 28-30 bushels. In
this area swathing and combining of
early flelds has begun; however, about
{wo-thirds of the crop Is still in the
dough stage and is not likely to be
harvested until the first week in Sep-
tember. At lenst a quarter of the crop
here and in northwestern counties is
very late and more vulnerable to frost.
Stem rust was not observed in com-
mercial durum fields and other diseases
are light.

Montana

Spring wheat stands in northeastern
Montana are the best In years, although
the crop is about three weeks late.
In the Culbertson-Wolfpoint-Scobey-
Plentywood area, yields of 30 bushels or
more should be common. Durum stands
are excellent and many acres should
yield 35 bushels,

Canadian small grain prospects are
above average; however, molsture
shortages in June and early July
thinned early stands in many sections,
creating wide variations between fields.

:h;op development s two to three weeks
ate.

Durum Show

The 34th Annual Durum Show will
be sponsored by the U.S. Durum Grow-
ers Assocliation at Langdon, North Da-
kota, October 16-17. The NMMA will
make a sweepstakes award to the best
entry in the show.

OcCTOBER, 1972

fabadeia s e

Paulson Joins AACC

Roger F. Paulson has joined the staff
of the American Association of Cereal
Chemists (AACC) and the American
Phytopathological Society (APS) as di-
rector of publications. He replaces Mer-
rill J. Busch, who recently resigned, and
reports directly to Raymond J. Tarle-
ton, executive vice president for the so-
cieties.

Paulson, ns director of publications
for these two International-scientific so-
cleties headquartered in St. Paul, will
be responsible for the editorial and pro-
duction functions for all soclety media.
He will serve as managing editor of
Cereal Chemistry, Cereal Sclence To-
day, Phytopathology, Phylopathology
News, and will serve as editor of Cereal
Industry Newsletter. He will also nct as
advertlsing director for all soclety pub-
lications.

Most recently, Paulson has been man-
ager of publications services for Memo-
rex Corporation, New Hope, Minnesota;
he has also held technical writing posi-
tions with St. Paul-based MDS-Atron
and Univac.

He received his B.A. in journalism
and mass medla communications from
the University of Minnesota and attend-
ed the College of St. Thomas, Paulson
also served with the U.S. Army Secur-
ity Agency as a telecommunications
center supervisor, assigned to the Na-
tional Security Agency from 1863 to
1066. He is currently a member of the
Society for Technical Communication
and Sigma Delta Chl (Professional
Journalism Society).

Leading Soclety

The AACC, the leading soclety in its
fleld, is composed of chemists, blologists
and some engineers engaged in the
overall process of converting cereal
grains (wheat, rice, corn, etc.) Into edi-
ble and non-edible products. The soclety
has some 2,000 members in 34 countries,
and its two professional publications
are read by more than 4,000 scientists
in over 60 countries.

The APS, also the leader in its sphere
of activity, is dedicated to the eluclda-
tion and control of plant diseases; it has
2,800 members in 67 forelgn countries
and oll Afty states. The soclety's major
publication, Phytopathology, is read by
more than 5,000 sclentisis in 84 coun-
tries.

For Agricu'ture

Earl Buts, Agriculture Secrefary, ad-
dressing the National Association of
Farm Broadcasters, in Orlando, Flas

A market-dominated agriculture lets
production shift and adjust as consumer
preferences change and as cxport de-
mand grows. It is forward-looking.

It lets farmers make production de-
cisions based on crop profitability, and
it tends to let farm production shift and
adjust to farmers who can produce each
crop best.

A government-dominated agriculture
is, almost by definition, backward-look-
ing. Production becomes based on his-
torical patterns and crop histories—
yesterdoy's rotations and yesterday's
ylelds.

A D M Split

A two-for-one split of the common
stock of Archer Daniels Midland Co.
through a 100% stock distribution was
approved at o meeting of the board of
directors.

The company explained that the stock
dividend is ailmed *“at achieving a
broader market and distribution of
slock."

The split is subject to shareholder
approval at the regular annual meeting
set for Nov. 2. At that time, share-
holders will be asked to approve an in-
crease in the number of authorized com-
mon shares from the present 6,000,000
to 12,000,000. The company has 3,442,604
shares outstanding.

It opproved, the additional shares
will be issued Dec. 1 to shareholders of
record on Nov. 17.

The ADM board of directors did not
provide for any change in the unnual
dividend from the present rate of $1
per share, which, after the split, will
be equivalent to 50¢ per share, The
board did vole the regular quarterly
dividend of 25¢ a share on the common
stock, payable Sept. 1 to shareholders of
record Aug. 21, It will be the 184th cash
dividend and 184th consecutive quar-
terly payment which represent a record
of 40 years of uninterrupted dividends.

Buhler Diagram

The publication Diagram published
by Buhler Brothers in Uzwil, Switzer-
land, Issue Number 53, June, 1972, car-
ried two items of special interest for
macaroni manufacturers.

The first concerns laboratory grinding
tests for durum semolina. Written by
Heinrich Sollberger, head miller at
Uzwil, it is observed that insufficient
attention has been paid to the wheat
mixture. Today stricter specifications
are demanding better products from the
durum miller resulting in better testing
facilities in the laboratory.

To answer two basic questions, name-
Jy: (1) Can the wheat quality be deter-
mined by grinding in the laboratory
mill in regard to macaroni quality? and
(2) Is It absolutely necessary to purify
the semolina or can the product be
sufficiently evaluated without purifica-

(Continued on page 27)
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At PMMI Pack Expo 72

“Training of Packaging Machinery
Mechanlcs" is the subject of a special
seminar to be presented by the Pack-
aging Machinery Manufacturers Insti-
tute during the PMMI Pack Expo in
Chicago, PMMI Education Chairman
Frederick F, Koehn has announced.

According to Koehn, the seminar will
be aimed at plant managers, engineer-
ing supervisors and training personnel.

The prograra will be held in McCor-
mick Place at 2 P.M,, Monday, Oct. 30,
the first day of the four-day show.

“The seminar,” he said, “will be
based on several proven approaches to
tralning packaging machinery mechan-
fcs”

The needs for more mechanics and
the problems involved in recruiting and
training them will be discussed by C.
Glenn Davis, PMMI training director.

“Effective In-plant Training Tech-
niques” will be reviewed by Frank Ci-
mino, supervisor of training at McCor-
mick and Co.,, Baltimore, Md.

“Training in Technical High Schools"
is the subject to be covered by Robert
Carney, packaging machinery mechan-
ics course instructor at the Thomas A.
Edison Technical and Vocational High
School.

Belf-Taught Course

Davis will also discuss PMMI's in-
volvement in mechanles tralning and
will describe PMMI's self-instructional
Packaging/Converting Machinery Com-
ponents Tralning Course, of which he
is the author,

“This course was designed,” Davis
said, “to function as a unit that works
independently with one or two trainees,
but can also be used as the basis for
instructor-led classroom learning ses-
sions.

The content of the course corresponds
{o the PMMI Components Manual pub-
lished In 1069. The actual course Is di-
vided into three categories—"Basic Me-
chanical Components,” “Basic Electrical
Components"” and “Basic Hydraullc and
Pneumatic Components.”

Depending upon the experience,
background and education of the indi-
vidual trainee, the course is rated at
100-150 hours of study time—the equi-
valent of two semesters in evening
school.

Davis noted that “every effort" has
been made to write the manuals in the
terminology and language that me-
chanics normally use and can under-
stand.

“It is not meant to be a manual for
engineers, although many engineers
will’ want to be familiar with it,” he
said.
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The complele training course and the
components manual on which it is based
will be available for inspection by visi-
tors at the show.

Questions and answers from the audi-
ence will be encouraged.

Container Closure Study

Nine advantages of sealing containers
with water-activated gummed tape can
be more directly realized by packagers
if thelr closure method Is part of a total
system, according to a major marketing
and research study and report prepared
for The Gummed Industries Associa-
tion, Inc, by the consulting firm of
Daniel Yankelovich Incorporated.

The nine benefits listed are:

1) Corrugated carion reuse,

2) Reduced waste because of ability

correct improperly sealed cartons.

3) Use of reinforced tape to upgrade
lower-priced weaker cartons.

4) Ease of setup of taped cartons and
reduced labor costs in packaging.

5) Reduced pliferage.

6) Product protection.

7) Ease of opening at store level or
receiving locatlon.

8) Speeds now attalnable with taping
machines which are competitive
with other closure systems.

8) Reduced floor space for automatic
taping machines as compared with
gluing machines.

In defining the concept of a systems
approach In carton closure, the report
specifies:

“The principal characteristics of the
systems approach are: (1) like cartons
are always closed by like amounts of
closure materials and labor; and (2)
closure costs are known and controll-
able.

“It makes use of either small equip-
ment (which of itself controls the
amount of closure materials applied), or
large automated machinery that not
only controls materials but performs
conveying, sealing and other opera-
tions . . ." 3

Although the report covers an over-
view of the total market, highlighting
usage practices and user opinlons, as
well as the influence of avallable ma-
chinery, it also reports on how and why
various methods of closure are now
being used in specific industries, the
percentage use of various methods by
packagers, and the advantages and dis-
advantages reported.

A condensed version of the Yankelo-
vich repori—with material relevant to
the closure problem as a whole and the
need for a systems approach—has been
prepared and s available without
charge to packagers by writing to:
The Gummed Industries Association,
551 Fifth Ave, New York, N.Y, 10017,

24 Corrugated
Converters Close

Nine corrugated converting plar
have closed their doors so far in 197
reports James N. Andrews, president (
the Fibre Box Association,

“A total of 24 plants making corru
gated boxes from paperboard have now
shut down In the past 20 months,” he
sald, “and virtually all have announced
that the action was taken for economic
reasons.” Only four shifted production
to newer facilitles,

The 15 closings in 1071 resulted in
the first net decline ever seen in the
number of converting plants.

‘While nine plants have closed I 1972,
five others have opened, for a further
net decline of four for the year to date,

“A majority of the 1871 closings were
in the Northeast, but there is less of
a regional pattern to the 1872 shut-
downs,” according to Andrews,

Industry shipments during this period
have continued to climb to new records,
with 1871 up 3.1 percent over 1870, and
1872 up 9.3 percent over 1871 for the
year to date.

Merck to Acquire Kelco

Merck & Co., Inc. and the Kelco Com-
pany of San Dlego, California, have
reached agreement in principle on the
acquisition of Kelco by Merck. This
agreement s subject to the approval of
a formal plan of acquisition by the
boards of directors of both firms,

Kelco has long been a leading pro-
ducer of algin, a natural colloid that
alters water absorption characteristic
of materials used In food processing anc
the manufacture of industrial and con
sumer products. Extracted from severs
types of seaweed, mainly the glant ke!
of the Pacific Coast, algin Is produce
by Kelco as uniform free-flowing granu
lar or fibrous powders. More recentl:
developed Kelco products, containing
xanthan gum, a natural blopolysaccha-
ride made through fermentation of car-
bohydrates, are finding growing appli-
cations in the food and petroleum indus-
tries, according to the announcement.

American Home V P

Marvin E. Schmalzried, Vice-Presi-
dent and Secretary of American Home
Products Corporation, has been elected
Senior Vice-President, it was announced
by William F. Laporte, the firm's Chalr-
man and President.

Mr, Schmalzried jolned the Corpora-
tlon in 1861 as Assistant to the Presi-
dent and served as Comptroller from
1064 through 1967 when he was elected
Vice-President. In 1970, he was elected
to the additional office-of Secrelary,
which he will continue to hold.
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Egg Market

The late summer turnaround in egg
prices just hasn't come about as yet, re-
ports Henningsen Foods. Fowl slaugh-
ter has not been up to expectations but
chicken prices have advanced so egg
prices cannot be far behind.

Egg Farmers
Still Losing Money

According to the Wall Street Journal
the egg business Is no place for chick-
ens.

That is, not for egg farmers who give
up easily in the face of a prolonged
price depression. On the other hand,
low egg prices have been good news for
consumers, many of whom have been
eating more protein-rich eggs to bal-
ance their food budgets against climb-
ing meat prices.

Last spring, some types of high qual-
ity eggs dropped to their lowest prices
in four years. Since then, quotations
have risen flve cents a dozen; large
white eggs, a bellwether, wholesaled in
Chicago for 20 cents to 32 cenis a dozen,
filve cents to seven cents below a year
ago In early August,

Even so0, most egg farmers are still
losing money. “In order for us in this
part of the country tfo get our market
to a level where wr. could cover costs,
the price for large eggs in Chicago
would have to increase by nine cents a
dozen,” says Gary Bowen, general man-
ager of Southwestern Egg Producers, a
trade group based in Riverside, Calif.
“But it will probably be around Thanks-
glving before the market goes up to a
profitable point and stays there."

Time to Advance

Traders say the market probably
would sturt to rise later In August as
part of an advance that usually begins
near Labor Day. Egg prices move up
and down In response to fairly de-
pendable fluctuations in demand. Mar-
ket analysis say this demand increases
in September, drops again in October
and then increases a<ain as the year-
end holideys approach.

Thus, the more optimistiz observers
say they expect the Chicago wholesala
price for large white eggs to rise to 45
cents or so a dozen, probably in Novem-
ber.

Cyclical Trends

Egg prices always have moved in
cycles, reflecting broad changes in pro-
duction. The current extended span of
low prices, however, has been about the
longest on record and has spelled near-
disaster for the egg industry.

“I would citlmate that probably 70%
of the people in our Industry have a
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negative net worth,” says Gene Masters,
an official of United Egg Producers, the
big Atlanta-based cooperative. "In other
words, if they paid off their obligations
to everyone they owe, they'd be bank-
rupt.” He adds that members of his
group have been “losing money steadily
on eggs for more than two years. I don't
believe there is one individual who
could have broken even on egg produc-
tion.”

Mr. Bowen of Southwestern Egg says
the traditionnl price cycles are chang-
ing: “The boom Is getting shorter and
not as high, and the bust is getting
broader.” His observation may not be
entirely accurate, but one reason for the
current depression is unprecedcnted.
Usually the egg market goes into a
slump because the Indusiry is enticed
into over-producing because of an ad-
vance In egg prices. This time, a scien-
tific breakthrough is the culprit.

Until 1970, large number of young
chickens dled of Marek's disease, a ma-
lignancy. Since the introduction of a
vaccine for the disease a couple of years
ago, however, the survival raie has in.
creased markedly wnd the suivivors
have been healthler znd more produc-
tive.

Production Skyrocketed

Egg production has skyrocketed be-
yond all expectations—and beyond
farmers’' immedlate ability to cope with
ft—with volume frequently exceeding
demand for long periods. U.S. produc-
tion last year surged to a record 71.6
billion eggs, up from 70 billion in 1870.
That's only a 2% increase, but it is sig-
nificant for a commodity with inelastic
demand,

Farmers have cut back their flocks in
response, and this was responsible for
trimming egg production in May by 2%
below the year-earller month for the
first year-to-year decline since June
1970, Production continued to decline
in June, also by 2%.

The cutback in the nation's laying
flock indeed has been extensive. By
July 1 there were 303.7 million laying
hens, the fewest since September 1068.

Some trade sources belleve the flock
reduction—achleved both by hatching
fewer new chickens and by slaughter-
ing older ones—has lald the foundatlon
for higher egg prices. Beginning last
September, the number of chicks
hatched for laying flock replacement
has run sharply below year-earlier
levels. Reductions made late last year
now are reflected in egg production. In
the first half of this year, the laying
flock hatch was 13% below the 1071
period.

But other observers say this isn't
enough. They say flock reductions must
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be accelerated if wholesale prices in th:
last two months of the year are to go
much higher than 40 cents a dozen
Thes2 observers contend that farmers
should slaughter even more laying hens.
So far this year, nearly 92 mlllion of
these older birds have been sent 1o
chicken soup and pot pie factories, up
from 89.5 million in th2 same period &
year ago.
Productivity Rising

One reason their argument is con-
vineing Is that laying flock productivity
Is rising, again because of the introduc-
tion of the Marek’s disease vaccine. The
rate of production on July 1 was 063 eggs
for each 100 layers, down from 63.6 a
month earlier but up from 622 a year
earller,

Not everyone in the egg Industry is
sanguine that flock cutbacks will be
deep enough or last long enough to sus-
tain Increased prices at levels profitable
for most farmers. “The minute we be-
gin to recelve better prices, we step up
production,” sighs Mr, Masters. He wor-
ries that farmers will feel compelled to
use the additlonal layer houses they
have constructed recently, regardless of
the need to diminish the national fleck.

Break-Even Year?

He figures that farmers now are los-
ing seven cents a dozen on their eggs:
earlier this year, the loss was as much
as 15 cents a dozen. “Any rise in prices
this year won't come close to offsetting
all these losses that have occurred,” he
says. Next year, he adds, “could be a
break-even year, but I'll be highly sur-
prised it it is much more than that.”

The Egg and You

S. F. Ridlen and Hugh S. Johnson
wrote the following article for the Uni-
versity of Illinols Cooperative Exten-
slon bulletin to have it later reprinted
in the Unlversity of Minnesota Agri-
cultural Extension bulletin,

The egg is a marvel of nature. A
nearly perfect food, it is packaged anc
essentlally ready for market when laid
It is high in protein, vitamins and
minerals. The quality of its protein is
tops. In fact, it comes so near to perfec-
tion that scientists use it to measurc
the value of protein in other foods.

Following a peak in World War 1I
period—403 eggs per person in 1945—
egg consumption has dropped sharply.
Fortunately, the drop has slowed during
the last few years. Here Is what has
happened:

1856—360 1961—328 1066—313
1857—362 1062—326 1987—323
1958354  1963—317 1068320
1858—352 1964—318 1668—316
1960—334 1085—314 1970—318

(Continued on page 26)
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The Egg and You
(Continued from page 24)

Many things contributed to the drop
in consumptlon. Most can be classified
under two major categories: (1) chang-
ing life style and (2) adverse publicity.
Both have exerted a serious impact on
the consumer's image of eggs.

Late night television viewirg—in-
cluding snacking, the coffee break, and
workiny; wives with limited time for
meal preparation have resulted in many
people vating hurried, light breakfasts
or none ot all, The girowing avallability
and use of conveilence foods have
further reduced egg usage. And the high
level of affluence enables people to use
more red meats, poultry and fish, cut-
ting the use of eggs further.

Uunfavorable Publicity

Over the pust few years, eggs have
been hit with unlavorable publicity.
Some of it recultcd from limited but
real problems. Much of it was unearned
and unjustifed. And too much of it
was bascd on highly controversial data
and questionable correlations regarding
the cholestercl problem.

The argument over cholesterol rages
on. Does it cause heart trouble? Conclu-
sive proof of connection between diet-
ary cholesterol and heart disease has
not been establishea, However, eggs
are banned from many diets, On the
other hand, some sclentists and physl-
cians hold that eating eggs has no effect
on blood cholesterol level and may
even lower it

Contamination

Incidents of egg contamination are
hurting the egg industry badly. Con-
tamination with the PCB's (polychlori-
nated biphenyls) has been rather
limited, but the scare has been great.
Salmonella has been traced to eggs in
some outbreaks, But eggs have been
wrongly blamed in far too many cases.

Some contamination is bound to oc-
cur. But egg producers, processors and
handlers need to try to eliminate it
Governmental survelllance for contami-
nants is increasing and will intensify.

The time has come. Egg people can
no longer look the other way and hope
for a solution. They must accentuate the
positive, eliminate the negative, by tell-
ing consumers about thn excellent nu-
tritional qualities of eggs.

Effective Promotion

Effective promotion of eggs will re-
quire adequate resources. Meaningful
effort goes beyond the individual pro-
ducer to group action. Even one state
or a region cannot be as effective as the
natlon's egg industry working together.

Money will be needed. Not all will
agree on the best way to raise and
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spend it. Presently, enabling legislation
is in the lime-light. Some states have it
already. Others are considering it. And
1t is being explored on a national basis,
Enabling legislation involves a check
off, usually on each case of eggs, for
promotion of and research on eggs.

Egg consumption Is down. The egg's
image is falling, and more adverse pub-
licity may come. Profit margins are nar-
rowing. ‘Lhe egg industry can no longer
bury its head in the sand. It needs to
take action. It must effectlvely pro-
mote the use of eggs or face diminisning
opportunities,

Japanese Noodle Operation
Progresses
Moira Toner recently reported the

following story in the Los Angeles
Times.

Manufacturers in Japan, among the
world’s most successful export experts,
had their problems with an unlkely
product that amounts fo a Japanese
version of spagheitl. It gets stale on the
month-long boat ride to the United
States, they found, and the cost of
bringing it here kept prices high and
sales low.

The solution? Instead of selling
made-In-Japan noodles In the United
States, they've opened a factory here.
Now they sell made-in-Gardena Jap-
aneres noodles. They hope the cheaper
and fresher product made here will
attract more customers.

The alm behind Tokyo-based Nissin
Food Products' decision to open a §1.8
million plant in Gardena last March
was to capture some of the American
market outside the Japanese-American
community. The imported product—
called Top Ramen—was primarily mar-
keted in Japanese population centers in
the United States until the plant opened
here,

Market Broadens

Now, the company reports about 50%
of its product is being sold to people
outside the Japanese-American com-
munity,

Top Ramen is a combination of de-
hydrated noodles and soup mix which
has been cooked up as an instant con-
venlence food as a foundation for more
complex dishes by the Japanese for
years. The dish jtself is a traditional

Japanese treat, once sold by street ve;
dors to weary travelers.

“Production in the Gardena plant
somewhat slower than in our Japanc
plants (because of training problems;
says Teruo Takahara, 42, vice preside:
of Nissin Foods, USA. “But the qualit,
of the product is actually better thu:
the made-in-Japan variety because we
use American wheat to make 1l
noodles.”

Even with slower production, how-
ever, Takahara estimates that sales dur-
ing fiscal 1972 ran between $2 million
and $3 million. He says they hope 1o
produce three or more new product
items at their Gardena plant this fall.

But for now, the American subsldiary
produces only Instant noodles. The
noodles themselves emerge from a sin-
gle 300-foot-long machine—the first of
its kind to be set up outside Japan. A
packet of Top Ramen, Including soup
mix, sells for 20 cents and feeds two
people. i

The Japanese parent firm created the
instant noodle used in.the product 15
years ago, and it became an immediate
success in Japan, Takahara says.

So far, the company, hasn't done
much consumer advertising oulside the
Japanese-American comrunity, but it
feels other Americans are becoming ac-
quainted with it. The product has been
distributed to supermarkets nationwide.

“In the short time we've been in pro-
duction here, sales in the northwestern
United States are up 80%,"” says Tak:/i
Masuko, sales manager. “The genc: .l
American publle in such metropolit n
centers as Los Angeles and San Fr -
cisco felt in the past that our prod !
was only for oriental homes, But in
Northwest, with fewer ofiental Am:
cans, the people have no such prec
celved notlons”

Japaness-Americans

The Wall Street Journal reports th
are about 225,000 Japanese-Americi
in Hawail where they constitute fo
percent of the population.

There are about 215,000 Japane:
Americans in Callfornia, 20,000 each
New York and Wanhinrftun; 17,000
Nlinols; 6,600 in Oregon; and 6,500 1
Texas, i

—e

U.S. Processed Eggs — July 1971-June 197

Liquid 1,000 pounds Whole

Whols
'or immedlate plaln  blends
consumption 43,013 20,689
For rroceuh? 59,154 5,688
2 Total liqui 102,167 26,387
‘rozen 165,608 56,187
Dried 12212 50,780

Yolk bt°

White plain Tolal
21,403 4263 11,703 101,171
96,550 26,089 "7 @ps 188,185
118,052 30,352 é&h zan.::g
57, 18 ¥ 381,
mﬁ’g 101331’ 0 101,781
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Buhler Diagram
(Continued from page 19)

tion? Studies of Canadian, French and
U.S. durums led these scientists to the
conclusion that the quality of wheat
can be determined in the user's lnbora-
tory and while a laboratory purifier is
helpful it Is not a necessity.

Another article in the same lssue of
the publication is sbout pasta goods
under the microscope: the cooking be-
havior of pasta made of durum wheat
This was written by Dr. A. Frey and
Dr. A. Holliger. It is an analysis of a
microscoplc method to observe struc-
{ure changes in the framework of grain
protein. The conclusions on gluten,
quality and quantity are most Interest-

ing.

Buhler Industrial Filters

A new, industrial-equipment pruduct
being manufactured by The Buhler
Corporation, Minneapolis, Minnesota, is
a high performance air filter designed to
clear dust-laden air at high air-to-cloth
ratios. Called the Alrshock Filter, it
purifies exhausted air in plants, mills,
breweries, silos, loading terminals, etc,,
using a unique airshock method for
purging dust from replaceable cloth
filter bags.

Recelves Exhausted Alr

The Alrshock Filter is deslgned to re-
celve exhausted alr through an inlet (A)
where the air Is subjected to a cyclonic
acllon which pre-separates coarse dust
particles, gulding them downwards into
a filter cone where a discharging air-
lock traps the particles, Remaining air-
dust particles low towards the interlor
filter bags (B). Air flows inwards and
upwards through filter bags, depositing
‘he dust on the outside of the filter bags.
The filtered air enters a plenum cham-
‘er (C) at the top and leaves via a clean-
ir outlet (D).

At programmed intervals, a mechan-
rcally-operated alr valve system (E & F)
is designed to release a sudden, down-
ward “alrshock” from an alr supply
tank (G), purging one filler bag at a
time. This jet cleaning of individual
filter bags allows the Alrshock Filter
to operate at alr-to-cloth ratios of more
than double the present-day standards,
yet with only 6 psi air pressure,

Five Models

Five type-ASF Airshock Fillers are
available with various model options to
meet specific needs. Standard and bin-
vent models are available, utilizing from
6 to 64 filter bags 4 to 10 feet in length.
For more Information, contact The
Buhler = Corporation, 8025 Wayzata
Blvd,, Minneapolis, Minnesota 55426
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Buhler Designs New
Macaroni Presses for
Automatic Systems

New macaroni presses have been de-
veloped by Buhler Brothers Ltd. in
Swilzerland as part of that company's
fully automatic system for production
of macaroni. An article appearing in
Buhler's Diagram, the official publica-
tion of the company, points out that
today “the modern preduction of maca-
ronl products places grealer emphasis
on sanitation, product quality and low
mainlenance processing equipment.”

Construction of machinery and sys-
tems for the manufacture of maucaroni
for Buhler dates back to 1903. The
largest macaroni manufacturing line in
the world for shurt goods, built by
Buhler and in operation since 1070, has
a minlmum output of 15400 lbs. per
hour.

Includes Type TPAE and TPAD

The new Buhler macaroni presses in-
clude Type TPAE and TPAD. Type
TPAE has a capacity of 660 to 1,320 lbs.
per hour depending on raw materlal,
type of product and associated equip-
ment. This model involves a single
screw press and Is speclally suited for
the production of all kinds of shorl
goods, including specially items as well
as the production of long goods with a
stick length of up to 4’11,

Macaronl press type TPAD with a
distributing tube for manufacturing
of long goods has a capacity of 1,320
Ibs. to 2,640 lbs. per hour, also depend-
ing on specifications. The .nodel with a
twin screw press is mainly for produc-
tion of long goods with a stick length of
8'6%".

Easily Accessible for Cleaning

Buhler points out that the newly-
designed models have clean, simple

uncluttered lines according to require-
ments of the users. They are easily ac-
cessible for cleaning and servicing with
special emphasis on sanitary as well os
functional design.

Design features include a large dou-
ble shaft mixer, mixing shafts and pad-
dles of stainless steel. The product is
efMciently de-aerated in a vacuum
chamber located between the mixer
and extrusion elements.

The main extrusion cylinder s
equipped with a unique, eflicient water
cooling or heating system. The main
cylinder, the (ransfer housing with
large inlet opening, the oversized
thrust bearing and housing and the
planetary reduction main drive gear are
assembled as one compact unit, which
assembles simply to the supporting steel
frame. Wear of the stainless steel main
extrusion screw is minimlized by means
of bearings on the discharge as well as
the infeed end. The extraction device
for removal of the main screw can be
operated manually or hydraulically.

Dle Head Changes Within Seconds

For short goods production, press
heads are available for dies up to 13%"
diameter. Dies can be changed within
seconds by means of a new drawer-like
hydraulic system that simultaneously
inserts the new dle and removes the
old. The variable speed drive for the
short goods cutler and thu blower for
product aeration at the die are directly
flanged to the press head. The distribul-
ing head for long goods production is
mounted directly to the extrusion cylin-
der.

All motor mounts are designed to
easily accept motors of local tvpe or
manufacture. Optionally available for
drive of the main and vicuum screws
are: Single speed, two speed and vari-
able speed motors. The electrical con-
trols are arranged in a separate control
panel. Location of the control panel Is
flexible according to the customer’s
needs.

Buhler stresses that some of the ud-
vantages of the new macaroni presses
include a modern concept combining
the very lalest in sanitation, accessibil-
ity, servicibility, high product quality
and versalility. It also contains a front
bearing to keep wear of the main cylin-
der and extrusion serew to a minimum,
Quick-change hydraulic die exchanger
works easily and fast and a presses are
designed with “rugged, high-quality,
low maintenance design.

New Film on “Cleaning”
“Grain Intake, clecaning and prepara-
tion" is a new film produced by Buhler
Brothers. Arrangements can be made
with Buhler representatives for show-
ing.
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Completely re-designed

with features that make them
THE MOST RELIABLE
IN THE INDUSTRY!

New Conveying system never stops.

Product moves slowly and continuously from
spreader lo accumulator. No starts and stops.
Simplified design means greater reliability
since there 1s less wear than conventional
“stop and go” dryers.

Product is consistently excellent

because drying action 1s always steady. You
can count on the product to come out wilh
appealing color and texture. Uniform and
straight every time. Ideal for handling with
automatic weighing. transporting and pack-
aging machines.

Climate zones are
nositively separated.
Extremely tight enclosure with Buhler patented

"Delta T" control allows high temperature.
high humidity drying environment.

Capacity range 500-4,000 Ibs/hr.

Slandard stick lengths: 60 or BO inches.
Ask for details

on the built-in reliability of Buhler dryers and
other macaroni equipment. Call us or wnte
The Buhler Corp., 8925 Wayzata Blvd., Min-
neapolis. MN. 55426. (612) 545-1401/
Eastern Sales Otfice: 580 Sylvan Ave.. Engle-
wood Cliffs, NJ. 07632, (201) 871-0010/
Buhler Bros. (Canada) Lid. Don Mills.
Ontario, (416) 445-6910.
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Macaroni Products -- Broader Appeal Improved Pasta Sales

from Chain Store Age, Supermarket Selzs Manual

REPARING inexpensive meals from

scratch plus the convenlence factor
were the basic reasons drawing con-
sumers o the pasta products section
last year and the stale of the economy
Is reinforcing this move.

Shoppers last year bought more
frozen pasta items, pasta dinners and
pizza mixes than ever before. At the
same time, they purchased more dry
pasta in larger package sizes than pre-
viously.

A Northeastern supermarket buyer
explains, “Customers know they can't
beat a value like spaghetti at 25¢ per Ib.
They also know that almost any pasta
product is among the quickest and
easiest to prepare.”

Dinners

Macaroni and cheese entrees, offering
both price and convenience, figured to
continue dominating the dinner cale-
gory—and they did—with a better than
40% share of all pasta dinner sales in
1071,

Other packaged dinners—with meat
and sauce included—were declining in
recent years, but have started rebound-
ing with help from the new meat
“helper” or “exiender"-type items,

Pasta dinners accounted for nearly
20% of depariment sales and profits. A
Philadelphia buyer explains their con-
tinuing vitality: “Many shoppers are
attracted to total convenience in :.od
preparation—especlally for weekend

"

Another Eastern buyer says dinners
to which shoppers must add meat have
already made strong inroads in his com-
pany's stores, against all pasta entrees
except macaroni and cheese. He pre-
dicted the trend would continue in his
area and" nationally,

Dry Sales Expand

Meanwhile the dry pasta category
continued to expand, with macaroni,
spaghetti and noodles all showing good
gains. Sales for the entire category were
up about 4% ofter a 10% increase the
previous year.

Buyers and suppliers agreed that the
smaller galn in 1871 was no indication
of a long-term slowdown for tha cate-
gory. “Not at all" says a marketing
executive for one of the largest pasta
producers. “This is normal growth for
us, in line with population growth,
whereas the 1970 figure reflects con-
sumer reaction to unusual economic
pressure,” he explains.
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Macaroni/Pasta Products: Notional Sunermarket Performance

ABBORT- GROSS
Sales PROFIT RGIN
l’tl..nz'l ‘I%?&lml. % a!nl::ll- Illlllllt.lt:'ﬂ‘l Avg. ﬂgn

197 Depl.  (Millions Proft s | Warehouss % of Retall

Macaroni 303 $125.8 283 $22.9 34 18.3
Elbow 114 47.4 10.7 8.7 '] 18.4
Other 18.9 78.4 17.6 14.2 25 183
Spaghetti 27.0 1123 26.6 217 21 10.3
Regular 213 88.5 21.0 17.1 15 19.3
Linguine 6.7 238 5.8 4.0 ] 19.2
Noodles 19.9 82.8 234 18.0 21 23.0
Flat 18.0 75.0 21.0 17.0 18 229
Other ) 1.9 78 24 20 3 25.2

Macaroni

Dinners 8.9 371 7.1 5.8 5 15.7

With Cheese 8.3 344 6.4 5.3 4 15.3

Other 0.6 27 0.7 0.5 1 204
Noodle Dinners 7.3 30.3 7.8 6.4 ] 21.1

With Meat 35 143 31 3.0 5 20.8

Other 38 16.0 4.1 34 4 213
Spaghetti

Dinners 27 11.2 28 24 4 21.4

With Meat 18 73 1.7 14 2 103

Other 09 39 1.1 1.0 2 25.0
All Other

Pasta Dinners 04 1.5 0.4 03 5 20.0
Pizza Mix 35 14.5 3.6 2.9 4 20.5
TOTALS 100.0 $4155  100.0 $81.4 103 10.6

% of total store volume—0.71%

Concurring Is Bob Green, executive
director of the Natlonal Macaroni
Manufacturers Association, who notes
that the 1870 gain was the largest since
the end of World War II, and seems to
reflect consumer reaction to higher meat
prices—a reaction that apparently sub-
sided somewhat last year.

“But our 10872 first quarter report in-
dicates we may be in for a repeat of
1870," Mr. Green adds. An eastern buyer
echoes the prediction: “We feel we're
selling a lot of dry macaroni due to thz
state of the economy. We're also selling
a lot of prepared sauce, especially in
the quart size.”

Wings of Profit

Pasta suppliers like to point out the
catalytic effect their products have on
other store sales. One of these, Skinner
Macaroni Co., even uses the related
sales concept as the basis for its retail
promotion theme “Wings of Profit.”

Bill Henry, Skinner’s executive vice
president, comments; “Our research
shows that a dollar's worth of macaroni
can trigger about $7 worth of related
merchandise. Therefore, we are en-
couraging retailers to carry alsle wings
of tomato paste and other high-velocity
iteins next to thelr pasta products,”

Many suppliers in this highly region-
alized industry are offering larger pack-
age sizes and these appear to be catch-
ing on. A number of chains report suc-
cess with new 1 lb. bags of noodles

UNIT MOVEMENT
Unit Movement data based on ran-
dom sample, then projected, Case-24's

Share of Estimated
Calegory Unit Mv, Cases/Weok
Macaroni 325 125
Elbow 128 49
Other 19.7 7.8
Spaghetti 206 114
Regular 226 8.7
Lingune 7.0 2.7
Noodles 18.7 7.2
Flat 171 6.6
Other 1.8 0.6
Pizza Mix 21 0.8
Macaronl
Dinners 10.9 42
With Cheese 104 4.0
Other 0.5 0.2
Noodle Dinners 3.6 14
With Meat 13 0.5
Other 23 0.9
Spaghetti
Dinners 23 0.9
With Meat 13 0.5
Other 1.0 04
All Other
Pasta Dinners 0.3 01
TOTAL 100.0 38.6

which replaced or were added to 8 an:
12 oz. sizes on the shelves.

There has been a steady move to
flexible packaging, and one major pastu
supplier reports that about 80% of his
line is now appearing in this type of
package. He explains, “Retailers like it

(Continued on page 32)
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Macaroni Products -- Broader Appeal Improved Pasta Sales

from Chain Store Age, Supermarket Sales Manual

REPARING inexpensive meals from

scratch plus the convenience factor
were the basic reasons drawing con-
sumers lo the pasta products section
last year and the state of the economy
is reinforcing this move.

Shoppers last year bought more
frozen pasta Items, pasta dinners and
pizza mixes than ever before. At the
same time, they purchased more dry
pasta in larger package sizes than pre-
viously,

A Northeastern supermarket buyer
explains, “Customers know they can't
beat a value like spaghetti at 25¢ per 1b.
They also know that almost any pasta
product Is among the quickest and
easiest to prepare.”

Dinners

Macaroni and cheese entrees, offering
both price and convenience, figured to
continue dominating the dinner cate-
gory—and they did—with a better than
40% share of all pasta dinner sales In
1071,

Other packaged dinners—with meat
and sauce Included—were declining in
recent years, but have started rebound-
Ing with help from the new meat
“helper" or “exiender"-lype ilems,

Pasta dinners accounted for nearly
20% of depariment sales and profits. A
Philadelphia buyer explains their con-
tinuing vitality: “Many shoppers are
attracted to total convenience in food
preparation—especially for weekend

Another Eastern buyer says dinners
fo which shoppers raust add meat have
already made strong inroads in his com-
pany's stores, ngainst all pasta entrees
except macaroni and cheese. He pre-
dicted thg trend would continue in his
area and nationally.

Dry Sales Expand

Meanwhlle the dry pasta category
continued to expand, with macaroni,
spaghettl and noodles all showing good
galns, Sales for the entire category were
up about 4% after a 10% incrense the
previous year.

Buyers and suppliers agreed that the
smaller gain in 1871 was no indication
of a long-term slowdown for the cate-
gory. “Not at all, says a marketing
executive for one of the largest pasta
producers. "This is normal growth for
us, in line with population growth,
whereas the 1070 figure reflects con-
sumer reaction to unusual economic
pressure,” he explains.
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Macaroni/Pasta Products: National Supermarket Performan:.

ASSORT- GROBE
M

llh.l?l'l Dollar as’:llo br?;l. n-m%';an Amng L
s Gross
1971 CXCEE R i i
Macaroni 303 $125.8 28.3 $229 34 18.3
Elbow 114 474 10.7 8.7 ] 18.4
Other 18.9 78.4 17.6 14.2 25 183
Spaghettl 27.0 1123 26.8 219 21 10.3
Regular 213 88.5 21.0 17.1 15 10.3
Linguine 5.7 23.8 5.8 4.0 6 10.2
Noodles 10.9 82.8 234 19.0 21 23.0
Flat 18.0 75.0 21.0 17.0 18 229
Other 1.9 78 24 20 3 25.2
Macaroni
Dinners 89 - anl 7.1 5.8 5 16.7
With Cheese 8.3 34.4 0.4 5.3 4 15.3
Other 0.6 2.7 0.7 0.5 1 204
Noodle Dinners 7.3 303 7.8 6.4 9 21,1
With Meat 3.5 143 3.7 3.0 5 20.8
Other 3.8 16.0 4.1 34 4 213
Spaghetti
Dinners 2.7 11.2 28 24 4 214
With Meat 1.8 73 L7 14 2 10.3
Other 0.9 a9 11 1.0 2 25.6
All Other
Pasta Dinners 0.4 1.5 0.4 0.3 5 20,0
Pizza Mix 35 145 3.8 29 4 20.5
TOTALS 100.0 $4155 100.0 $61.4 103 10.0

% of total store volume—0.71%

Concurring is Bob Green, executive
director of the Natlonal Macaroni
Manufacturers Assoclation, who notes
that the 1070 galn was the largest since
the end of World War II, and seems to
reflect consumer reaction to higher meat
prices—a reaction that apparently sub-
sided somewhat last year,

“But our 1072 first quarter report in-
dicates we may be In for a repeat of
1970, Mr. Green adds. An eastern buyer
echoes the prediction: “We feel we're
selling a lot of dry macaroni due to the
state of the economy. We're also selling
a lot of prepared sauce, especially in
the quart size."

Wings of Prolit

Pasta suppliers like to point out the
catlalytic effect their products have on
other store sales. One of these, Skinner
Macaroni Co., even uses the related
sales concept as the basis for its retail
promotion theme “Wings of Profit.”

Bill Henry, Skinner's executive vice
president, comments: “Our research
shows that a dollar's worth of macaroni
can trigger about $7 worth of related
merchandise, Therefore, we are en-
couraging retailers to carry aisle wings
of tomalo paste and other high-velocity
items next to their pasta products.”

Many suppliers in this highly region-
alized Industry are offering larger pack-
age sizes and these appear to be catch-
ing on. A number of chalns report suc-
cess with new 1 lb. bags of noodles

UNIT MOVEMENT

Unit Movement data basad on ran-
dom sample, then projected, Case-24's

Share of Estlmated
Category Unit My, Casas/Week
Macaronl 325 125
Elbow 128 4.9
Other 19.7 7.0
Spaghetti 20.6 114
Regular 226 8.7
Lingune 7.0 2.1
Noodles 18.7 72
Flat 17.1 6.6
Other 106 0.8
Pizza Mix 2.1 0.8
Macaroni
Dinners 109 42
With Cheese 104 4.0
Other 0.5 0.2
Noodle Dinners 3.6 14
With Meat 13 0.5
Other 23 0.9
Spaghetti
Dinners 23 09
With Meat 13 0.6
Other 1.0 0.4
All Other
Pasta Dinners 0.3 0.1
TOTAL 100.0 38.6

which replaced or were added to 8 an
12 oz. sizes on the shelves.

There has been a steady move to
flexible packaging, and one major pastu
supplies reports that about 80% of his
line is now appearing in this type of
package. He explains, “Retailers like it

(Continued on page 32)
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Supermarket Sales Manual
(Continued from page 30)

because it can save as much as 14% of
shelf space over cartons, and customers
like It because they can see the prod-
uct better.,”

The category is not without shifts in |

product preference from time to time.
Some supermarket buyers report In-
creasing popularity of wider noodles
used in casserole dishes. In one area the
trend became so marked that a supplier
cut fine noodles from hls line.

Both suppliers and merchants are
optimistic about the category's pros-
pects, Typical is the comment of a Mid-
west buyer: “Pasta margins have not
been ravaged, and I don't think they
will. It will never be a football item.”

A Midwest supplier also points to
brondened ethnic and age appeal of
pasta: “We're now selling a lot of prod-
uct in markets where we wouldn't have
done very well only a few years back.”

Continuing Concern

A matter of contlnuing concern to the
indusiry has been the Food and Drug
Administration’s proposed identity
standard which—if enacted as orig-
nally written—would encompass a
product shaped like macaroni but made
largely of high-protein non-wheat in-
gredlents including woy beans. General
Foods recently recelved a year's re-
newal of a marketing permit for such
a product. But otherwise there is little
to report on the matter, as it remains
under study by the FDA.

Prepared Foods
From Chain Store Age

Are ready-to-serve and {roztn en-
trees hot items only for shoppeis with
lots of extra cash to spend In the
supermarket?

Allied Supermarkets, Detroit, is one
of the chalns who emphatically says
no and is proving the broad-based ap-
peal of prepared foods which it pro-
duces Itself for the 103 Wrigley super-
markets and K mart food departments
it serves in Michigan,

A number of these units have pre-
pared foods service counters offering
Allled’s own take-out entrees, salads
and desserts, in addition to party plat-
ters,

Many of these stores are also serving
up as many as six recently introduced
frozen “heat and serve” entrees in their
frozen food departments. Produced by
the kitchens of Delcrest Foods (Allied's
manufacturing subsidiary in Livonla,
Mich.), the items are packaged under
the chain's Camelot label.

The six frozen items avallable are
stuffed peppers, stuffed cabbage, Italian
meatballs with sauce, salisbury steak
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with gravy, lasagna and meat loaf with
gravy. Promotional support includes
coupon programs that substantially re-
duce the normal retall price in the $1.19-
$1.39 range, The programs, along with
in-store sampling, make the items in-
stantly competitive with frozen food
entrees produced by basic food manu-
facturers,

Allled is also freezing barbecued
chickens—available at prepared foods
counters—under the Camelot label.

Dell department manager Bettly
Holupka, who works at a Wrigley unit
in the Detrolt vicinity at Westland,
Mich., voiced a typical opinion about
selling take-out prepared foods in
Allied units:

“People don't have to be well off to
be interested in take-home prepared
foods. We find no trouble in moving a
substantial amount of entrees with
working people who come in here late
in the day seeking the convenience of
a dinner they don't have to prepare.”

She also notes, “Dell is very much an
ethnic matter, and you have to be sure
your products are closely tallored to
the background of your clientele.”

Functional Color Package
For Lasagna

Aluminum foil loaf pan with FDA
approved orange exterlor and white in-
terior is used by Frangis Ravioll Mfg.,
Denver, Colo. for frozen, cooked la-
sagna. Several holes are punched in the

foil laminated board lid before heating
to release steam.

Additional information on the pack-
age is avallable from Ekco Products,
Inc.aoﬂ? Wheeling Rd., Wheeling, Il
60000.

Nutritional Awareness Posters

Family Circle has supported the Food
Council of America’s nutritional aware-
ness campaign since September, 1070
They have donated over a half-million
dollars in advertising space to help ex
tend the food Industry's message—"Ea:
the basic 4 foods every day."

Now, in cooperation with the Foo
Council, they are offering at cost thre
2214" x 34%" full-color posters adapte:
from Food Councll ads that have ap
peared in Family Circle. One Is th
colorful “Eat the basic 4 foods ever:
day” symbol and the others featur:
“Soul” and Puerto Rican ethnlc food

Popular Promotion

Point-of-purchase advertising cor
tinues to spurt ahead. According to
survey of 1,740 companies by the Poin
of-Purchase Advertising Institute an
Advertlsing k BSales Promotlon magé
zine, 12% of the annwering companie
expect to Increase their p-o-p promo-
tlon by 25% or more a year over the
next five years; 18% will expand it 11%
to 25% a year; 27% antlclpate a 1% t0
10% increase. Twenty-nine percent sald
their spending will .emain the same,
and 3% expect a decrease.
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Chain Sales increase;
Profits Drop

The general trend for supermarket
chains in fiscal 1971 showed profits and
sales moving In opposite directions.

Net profits of 63 supermarkel com-
panies fell to $369.2 million during ‘he
year—a drop of 6.1 per cent from 1870,
This resulted in the chains, as a group,
netting only 81¢ on every $100 sales,
compared with $1.04 the year before.

On the other hand, total sales rose a
moderate 7 per cent to $40.6 billion, ac-
cording to the latest Supermarket News
annual compilation of financial data of
53 publicly held chains.

Also affected by the depressed over-
all profits was another key ratio, net to
stockholders' equity. A decline from
10.6 to 9.4 per cent took place here as
total net worth grew 6.8 pe: cent to
$3.04 billion.

Pre-tax income for all 53 chains sank
even more than the net, by 7.5 per cent
to $727.3 million.

The difference in profit and sales per-
formances for the listed chains was
{llustrated dramatically by the score of
rises and declines.

In sales, 49 of the 53 companles re-
ported advances during fiscal 1871, In
net income, however, one third of the
firms had a worse position last year
than in 1870,

Lower net profit figures were posted
by 12 chains, while one suffered losses
for both years, and flve dipped into the
red in 1971

On the positive side, 34 firms chalked
up galns and one company was back in
the black.

Sales Leaders
(Volume in Billions)

A&P ...... sait s ceesnesnses..$5,500
BafewaY ....co0nns L CER Y 5,350
KEOEOP “ossrivsorsorqetstssnsaes 3,708
Food Falit sovevivisnnasvosrncaes 1,078
T T By g g LR Aoy e L crl e m 1,862
Jewel ...viienniees Vs raldineaeea 1,810
Lucky ..eves AT A oo 1,794
Natlonal Tea ....oovvvvevvnnenns 1,614
Winn-Dixie ....oevvvvvrnesees.. 1,600
Grand Unlion ..... irissnnnacnevs 5304

Profit Leaders
(Net as a Per Cent of Bales)

Wels civeorriirnsrrisersnrravansdidd
Winn-Dixie ....vconveinivennnses 200
Penn Traffic ..... sresiieserevany e 03
A. . Bayless

Fred Meyer ....oivevvnniniaes veea 194
Blg Bear vvvvervrsnrsnnrennes vero 108
Lucky +oveensnns Savinrasesvevesrs il
DUlon seserssescrnsssrssnsiaiensedliTl
Red Food ....oovvvinnnnnns RIS | >
Safeway

Glant civieciesrsisvssnsrrinsenis .1.50
34

Food Is a Bargain

Consumers spend 15.6¢ of each ex-
pendable dollar for food in this country.
The figure is 26% in England, 38% in
Italy, 40% in Japan and 5% in Russia.

Food prices have gone up, But the
average Amerlcan’s paycheck has gone
up faster. In 1847 Americans spent 25%
of thelr paycheck for food. By 1850 this
had dropped to 22.2% and 1¥/i tood
expenses took less than 18%.

Any wav you cut it, Americans enjoy
the best 100d buys In the world, The
time required to earn a pound ot white
bread in the U.8, is slx minutes, eleven
minutes in France, twelve minutes in
U.8.8.R,, forty-six minutes in Brazil.

The time required to earn a pound of
sirloin steak in the U.S. is 24 minutes.
In France it is 110 minutes, 132 minutes
in USSR, 118 minutes in Brazil, and
2890 minutes in Japan.

One big reason for the increase in the
grocery bill is the change in merchan-
dising techniques. Today's supermar-
kets offer a wide range of products froin
bread and butter to charcoal, and in-
cluding many non-food items such as
pet food, garden supplies, toothpaste,
baby powder, nylons, light bulps and u
score of other items.

28% for Non-Foods

Today you spend 28% of your grocery
bill for these non-food items,

Three-fourths of all pet foous are
sold through supermarkets, two-thirds
of all toothpaste and over half of the
aspirin and baby powder,

Alcoholic beverages, health and beau-
ty supplies, housewares, magazines and
paper supplies all add o the average
American's grocery bill, yet these are
not food items.

“Convenience foods” greatly add to
your food cost, too. You don't want to
spend as much time in the kitchen, so
you buy pre-cooked foods, freeze-dried
products, packaged dinners, ready-made
desserts, canned hams and potatoes and
at least fifty prepared versions.

And today you can buy strawberries
around the calendar, have ear corn for
Thanksgiving, and enjoy what used to
be (ut-of-remson items all year long.
U.8. Department of Agriculture Home
Economisis estimate that this built-in
maid service has added 25% to the cost
of food. And don't forget, the farmer
does not share In the profit of this extra
preparation.

While the food bill has continually
gone up recently, so has the price of
just about everything else, In many
cases the increase is much greater than
the boost in food prices, as these per-
centage increases from 1857 to 1971
indicate: b

Disposable income—222%
Food—178%
Services—250%

Other Goods—215%

The Grocer’s Role

The disconcerting rise in food pric
has once again led to much talk abo:
what happens to prices bstween far:
and dinner table, President Willia::
Mitchell of supermarket leader Safc-
way Stores did some quick calculations

“If we took all of the net profit of all
of the retail food chains, cooperatives
and voluntary groups for a year and
distributed them back to the customers
on a per-capita basis, an average family
of four would get back 28¢ at the end
of the week.” Put another way, that's a
penny a day a person,

Concluded Safeway's Mitchell: “1
don't think that Is really contributing
to inflation.”

Italians Like Spaghetti

A recent report that pasta consump-
tion was declining in Italy caused us to
write to the Braibanti Company in
Milan, They replied: “It is true that,
with the general improvement of living
standards that brought an increase in
the use of various other foods such as
meat, the consumption of macaroni
products has decreased about 2% since
1885, but the figures that are reporicd
in many publications are just not relin-
ble. While consumption of 100% hard
wheat semolina products has slightly
lowered, there has been an Increase in
the use of egg noodles and speclalty
products such as ravioli, tortellini, etc
It is certainly a fact that the quantity o
pasta products consumed in Italy coul:
hardly be higher than they are."

Pasta Machine

An Italian newspaper-seller says h:
has produced the world’s first full:
automated spaghetti-making machine.

It converts flour and water into fort)
plates of spaghetti in twenty minutes—
and serves it up with a squirt of tomato
sauce and a sprinkling of Parmesan
cheese.

Inventor Gravino Agostinoni, from
Monte Silvano, in central Italy, says he
pours flour and water in one end of the
machine, It mixes the paste, cooks It,
shreds it and regurgitates it on to plates
fed to it along a conveyor belt, with
the condiments squirted on just before
the waller grabs the plate and rushes it
to the customer’s table.

Sald Agostinoni: “I hope I can sell
my machine to the Americans.”

Naples for long goods;. .
Genoa for short cuts;
Bologna for stamped goods.
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Microwave-Heating
Sarvice Center

With the opening of the first fully
equipped and staffed microwave-heat-
ing service center for general industry,
manufacturers now can test techniques
on their preducts on a production scale;
there is no need to set up their own
production-size pilot plants. Feasibility
studies are planned and conducted by
experienced microwave engineers,

The range of applicatlons Is so flexi-
ble these can be adapled easily 1o many
diverse products and purposes,

The new center is located at th2
Microdry (formerly Cryodry) plant In
San Ramon, California. The engineers
in charge have ploneered many de-
velopments in cooking, drylng and
blanching of foods, and in drying and
heat bonding of wood and other mate-
rials.

Empirical results are gained from
actual production equipment. Thir is
sald to be far more practical than ob-
taining questionable results from test
equipment that is too small, with un-
predictable field variations and no con-
Veyors.

The center has both 815 and 2450
megehertz equipment In various sizes,
and greater kilowatt availabllity than

most full-production microwave heat-
ing facilities,

Completion of feasibility studies gen-
erally is quoted on a 30 day basis, al-
though work often is finished within 48
hours. Nominal charges are made to
cover costs of equipment, power and
personnel.

Microwave heating Is unique in that
it heats an object uniformly, inside and
out, in accordance with the distribution
of its molsture content. And it is done
very quickly. Results often are drama-
tic: for example, pasta is dried in 1/10th
the time and space formerly required.

For more information write Microdry
Corporation, 3111 Fostoria Way, San
Ramon, Callfornia 84583,

Chicago Catastrophe

A heavy rainstorm dumped up to
seven Inches onto the Chicago area Fri-
day night, August 25. The weight of
storm water caused collapse of a roof
on the Golden Grain Macaroni Co. in
Bridgeview, injuring ten persons, one
critically. Some forly persons were
working on the second shift.

In the next issue:

Washington Meeting
Report
New York Press
Party Proceedings

In December:
Durum Show Report
Macaroni Decorations

complete coverage
in

THE MACAROUNI JOURNAL
P.O. Box 336, Palatine, lllinois 60067
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Name
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JACOBS-WINSTON
LABORATORIES, Inc.

Consulting and Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Produrts.
1—Vitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs and
Nood

3—Semolina and Flour Analysis.
4—Micro-analysis for extranecus matter,
5—Sunitary Plant Surveys.

6—Pesticides Analysis,

T—Bacteriological Tests for Salmonella, etc.

James J. Winston, Director
156 Chambers Street
New York, N.Y, 10007

EST. 1920

Octobes, 1972
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Edwerd A, Horrigan

MANAGEMENT PANEL

T the NMMA Annuel Meeting a
panel of macaronl munufacturers
had these observations on management:

L. D, Willlams

Lawrence D, Williams of the Cream-
ette Company said: “Let's get organ-
ized!"” He observed that job definition
and job responsibility must extend from
top management through middle man-
agement to the bottom rung of the
ladder with a commitment up and down
the line.

A. M, Vagnino

This viewpolnt was reenforced by
Anthony M. Vagnino of the American
Beauty Company in Denver. Mr, Vag-
nino declared that in any competitive
industry the performance of the people
responsib'e for the use of a company's
assets determines the degree of its suc-
cess.

“Baslcally,” Mr. Vagnino sald, “the
competing companies within an indus-
try have so many things in common
that one might conclude that there Is
little or no difference between them.
However, from our own personal and
business experience we do recognize
that there is a difference and that this
difference is in the performance of the
people involved. Consequently, the de-
gree of success that a company may
achieve is determined by the quality of
their ‘people performance."”

J. F. Ronald

John F. Ronald, President, Catelli
Ltd., declared the business of business
is to increase revenue while reducing
costs, The optimum balance is the key
to profit for shareholders, employees
and the community.

To increase revenues, sald Mr. Ron-
ald, the company must Increase sales
volume, either through share of market,
market growth, or the development of
new markets. The second way is
through increased prices.
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Increased efficiencics will result in re-
duced costs and contribute to profit-
ability, Mr. Ronaid observed. In this
area the possibilities are for increased
mechanization and automation, the in-
creasing of productlvity for higher
yields, better purchasing practices, and
tighter operations in general. All of
these factors are at work in most in-
dustries, said Mr. Ronald, certalnly in
the macaroni fleld.

Growth

Keys in the macaronl situation are
in market growth. In Canada, progress
has been satisfactory and probably so
in the United States. As for getting in-
creasing share of market or developing
new markets manufacturers find the
competitive environment very tough.
Prices are not normally attractive but
this is probably essential to the nature
of the business,

On the efficlency side Mr, Ronald ob-
served that mechanization has gone a
long way and he asked “how much
farther can you go?" There is a poten-
tial of course, he observed.

There are also opportunities to be
realized in the areas of yields, purchas-
ing, and operations.

Problams

But on the problem side, Mr. Ronald
noted, there are government pressures,
the problems of satisfactory raw mate-
rials, the problems of working condl-
tions and wage rates for labor, sanita-
tion conditlons, labeling, trade pres-
sures Including discounts and service
levels. If increased operating efficlen-
cles tend to be eaten up by these ac-
celerated demands from government,
customers and labor.

Funds for increasing automation are
hard to dnd and the problem of the
large corporation In the macaroni busi-
ness are the requirements of standards,
unlonization, reporting, ralsing capital,
quality control. These demands con-

'

sume profitability, so the obvious ques-
tion is: “Are we selling our product too
cheaply?”

Mr. Ronald observed that the maca-
ronl Industry’s pride in low price: was
a dubjous virtue.

E. A. Horrigan

Edward A. Horrigan, Vice President,
Continental Division, Thomas J. Lipton,
Inc, agreed with consultant Harold
‘Ward that a public stock company must
make a profit in order to improve the
value of their stock, and to improve
their return on investment.

There are other polnts as to what
profits mean to a company, according to
Mr. Horrigan. For example, profits help
finance new products to meet the chan:-
ing consumer needs and wants, Corj -
rate profits also help In programs ¢ -
signed to bring about continued i--
provement in established product lin
Profits also help in making the pl
improvements that are necessary
continue to produce high quality pt
ucts. Profits also help improve p!
conditions for a company's employ:
Profits also enable a company to ¢
tinue to improve their pension pl
and the many other fringe benefits
quired in a more sophisticated socic

After Bud Ward prodded macarn
manufacturers to be more aggress
Mr, Horrigan agveed with him ti
someone operating in the pasta busin:
should have come up with a prodi
like skillet dinners or hamburger he!
ers. He asked the questlon, “Why d
someone who Is not essentially in 1l
pasta business have to show the way:

Code of Integrity
In referring to the comments made by
Jeanne Voltz, J-0s Angeles Times Foud
Editor, whereln she -mentioned con-
sumer interest In packaging and label
ing Mr. Horrigan commented that ot
Lipton they are dedicated to constantly
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Management Panel

updating packaging and all forms of
labeling. As a growing company with
products in broadly diversified flelds,
Lipton took steps o insure continuity
in advertising, packaging and merchan-
dising by adopting In writing a “code
of integrity.” This code of integrity is
a matter of record with all advertising
agencles serving Lipton. This serves as
an absolute guidellne for product man-
agement and the corporate packaging
department, and all other related de-
partments,

Mr. Horrigan expressed the opinlon
that responsible officers of the com-
panles in the industry must pay the
same attention to every package going
on the shelf bearing their name so as
to reduce to 8 minimum consumer con-
fusion and/or consumer displeasure.
The prolection of the consumer fran-
chise is all important,

L. E. Skinner

Lloyd E. Skinner, chairman, Skinner
Macaroni Company, described their
planning for profit with a strategic busi-
ness plan.

“When it comes to talking about profit
in our business, we have recently
started using a very important device
known as Strategic Business Plan which
covers one, two and five year objectives.
We have found this to be most instru-
mental in setting the direction of the
business and as an Instruiaent for fol-
low-up.

“Mr. W. A. Henry has had consider-
able experience with this as Vice Presi-
dent-Marketing of Durkee Foods before
joining our company and was responsl-
ble for setting up our Strategic Business
Plan. This does not mean that we have
not had future planning before. . . .
Mr. H. Geddes Stanway has always laid
out one, two and five year plans for our
production department. However, this
is the first time we have really set up a
plan that included our marketing and
selling departments.

“In the July Bth lssue of Business
Week there is an article on how Gen-
eral Electric is using the Strategic Busl-
ness Plan and the benefits that have ac-
crued from its use,

 Btrateglc Business Plan

“I think by giving you the titles of the
different section of our Btrateglc Busi-
ness Plan you can see what it covers.
They are as follows;

1. Bcope of the Business

2. Statement of Objectives (which
includes fiscal 1870 through 1076)

3. Business Climate

4. National Marketing for Macaroni
Products

5. History of the Company

OctoBer, 1972

6. Marketing Plan for the Current
Year (which contains our buse
plans for each product and also
our reach plans. Reach Plan is set
up in case things go better than
expected and we can change our
objective.)

7. Sales Plan (which tells how we
are going to reach the objectives
of the Marketing Plan.)

8. Distribution

9. Manufacturing Plan

10, Executive Headquarters and Fi-

nancial Analysis

Key Events (so we can measure

our accomplishments.) (Dates are

set for completion of each event.)

“I would like to discuss this further
and in more detail, but for the short
time alloted me, I think this will give
you some idea how to bring about bet-
ter profits for your business.

11

Skinner Cook Book

Readers of Midwestern and Southern
regional editions of September Fam-
ily Circle can use the coupon in a full-
color Skinner Macaroni ad to obtain
“What's For Dinner, Mrs, Skinner?"'—
a new cookbook with 300 recipes—in
return for three Skinner labels.

Creaomettes Advertise
Casserole

A Creamette recipe ad in September
Family Circle [eatured "Creameties
Macaroni Mediterranean—or how to
turn leftover chicken or turkey into an
elegant dish.”

The casserole was shown in full color.
The accompanying recipe calls for a
number of related grocery items includ-
ing green peas, cream of mushroom
soup, milk, salami, ripe olives and
Cheddar cheese—plus two cups of
cooked chicken or turkey.

“If the ingredients sound a bit exotic,
they are,” says the Creamette Compuny.
“And the finished dish is easily fancy
enough to serve for company.”

Retailers interested in tie-in malte-
rials, including four-color siack cards
and shelf talkers, can contact the
Creamette Company.

Chef Boy-ar-dze
Italian Food Festival

A total of 86 million store-redeemable
coupons will be distributed during the
1872 Chef Boy-ar-dee Italian Food Fes-
tival, to be launched in October by
American Home Foods on beshall of
eight different Chef Boy-ar-dee prod-
ucts,

The promotion will be backed by na-
tionwide coupon advertising in Sunday
newspaper supplements with a com-
bined circulation of 42 million. A full-
color eight-page booklet containing
recipes for a wide variety of Italian
dishes will be Inserted in Parade and
Family Weekly supplements on Sunday,
Oclober 8, while page-and-a-half ads
will appear in independent Sunday
newspaper magazine sections.

The eight Chef Boy-ar-dee products
to be pushed in the Italian Food Festi-
val are: Spaghetti & Meatballs, Ravioli,
Beefaroni, Beefogeiti, Spaghetti Din-
ners, Pizza Mix, Spaghetti Sauces, and
Frozen Pizza.

Other Chef Boy-ar-dee products are
currently being advertised on a regular
basis in Family Circle and other maga-
zines.

Red Cross Macaroni

On July 1 The John B. Canepa Com-
pany of Chicago became officially
known as Red Cross Macaroni Com-
pany.

Macaroni Consumption

Statistics from data published by the U.S. Department of Commerce, In thousands

of pounds,

Mill Grind Macaron!  Macaronl Par
Yoar Durum Exports Imp [ tl Population Caplia
1971 1,525,100 1,466 20,207 1,642,841 2004 7.36
1870 1,481,300 1,381 27,801 1,507,520 207.0 7.28
1869 1,347,800 1,624 22,876 1,370,252 204.8 6.73
1068 1,274,000 1,278 18,830 1,202,461 202.6 6.38
1067 1,253,400 1,540 17,722 ,2090,682 200.7 6.34
19668 1,244,100 1,708 13,671 1,256,085 198.7 6.82
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FOR SALE—8) e bock on Macarenl,
Noodlas, Pesta Products by James J, Win.
ston, $5.00 postoaid If check s sent with
ordar, P.O. Box 136, Paletine, 11l, 600487,

WANTED—Subscribars  te the Macaronl
Journal. Twalve monthly issues $8; edd $2
for foreign postege. Maceronl Journal, Bon
336, Palatine, Ill. 60067,

Tom Purcell

Tom Purcell, plant engineer for
Golden Grain Macaron! Company in
San Leandro, California, was killed in a
plane accident August 12, He was an
aviation enthuslast and was in a home-
made plane. He leaves his widow Eva
and three children.

Dr. Johnston Retires

Dr. William R. Johnston, vice-presi-
dent for research, International Mulli-
foods for eleven years has retired.

After forty-one years in the food in-
dustry, most of it in the baking and
milling industries, his last official act
was to edit the two-and-one-half year
findings of the Ad Hoc Committee on
Iron Enrichment.

Dr. Johnston has credit for a dozen
patents and scores of articles and trea-
tiscs for professional technical journals.

He and his wife Felicie plan to live in
the Big Sur area, near Mount Carmel
south of San Francisco.
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Keep the Compatition Healthy

Editorial by M. C, Goldman,
Rodale Press

How does a small shop compete in
today's $125-billion-a-year food trade?

Right now supermarkeis and big
chain stores are snapping at each other's
throats in attempts to get the biggest
bite. They're running harder, giving
more stamps or prizes, advertising
louder. Each one prints up a longer list
of suddenly cut prices than its com-
petitors had the week before, Many are
staylng open around the clock, week-
ends, Sundays, far into the night.
What's more, the food industry seems
to be reversing its field on nutrition.
For years, processors and retallers in-
sistei that people wouldn't buy any-
thing iust because it's good for them.
Nutrition doesn't sell, they argued,
“Can you imagine Crunchy Granola
ever ouiselling Kellogg's Corn Flakes?"
writes business columnist “dilton Mos-
kowitz. “Or organically-,roduced apple
juice besting Coca Cola?" Perhaps not,
but the food industry, he conrludes, “is
responding to the rising tide of tie back-
to-nature movement.”

For these reasons, says this column-
ist, you have only to check the rising
sales of health foods or visit your local
bookstore. Among today's most po,ular
sellers: "The Chemical Feast" by Jaines
Turner, a Rolph Nader lieutenant, fol-
lowed by Beatrice Trum Hunter's "Con-
sumer Beware!—Your Food and What's
Been Done to 1t," and now Gene Murine
and Judith van Allen's co-authored
“Food Pollutlon—The Violation of Qur
Inner Ecology."

Consumer Awarensss

More consumers are waking up—and
that's the key to competing successfully.
Supermarketing Magazine recently en-
gaged a research firm to survey 30 ma-
jor U.S. markets. Some 250,000 shop-
pers were questioned about food-selling
practices. Current concern about nutri-
tion Is reflected in their attitudes toward
nutrition information. Sixty-three per-
cent of the shoppers interviewed be-
lleved that food stores should be re-
sponsible for providing shoppers with
nutritional information and keeping
them informed. This attitude was
strongest among people whose Income
was between $5,000 and $15,000 a year,
Other points hit in the survey: Open
code dating to assure freshness (favored
by 89%); unit pricing (ne:rly all say
they want it, few actually use it); meat
grading (65% said they rely on their
own experlence in choosing mcats
rather than on the government grading
system); and pollution (84% responded
that markets should mot sell products
that are harmful to our environment).

The concern about nutrition repr
sents one potent means for the smo
shop to compete effectively. So do
the public's increasing concern abou
additives, resldues, hormones, environ
mental abuse. And certainly the bi
turn to foods that taste better, to olc
fashioned cooking, and to wholesom
do-it-yourself preparation ideas insten
of highly-processed ultra-convenienc:
products—these all add up 1o a stronge:
position for the little guy than eve
existed before.

Keep Informed

How does the small shopkeeper make
the best use of these plus faclors? First
of all, he stays informed. He keeps him-
self and those who serve the customer
up to date on nutritlonal research, de-
velopments and the sort of every-day
information people want to know about,
He makes sure his shop doesn't lose that
personal touch invariably lacking in the
yawning aisles of the huge markets.
Second, he leads the way in better
labeling, fresher produce, baked goods,
etc. Third, he respects that 84% of the
buying public who don't want stufl
sold where they shop that will mess up
the environment even more than it's
already fouled. He simply keeps such
products out of his store. Finally, he
plays square with both the consumer
who wants organically-grown food and
the farmer who is making the effort to
supply it. He stocks fresh vegetables
and fruits, grains, breads, dalry prod-
ucts, meats, frozen and packaged foods
from certified organic growers. And h:
lets his customers know he's doing
exactly that.

By showing he cares, by keeping peo-
ple and families involved in real farn:-
ing, by making sure he gives his cus! -
mers the freshest, tastiest, most who' -
some natural foods avallable—as w
as by combining the advantages of !
personal touch, sound nutritional inf
mation and lively merchandising—
organic food shopkeeper can indi
compete. Let's keep the competit
healthy!

Editor's note: Taking care of custom:
being aware of their concerns, being
formed In general, all adds up at !
level of food production and distrii -
tion. That's why there are associatic &

Food Trade

Convention Caolendar

Oct. 1-5: Food & Dairy Expo '72, Atlin-
tic City Conventibn Hall.

Oct, 22-25: Nat'l. Absn. of Food Chains,
Miaml, Florida,

Oct, 30-Nov, 21 PMMI Packaging/Cun-
verting Machinery Show, McCormick
Place, Chicago.

Nov. 11-15; Nat'l, Frozen Foods Con-
vention, San Francisco, Cal.
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Okay.

Who put egg in the noodles?

Sal Maritato did.

So nowwhen you buy Multifoods'

new noodle mix called “Duregg”

—all you add is water.

We've gone ahead and added the

egg solids to Multifoods’ top-

. quality durum flour.

A number of our customers have already ordered

“Duregg” in hefty lots.

Here are a few reasons why you should:

® Duregg eliminates time-consuming, in-plant
blending of flour and egg solids with ex-
pensive machinary.

® Duregg is ready when you need it. No thawing,

less chance of contamination, and less time
and mess.

® Duregg eliminates the need to re-freeze
unused egg.

® Duregg assures a consistent blend.

® Duregg eliminates the necessity to Inventory
two ingredients. Storage and record keeping
is reduced.

® Duregg simplifics delivery. Now it's one
source — Multifoods.

® Duregg lowers your manpower requirements.

Enoughsald.Orderyour Duregg with aphone call.
The number is 612/339-8444,

INTERNATIONAL

MULTIFOO

DURUM PRODUCTS DIVISION
GENERAL OFFICES, MINNEAPOLIS, MINN. 55402
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