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The social climber.

Your pasta products are finding their
way into the best kitchens in Amer-
Ica. More and more people are
looking for good pasta products. And
if you make your pasta products from
the finest durum No. 1 Semolina,

you'll be giving your customers the
quality they demand. Call the Norlh
Dakota Mill for Durakota No. 1 Semo-
lina. Your products will wind up in

the finest tables in America.

the durum people

LY

NORTH DAKOTA MILL
Grand Forks., North Dakota 58201
Phone (701) 772-4841
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e Black households hi e ™
mouths to feed (3.5 ver us32
white).
One black household it three
a female head of hosc (b
times the rate for whit s}

In 1974 the $7,260 » edian
come of black familics was?

The Beautiful Black Market

Representing a national population
of 23,5 million, black is a formidable
buying power. Savvy marketers have
learned how to meet the special needs
and tastes of this market within a
market, Others sit back and hope their
blanket national strategy will carry
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e For many product categories ‘
blacks can be either more than  ® Blacks average fewer trips :
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Macaroni Publicity through the National Macaroni Institute
by Elinor Ehrman, Vice President, Theodore R. Sills, Inc.

I have brought some of the out-
standing breaks we have received
for macaroni publicity in magazines
and newspapers from around the
country, We are keeping pace with
1974, which was a great year for mac-
aroni placements, Color results are
20% ahead of last year.

Our theme for getting head-line
treatment has been economy. For ex-
ample: “Beating the Budget with
Noodles”, “Pasta Pleasers”, “Easy to
Prepare”, “Dishes Based On Econ-
omy”, “Pasta Fights Monotony and
Helps the Budget”, “Pennywise
Pasta”, etc. Consumers are interested
in getting the most for their food
dollar and we are hitting the target.

We continue to get multi-page fea-
tures in key magazines. We are reach-
ing the youth market as witness:
Young Miss magazine for February
had a six-page story for young cooks
using one pot pasta dinners.

American Girl, the girl scout maga-
zine, fentured “Pasta Portfolio” in
April, combined recipes and pasta
jewelry information.

Family Circle’s June food feature
“Trouble-Free Summer Dishes” in-
cludes pasta with no-cook sauces.
House & GCarden, June issue, had
three pages on “Inventive Pasta Casse-
roles”,

Fall Promotions

Looking shead we have a cover
story in September coming in the
special issue of Woman's Easy Budget
Cooking with our picture for Maca-
roni Antipasto Salad on the cover.
The three page story is entitled
“Flavor It Italian”,

Seventeen magazine for Octaber,
circulation 1,500,000, will have a fea-
ture “Pasta Party”. There will be a
rastn story in Cosmopolitan for Octo-
ber by Diane Owding,

Ladies Circle has schedulrd two of
our color photos for a budgut cooking
story in October, Fon:cast for Home
Economists has a story pianned for
November, Workbasket, craft maga-
zine, has accepted six colored photos
for winter issues. Modern Romances is
working on a story on economy and
nutrition of pasta products,

6

As a special event the Ninth Maca-
roni Family Reunion will be held at
the Tiro A Segno restaurant on Sep-
tember 10 as we greet members of
the New York media from magazines,
newspapers, television and radio to
update them on current developments
within the industry,

From last year's party came an
essay by Mary Cantwell that ap-
peared in the January issue of Mada-
moiselle lauding this pasta presenta-
tion,

On September 19, we host the
luncheon for the supermarket con-
sumer specialists, an influential group
of opinion leaders who are active in
shaping policies and trends in stores
today. This will be in Chicago.

We are finalizing an ad to appear
in the September issue of Progressive
Grocer announcing National Maca-
roni Week, October 9-18, to the trade,
Theme of Y‘ubllcity of National Mac-
aroni Week will be “Pasta Spells It
Out”. There will be a heavy out-pour-
ing of placements to all types of
media including a television kit going
to about 100 stations,

Back To Basics

Perhaps you saw the recent Wall
Street Journal story to the affect that
food habits are changing more than
any time since the great depression,
Americins are returning to the basics
of foodl consumption. Why? The
economy fs part oF the story but also
factors s the population trend,
energy shortage, world hunger. The
casserole appears entrenched as the
all-American meal. We have been on
the Back to Basics theme for a couple
of years and will utilize it again next
year along with BiCentennial fea-
tures.

Pusta has more convenience than
many of the so-called convenience
fouds. We've told the nutrition story
many ways. We emphasize pasta as
a hi!ihqunlity wheat food. We have
developed thousands of casserole
recipes and many stories that sauce
does not require endless cooking,
Pasta products are a basic food and
we will continue that theme in 1976, »

Basic information on Jacim
products has been put toy cther
the new leaflet Pasta Primer, This
have its initial distribution throu
the supermarket consumer special
but will also be available to you.

Pasta Spells It Out

H ere is the script from a tel
program kit sent out by the N
tional Macaroni Institute:

This is National Macaronl Weel

an ideal time for us to focus sped

attention on members of the pad
family—elbow macaroni, egg noods

and spaghetti, Pasta spells out
food buying as we shop carefully
foods which help the budget and g
us nutritious eating, Let's sp
PASTA—

P—Pennywise
A—Anti-inflation
$—Saves
T—Thrifty
A—Affordable

Today well be talking aboul
range of pasta specialties includi
salads, soups, casseroles, stews
skillet meals. Let's start with this b
utiful salad, Elbow macaroni and ¥
etables combine as a main course
luncheon or supper or as a side d
with meat, fish, cheese or poult
Macaroni salads are a fine itlea if ¥
happen to have leftover 1 rgetabs
on hand. Try to select ¢ ntratd
colors and textures as yo prep
pasta salads, Another tip w! ' yo
salad making, remember to rinse ¥
pasta after cooking,

A hearty soup is a mea! in i
Take a look at 311, onel Eg noocH
spinach, cheese, milk and ome
sonings make up this nutrit. us of
ing. On busy days, you'll :izr c
the fact that this soup is re.dy ©
to the table in about fiftee; min®
I's great tasting and good for ¥
There's fine quality proteia in °
noodles, cheese and milk along
B vitamins in the noodles and spin¥
Pasta contains iron and so does’
spinach,

The recipes we've seen so o7
others coming up are yours 10"

(Centinued ¢ pag®
Tie MACARONI Jou¥
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No Pazzle.

It's no puzzle. Buperior pasta products begin with superior
ingredients. ADM pesta-perfact ingredients. Milled from the
finest Durum into golden Semolina and flour.

Clean and consistent.

For the quickest route to outstanding pesta products—start
with ADM,

ADM VILLING GO,

4BB0 West 108th Strast, Bhawnes Misslan, Kanias 88211
Phone §13:381-7400
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PUSH PASTI

Big Related Item Push
for Macaroni Week

Grocers are urged to build special
displays during National Macaroni
\Week, October 9-18, to sell macaroni
sroducts and a wide variety of re-
Ltlcd items. Judy Abercrombie really
brings home the groceries to illustrate
that 98¢ worth of spaghetti sells $8.41
in related items, ased on a spaghetti
and meatball man dish for 10, the
two pounds of spaghelti requires
ground heef, canned tomatoes, canned
tomata paste, various spices, salad oil,
onfons, parsley and cheese to com-
plete the recipe, This package stimu-
lates volume and profits and also
traffic into the meat, dairy, grocery
and produce departments of the store,

Create A Pastagel

Karen Mergeler, author of “Noodle
Doodlel The Art of Creating with
Pasta”, has crcated a new word—
pastage. A “pastage” is similar to a
“collage” but employs the use of pasta
instend of paper. Pastina or other
shapes arc glued onto a smooth
surface and then the entire picture
is painted with aerylics, resulting in a
colorful 3-D creation. Many works of
art using this technique sell for hun-
dreds of dollars,

Her book, sold nationally in book-
stores and craft shops, contains hun-
dreds of ideas for using macaroni for
just about anything except eating,

Descriptive and colorful pictures
show how to make jewelry, toys, holi-
day decorations, greeting cards, ma-
crame hangings, pasta people (from
old fashioned clothes pins), trinket
loxes, and many other items.
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to 18, Y75, has the theme “Pasta
pells It - ut”,
Today ecconomy makes it manda-
y for consumers to get the best buy
r the food dollar, Pasta meets the
in providing good eating at o
olerate cost. Conside ing these fac-
prs here is how “Pasta Spells It Qut™:

P—Pennywise

A—Anti-Inflation

$—Saves

T—Thrilty

A—Affordable
Within this framework, National
acaroni Institute releases will spell
it the merits of macaroni products—
aintain an awareness of pasta as an
ponomy food; continue to reinforce

nutrition story; emphasize the
povenience of pasta cookery; pro-
ole pasta’s place in menus for all
groups.
Spelling it out for the grocer will

A Message to Grocers: PUSH PASTA.

NATIONAL MACARONI WEEK
OCTOBER 9-18

PUSH PASTA
AND IT WILL PUSH PRODUCTS FOR YOU

2 pounds of Spaghetti at 08¢
Will deliver $8.41 in related items,

To prepare a spaghetti and meatballs main dish for I'
2pounds Spaghetti ... ......... ...
. [ ]

L] L]
214 pounds Ground Chuck R AT
3 Cans Tomatoes .. ... . . . ..............
3 Cans Tomato Paste . P
SAIRAUIL oot sumcmmirtiaats S eaiaamals
NIRRT
Parsley .............
BRlOBE o s s v
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PUSH PASTA

utilized as a theme for the trade
55!
P=Profitmaker (good margins en-
joyed by macaroni products)
A—Added item sales (related itemn
push sparked by macaroni
products)

$~Sales  Stimulater  (versatility
makes pasta popular with con-
sumers)

T—Tral .+ Builder (just about all
dep. tments of supermarket are

rep ented in various maca-
98 o eeipes)
156 A=Al und acceptance (maca-

107 ron roducts popular with all
5 ethr  groups, more eaten every
o ¥ea er capita almost doubled
67 inl \'Eﬂ.ﬂ)

10 W Naion:  Mogazines will carry
(51: aoni  aterial, Among the early
o uncer nts are Woman's Ensy

Togdl dxet ¢ king for September, n

;"l};"gl cature entitled “Flavor It
L;‘"- MI Macaroni Antipasto

d appe .15 on the cover.

Ysmap litan in October will have
ory by Diane Owding as yet un-
Pl on 1acaroni history, nutrition,
Mration, ete, This will not be a
1pe fealure,

Lventecn for October will have a
o feature called “Pasta Party”
ing up the ease and convenience

Using pasta,

108ER, 1975

\atio | Macaroni Week, Octoher

Syndicated Sunday  Supplement
Family Weekly will have an economy
story on Stir-Fry Noodles and Beef
with photo and recipe. Publication
date: Qetober 12 or 19,

Newspaper Syndicates: Alice Den-
holf of Kiug Features will have a
story on “Pasta Works Meatless Won-
ders” with photo and recipe.

Associated Press will carry a dessert
feature: “Apricot Peach Noodle Pud-
ding”, with photo and recipe.

In addition, there will be photo-
stories by Aileen Claire, News-
paper Enterprise Associntion; Joan
O'Sullivan, King Features; Negro
Syndicates-Afro-American, Informer
Group, Atlanta Daily World; West-
chester Rockland Newspapers; New
York Daily News; Chicago Tribune,
Non photo stories will be placed with
General Features, Slim  Gourmet,
Assceiated  Press  What's  Cooking
column, among others,

Newspapers Using  Colors Three
new photo features—Macaroni Salad
Loaf, Noodle Vepetable Casserole,
Spaghetti and Chlctuu with Pineapple
Sauce are being sent to papers with
rotogravure,

Major market daily newspapers will
receive black and white p}mlugruphs
as well as color with recipes and story
material stressing macaroni's benefits
and advantages. These are supplied
on an exclusive basis to food editors
in 219 standard metropolitan areas,
with 26,000,000 circulation per mail-

ing.

For Television, a program kit is
planned for use during National Mac-
aroni Week with the title, “Pasta
Spells It Out”, The kit will include
seript, four 33 mm color slides, and
recipes for the pasta ideas, Also in-
clu(]e{l will be packages of egg
noodles, spaghetti, and elbow maca-
ronl plus a colorful colander and
sauce Iadle. The kit is offered on an
exclusive basis and response is ex-
pected to bring 100 or more uses.

A special radio seript will be sent
to 700 commentators of women's in-
terest programs, Disc jockeys will be

alerted to National Macaroni Week.
» L] . .

R T YO v -

T TR I I T O F Y S i

AC \RONI WEEK -a national publicity effort for macaroni products
Publicity Covers National Macaroni Week in Every Media

Two major events preceded the
promotion. The Macaroni  Family
Reunion at Tiro A Segno, famous
Italian cuisine in the Village in New
York City, September 10, saw over
100 members of the New York media
from magazines, newspaper syndi-
cates, local newspupers, syndicated
Sunday supplements, television and
radio in attendance,

On September 19, the National
Macaroni Institute was host to a
luncheon meeting of the supermarket
consumer specialists at the Continen-
tal Plaza in Chicago. This group of
influential opinion leaders are active
in shaping policies and trends in
stores today. Representatives came
from such chains us A & P, Colonial
Stores, National Tea, Jewel, Handy
Andy, Pathmark, Food Fair, Ralph's,
Kroger, Von's, Walbaums, First Na-
tional Stores, Red Owl and others,

A new eight-page leaflet called
Pasta Primer was presented to the
Froup along with a revised Pasta Port-
olio as background material available
to answer consumer queries and to in-
corporate pasta as n part of their in-
dividual programs directed to the con-
sumer.

In Family Weckly

Stir-Fry Noodles and Beef
(Makes 8 servings)

pound flank steak or 2 cups

cooked roast beef strips

tablespoons cornstarch

tablespoons soy sauce

tablespoons dry sherry

cup chicken broth

pound wide egg noodles (about

8 cups)

Salt

to 6 quarts boiling water

6 tablespoons salad oil

1 pound broccoli, cut into l-inch

picees
Y2 teaspoon sugar
1 can (16 ounces) bean sprouts,

— ot

drained

Ya cup drained, sliced hamboo
shoots

Y cup drained, sliced water chest-
nuts

Y4 cup slivered, cooked leftover
pork or ham
(Continued on page 12)
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" Braibanli

Machinery for pasta producti

<,

EXHIBITOR

iLAn
Fabruary (620 1010

In 10 years we’ve installed 1,000
lines, producing 65,000,000,000
pounds of pasta products.

DOTT INGG. M., G. BRAIBANTI & C. S. p. A.
20122 Mllano- Largo Toscanini 1

BRAIBANTI CORPORATION

60 EAST 42ND STREET

NEW YORK, NEW YORK 10017
TELEPHONE (212) 682-6407




Stir-Fry Noodles & Beef

(Continued from page 8)
Cut flank steak into l-inch wide
strips, Cut each strip, crosswise, into
V4-inch slices. In bowl, toss meat,
cornstarch, soy sauce, sherry and %
cup chicken broth; set aside.
Gradually add noodles and 2 table-
spoons salt to rapidly boiling water
so that water continues to boil. Cook
uncovered, stirring occasionally, until
tender, Drain in colander.,
Meanwhile, in 5-quart Dutch oven
over high heat, heat 8 tablespoons
salad oil, Add broccoli and cook, stirr-
ing quickly and constantly (stir-fry)
until broccoli is well coated, about 2
minutes, Add remaining % cup chick-
en broth, sugar and ¥4 teespoon salt.
Cover and cook 3 minutes, Stir in
bean sprouts, bamboo shoots, water
chestnuts and pork, Cook until heated
through, about 1 minute. Remove
from par; set aside,
: In same Dutch oven, over high
l‘ heat, heat remaining 3 tablespoons
- salad oil. Add meat mixture and stir-
fry until meat is cooked, about 2 min-
utes. Add bean sprout mixture and
noodles. Reduce heat to medium;
cover and cook 2 minutes, Toss until
well mixed, Serve immediately.

In King Features
Swiss Cheese and Noodles
(Makes 6 servings)
3 cups waler
1% teaspoons salt
Y4 tenspoon pepper
14 teaspoon basil leaves

8 ounces uncooked wide egp
noodles (about 4 cups)

rae

R Y
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Swiss Cheese & Noodles

1 package (9 ounces) frozen cut

green beans

1 cup milk

¥ cup chopped pitt<d black olives,
optional

8 ounces Swiss cheese, grated

Bring water and seasonings to a
boll in 4-quart saucepan; gradually
add uncooked noodles so that water
continues to boil. Add beans; stir until
separated, Cover and simmer 10 min-
utes or until noodles and vegetables
are tender, Stir occasionally, If neces-
sary add more water to pot to pre-
vent sticking,

Stir in milk, olives and Swiss cheese;
cook over low heat, stirring gently,
just until cheese is melted. Serve im-
mediately,

With Associated Press

Apricot Pench Noodle Pudding
(Makes two puddings,
about 6 servings each)

1 pound fine egg noodles (about 8

Sk

to 6 quarts boiling water

cans (18 or 17-ounces each)
apricot halves

can  (16-ounces) sliced cling
peaches

container (168-ounces) sour cream
cup creamed cottage cheese

14 cup sugar

cup salad oil

teaspoon ground cinnamon
teaspoon vanilla extract

eggs, slightiy beaten

Fruits for garnish optional
Ground cinnamon, for garnish

—— o 19 &a
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Ny e o DHRIN ROLLERS
Apricot Peach Noodle Pudding

Lightly oil two 2-quart heat-prog
round casseroles; set aside.

Gradually add noodles and 2 taby
spoons salt to rapidly boiling water
that water continues to boi'. Cook u
covered, stirming occasionally, ud
tender, Drain in colander.

Drein apricots, reserving %
syrup. Drain peaches, reserving
cup syrup. Measure 2 cups aprie
and 1 cup peach slices; reserve u
remaining fruit for garnish,

In a large saucepot, comb
cooked drained noodles, sonr @
cottage cheese, 34 cup apricot
% cup peach syrup, sugar, oil, 1t
spoon ground cinnamon, vinilla #
14 teaspoon salt; mix well, S'ir in e
until well mixed.

For each pudding: Fill achp
pared casserole with ¥4 (- noo
mixture, Arrange 1 cup apri ot hat
and ¥ cup peach slices o nood
in casserole. Divide remaini g noo
mixture evenly over fruil in 4
casserole, g

Bake puddings uncove d it
350°F oven for about 1 hov , oru
center is~hot. Gamnish wil1 c®
peach slices, npricot halyes . nd m¥
schino cherries, as desired. lo st
lightly sprinkle surface of pudd
with cinnamon. Serve wan or @
as an accompaniment to the inainp
of a meal or as n dessert.

To freeze; Boke puddings 8
rected. Cool. Cover each pui®
tightly with aluminum foll, Free?
to 2 weeks. To serve hot, place ®
ered frozen puddings in a 350°F
and bake for about 3 hours, O "R 8
center of pudding is hot. S

Tie Macaront Jou¥

cal deslgns available.

CBER, (975

BELT CONVEYORS

A complele line of sanltary, modern streamlined slandardized belt
conveyors applicable 1o most conveying spplications. Cusiom ape-

ASEECO

CONVEYING SYSTEMS

Wilte for Bulletin CC-30




(Continued from page 6)

asking from home economists of the
National Macaroni Institute, If you
woulu like the recipes, write.

Spaghetti is a favorite. In this ver-
sion, the spaghetti is tossed with some
sauteed onion and ley then
topped with baked fish fllets. Cheese
fills the fish and tomato wedges add
color and flavor, This is another easy-
to-do recipe.

Let's take a minute to review the
nutritional benefits of pasta, Here are
the three most popular forms of pasta
enjoyed in the United Sta bow
macaronl, spaghetti and egg noodles,
They are valuable providers of pro-
tein prepared as they usually are with
meats, seafood, cheese, poultry or
eggs. Pasta gives us substantial a-
mounts of the B vitamins-thiamine,
niacin, riboflavin—in addition to iron.
The carbohydrate content furnishes
energy. Pasta is a low fat, low sodium
easily digested food,

Now let’s get back to some of to-
day's featured recipes. In this tempt-
ing suggestion, cabbage rolls are filled
with seasoned ground beef. Place
stenming spaghetti on seMnﬁ]pIales.
Arrange the cabbage with the spa-
ghetti, drain as soon as the spaghetti
reaches the al dente (tender to the
tooth) stage. To be enjoyed to the
fullest, spaghetti should never be
overcooked.

Rememher the recipe leaflet we
showed a few minules agoP Here are
some of the other {dsas for National
Macaroni Week. There’s tasty egg
noodle and ground beef skillet with
vegetables. When the meal’s over,

there’s only one utensil to wash. Yes,
that’s right, Everything cooks together
in the skillet,

Chicken and noodles are natural
flavor mates, Add some vegetables
and turn the twosome into a whole-
some, tasty stew’

Macaroni and cheese is undoubt-
edly one of the most liked pasta
dishes, Though most of us have our
favorite recipes for this, some varia-
tions provide versatility in menu plan-
ning. How about a macaroni and
cheese custard with a topping of
buttered bread crumbs? Sounds good?
It is, and with a crisp salad
and some seasonal fruit for dessert,
you have an economical, appetizing,
nourishing meal, Or another occasion,
try baked macaroni and cottage
cheese, It's a casserole designed for
family eating and company buffets.

New ASFSA President

Mrs, Elsie King, foodservice direc-
tor for Sunnyside School District, has
recently retumed to Tucson, AZ as
president of the 60,000 member Amer-
ican School Food Service Association
(ASFSA).

Mrs. King assumed the presidency
at ASFSA’s 29th annual convention in
Chicago, 111 early this month, ASFSA
represents professional school food-
service Permnne] working in nonprofit
school foodservice progrums in more
than 88,000 schools across the country.

Part of her program of work for the
1976 school year includes increasing
ASFSA membership, working with
Congress for more appealing federal
legislation for child nutrition pro-
grams and continuing a program of

National Macaroni Institute—Box Score
July 1, 1974—June 30, 1975

Mediom
Consumer magazines—

Placements Circulation

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

Negro, Spanish, Special Interest
Newspaper Syndicate and

Wire Service Placements
Dally and Weekly Newspaper releases

Syndicated Newspaper Sunday Supplements

Color Pages

Negro Press releases

Radio and Television releases
Cooperative publicity

Trode releases

Network Television and Program Kits
New York Press Luncheon
Supermarket Consumer Specialists

125 198,731,517
136 1,185,014,284
24 624,000,000
1 140,117,271
163 66,818,655

8 997,264
5 to 3,500 Stations
53 companles and organiza.
tions with 70 uses
2 to 320 publications
2 for 203 shows
4 releases with Press Kit
2 Nutrition release and
aflets—each

lei to
50 chains
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nutrition education for childr.n of
2
arge

griculture,

“The Bicentennial project encon
ages us to improve the quality of
in our nation's third century as v
look towards our country’s lorizon
We in school foodservice are privilgy
to work with children, Through o
food and nutrition programs, we ¢
demonstrate our concern for buildin
a better America.”

ASFSA has planned 15 special Bi
centennial menus to be served eid
month during the birthday celeb
tion. Each menu traces the history o
our country through the medium o
food.

x *x %

In addition to the Bicentennial pro
ect activities, Mrs, King will be wod
ing actively to igmpmva elderly feed
ing programs. She sees improveme
coming through the school feedi
programs and facilities,

“Qur nation’s elderly do not ha ,
a desire or the ability to prepare X
adequate meal on allotted amounts

el
. Y i e
money,” she says. “It is somebody —“-aigﬁ_

P
obligation to provide a socinl atmos o35 )

phere for our elderly and our sch Dt s

children provide a natural envim

ment, much more than cum-utlire 4

In the everyday lives of our eldeily
Mrs. King is an active mumber ¢

the Association of School ™ . 4‘1%,_, 7
Officials, Zonta International Rt %—;‘}i\‘
charter member of the Si ety y

Nutrition Education and - chaff
ASFSA members serve 1.0re
25 million school lunches -ach ¢ ;
: there has not]jbeen an equal to the
lion is spent each year in sclool 1%
lou s Spustcach vt 0 s i design, manufacture and service of

. \ .\.‘ )
re e C4 1N the 200 Y Hi
in Tucson. She has been wn &l | t
member of ASFSA and fo dseni® . e eal' ls 0].. y
for 23 years, f .U ®

of the United States
and represent one of the la; est foo
markets in the country, Nea ly H
lunch, school breakfast, yrurio® Food Extrusion Dies by Maldari.
and summer feeding programs.

NATIONAL MACARONI
WEEK
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D. MALDARI & SONS, INC.

557 Third Ave., Brooklyn, N.Y. 11215
Phone: (212) 499-3555

: 'l-;;gnt Macaroni Die Makers Since 1903 - With Management Continuously Retained In Same Family
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Mrs, King will also be in c. ' (o ()
directing ASFSA's activities in §
Child Nutrition Bicentennial Proje G
a cooperative effort involving the U§ r‘ =
Department of A ;




Highlights from a presentation by Edgar B. Walzer,
President and Editor-in-Chief, Progressive Grocer

ch c.).{:le could have predicted
all ings that happened in the
food distribution industry over the
past year—and even fewer would
have believed it. Some still don't
quite believe it.

It was a strange, scrambled,
scrambling year, Frantic sometimes—
with good reasons for inventory build-
ups at the beginning, and equally
good reasons for cutbacks at the end.

The dollars came in fast, as sales
rose to record heights—but went out
just as fast to cover a multitude of
cost increases. The end of the Era
of Cheap Food was followed by the
end of the Era of Cheap Anything—
except, maybe cheap shots at the food
industry by assorted critics.

Energy costs took a big jump, mov-
ing up higher than rent in many new
super markets, Management naturally
urged employees to conserve energy
wherever possible—but still be more
energetic on the job, Hot air—which
was not always nllapreclated before—
became a valuable commodity, and
many retailers started reclalming it
from their refrigeration equipment.

Money Manngement

Cash flow and money management
became the dominant issues as every-
one tried to hold on to the buck a
little longer—but dollars turned ever
more slippery and elusive.

Even though profits were seemingly
high, the cash flowed away so steadily
that little was on hand when it was
needed, So many dollars had to be ear-
marked for equipment and inventory
replacement that profits could no
longer be viewed in the traditional
way.

With less and less to count on—
and more and more to account for—
it's easy to see why many a company
accountant became the LIFO the
party.

Meanwhile, consumers hunted for
bargains harder than ever—and, as
we shall see, wound up being unable
to recognize one when it was offered.
Against this backdrop of new stand-
ards and dimensions, let’s see now if
we can put some of the major de-
velopments into perspective.
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Trends in the Grocery Industry

Grocery Store Sales—1974

(Billions)
All Stores $130.835
Independent Stores 64.275
(10 or less)
Chain Stores 61.240
Convenience Stores 5,320

Retail sales went up by a whopping
15.65% last year, climbing to n?most
$131 billion. This comes as no great
surprise—and the percent of gain is
actually less than we had in both the
years following World War II. Still,
even in this time of very large num-
bers, it's interesting to observe that
the $17.7 billion increase last year
was just short of the total volume of
the entire retail food industry as re-
cently as 1848, Also of interest is how
the sales were divided.

1974 Sales Gains

Independents +8$8.470
Chains -4-$8.265
In a year of exceptional uncertain-
ties, the freewheeling flexibility of in-
dependents was matched against the
basic discipline of the chains—and
the result was almost a draw. Both
segments made approximately equal
ains, and the market shares remained
ivided just about 50-50,

We begin to see who adjusted best
to the trying times. The ten top
chains, and all publicly held chains
as a group, fell short of the all-in-
dustry gain, Independent super mar-
kets and privately owned chains
finished on the high side. One might
reason that personal attention, neigh-

borhood sensitivity, and faster
tion speed all played a part in the
results. The fgures also tend to refuy
the so-called constructional theoris
and their “big bully” view of #
marketplace, because size does
necessarily mean clout on the
scene,

Gains by Type of Operation

10 Top Chains +142%
Public Chains +154%
Independent Supers +169%
Non-Public Chains +4221%

Convenience Stores +22.3%

The largest percentage gains of
were made by convenience stom
who continued to push ahead in eve
respect. Sales were up more than 2%
going over the $5 billlon mark. T
number of stores in operation id
creased by 12% to a total of 22,700
Average store volume topped §2
thousand, gunning for a quarter of
million this year, These units ob
ously have a growing role to pis
in the industry, and current estimalg
say there may be 40,000 of them ops
for business by 1980,

“Real” Growth Resumes
Consumer Price Index - 14.90%
Grocery Store Sales - 1565%

One very encouraging fu-t is th
last year's sales increase rar. ahead
the rise in the Consumer P ce Inog
for food at home. This mea: s we?
some “real” growth, not jus' inflat
fed gains, and has to be co' ted ®
healthy sign, We're all a are, I
that consumers traded dow: last ¢
Their actual market baske is qui
different from the theoreti. il bab
on which the CPI is based. o the
tent that it is a smarter | asket
cluding specials and a flexible,
sible mix, it's reasonable fo @
that consumers out maneu: !
“beat” the Index. In that case,
had even more “real” growth than
pears on the surface, and close 8!
sis of available data supports 8 ¥
of at least 6%,

Now let'’s see what huppﬂ‘fd
the macaroni business during
hectic year.

(Cuntinued on pag*
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 We buy the best durum wheai. [l

OME Take
1Photo Tour..

A [a% 2

..and see why you
ways get Top Quality, Uniform
tlor, Quick Service, Safe Ship-’
ent and Outstanding Product

erformance when
ou buy Venezia
0. 1 Semolina, Im-
tia Durum Granu-
r,or Crestal Fancy
urum Patent flour.

Call (612)
045-9433
Ext. 281

Sarr;ﬁa-und tost
ajain and again,
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Grocery Trends
(Continued from page 16)

Waming Signals

May 74 [} Lbs.
Year +40% 46.0%
Last 12 Weeks +446% —1.0%
Last 4 Weeks 445% —2.0%

This is a slide we used at your 1874
meeting in Colorado Springs. There
were some red flags flying at the time,
because it seemed that steadily in-
creasing prices were endunFering
your long-term gains, Signs of con-
sumer resistance were beginning to
show up, and the outlook was cloudy.
Well, as it turned out, price increases
eventually moderated, and your in-
dustry came back strong, For the year
ending in the first quarter of 1875,
macaroni products were up 28% in
poundage and generated 31.6% more
dollars than in the preceding 12
month period. What's more, the
momentum is all in the right direc-
tion, In the first quarter of 1975, ton-
nage ran more than 6% ahead of the
same period a year earlier.

All in all, the prospects look much
more favorable tEan they did at the
Broadmoor, The dry packaged din-
ners which had been moking some
inronds into the shelf space and sales
of pasta items did not have a good
year, The public aggears to have de-
clded that your products are a better
buy, relatively, and the big trend
back to basic, scratch preparation of
dishes is another helpful factor.

Later on, we'll discuss some ways
you can take advantage of the mer-
chandising opportunities avallable to
you.

Mix—Margins—Merchandising

We are seeing important shifts in
the mix of products purchased, as well
as in the pattens and methods of
shopping. As a result, 41% of corpor-
ate gmlm tell us they have already
adjusted the margin structure for
various departments. We don’t know
how many have also designed effec-
tive merchandising programs to in-
fluence the mix, and thus opHmize
the margins—but that has to be a
matter of top priority in order to pre-
serve profits. Mix, margins and mer-
chandising are our industry’s version
of the eternal triangle and they are
constantly interacting. According to
store operators, there are major in-
creases in coupon usage and store

hopping to pick up specials.
18
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What Consumers Are Doing
(According to Store Operators)

Change
Major Moderate
More Coupons 50%  36%
“Cherry Picking”  39%  38%
Cheaper Meats 18% 50%
Less Meat 16% 50%
More Private Label 11%  45%
Less Non-Foods 0%  43%
Fewer Trips 11%  39%

These trends are most pronounced
in the Northeast, but they aro also
very strong elsewhere. Meat pur-
chases continue to decline, both in
quantity and quality, even though
prices have stabilized. The relatively
moderate switch to private label is
interesting, and ties in with other data,
but limited supplies may be part of
the answer,

What Consumers Are Doing
(According to Chain Executives)
% Says Effect Is
Substantial Moderate

More Private Label 26% 47%
Less Loyalty aT%  42%
More Bad Checks  48% 4%
More Pilferage 57T%  86%

Chain executives, from their vant-
age point, report a slightly stronger,
but still not massive, shift to house
brands, They see customer loyalty
dropping just about the way store
managers do, but, comparatively
speaking, the increase in pilferage and
bad check losses is considered much
more substantial.

How Customers Describe Themselves

Trustworthy 55%
Kind 45%
Refined 41%
Brave 39%
Tense 87%
Sociable 36%
Stubborn 834%

These figures are based on the
latest study conducted by Axiom
Market Research Bureau, which pub-
lishes the Target Group Index. Ques-
tions were asked about a broad range
of persnnality traits, and this is how
the respondents pictured themselves,

NMore than anything else, they say
they are trustworthy, means they
agreed a lot that such adjectives as
competent, reliable, and responsible
described their character, Notice,
though, that only 55% of the women
felt that way, and no other attributes
even reached the 50% level.

Other high-ranking se! .desce!
tions are “kind”, which impl s wap
hearted and sincere, “refine °, whj
means gracious and dignifiec “hray
which includes being daring ind v
turesome, and “tense”, whi | is g
fined as nervous, high strun; . and o
citable. That last one won't come
a surprise to most super market op
ators.

How Customers Describe Themselid

Broadminded 4%
Affectionate a
Dominating 8%
Efficient 204
Self Assured 20%
Intelligent 20%
Amicable 16%
Funny 17%

Relatively fewer pcoEIe call the
selves “efficient” and “self-assured
and you have to wonder how mud
modesty was involved in the fy
that only a handful felt they s
be considered “intelligent”.

This is a pretty revealing self:p
trait, and could be useful in 1
chandising and marketing plans, bt
the real eyeopener is how the e
image has changed in the past yer

How Consumers Describe Themsch
Now Versus Last Year

Now Last Y¢
Trustworthy 55%  60%
Kind 45%  40%
Refined 41%  45%
Brave 0% 3%
Tense 37% 405
Sociable 36%  3%%
Stubborn 34% 3%
Broadminded 32% OT%
Affectionate 2% 9%
Dominating 2% A%
Efficient 23% 2%
Self-Assured % S
Intelligent 0% A%
Amicable 18% 9%
Funny 17% 1%

In their own eyes, custc ners ™
rate lower on almost eve y fact
They think they are less ti stworl
kind, refined, sociable, ai ectiont
you name it. It's clear sic 510‘
like herself as much, She dovsnt &
think she’s as funny or as smat
a year ago, and there has to be
message in that,

The women were also asked
describe thelr buying style, and, Y
would expect, the greatest DU
call themselves economy-min

(Continued on P&
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0D 'ROCESSING & HANDLING EQUIPMENT

Dear Macaroni Manufacturer:

Is your factory running seven days a week and are you look-
ing for a 25th hour in every day? Relax, let modern, high
capacity, smooth running production lines cut the plant
back to five days so you can become re-acquainted with

your family.

Hoskins Company represents three manufacturers of produc-
tion lines which can increase your efficiency and production:

DEMACO builds noodle, short cut and long goods lines from
25 pounds per hour to 4000 pounds per hour,
be put on new or old presses to improve mixing and sanita-
The new die washer can clean 4 long goods or 3 short

tion,
goods dies in approximately one hour.

ASEECO has installed accumaveyor systems for gentle storage
and handling of noodles in most of the major noodle factories.
Conveyorized stationary short cut bin storage has reduced

labor and space substantially.

SEMCO engineers and builds flour handling systems from small
sack dump systems to completely integrated million pounds
systems including we:-led tanks, blending, regrind hundling,
and air filtration sysiems to eliminate flour dust through-

out the factory.

If you want to expand production, build a new factory, or

improve efficiency, call Hoskins.

BT T R LI Y TR TR AT o 7 K s s
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P.O. Box F
LIBERTYVILLE, ILLINOIS 60048
Area Code (312) 3621031

TWX 9106842278
HoskIns by
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Premixers can

Very truly yours,

HOSKINS COMP.NY

C M Aovetieno

Charles M, Hoskins
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Grocery Trends
(Continued from page 18)

How Consumers Describe
Tirelr Buying Style

Economy-Minded 3%
Cautious 3%
Brand Loyal 30%
Persuasible 21%
Experimenters 4%
Impulsive 20%
Conformists 13%

The statement with which they
agreed strongly was, “I shop around
a lot to take advantage of specials or
bargains,” However, it may be signi-
ficant that only 37% put themselves in
that category.

Those who deseribed their shopping
as “cautious” agreed with the state-
ment, *I do not buy unknown brands
merely to save money.” Coming from
one out of every three customers dur-
ing a period of deep economic re-
cession, that's a very positive vote,

The brand loyal customers who al-
ways look for the name of the manu-
facturer on the package outnumber
the experimenters who like to change
brands often for the sake of variety
and novelty,

The impulsives, who often buy an
item on tEe spur of the moment a-
mount to only one out of flve, but
that's a bigger group than the con-
formists wﬁ% prefer to buy things
approved by their friends and nelgh-

rs.

Now, how have these tendencies
changed in the past yearP

How Consumers Describe
Their Buying Style
Now Verses Last Year
Now Last Year

Economy-Minded  87%  39%
Cautious 4% 8%
Brand Loyal 30% 32%
Persuasible 21% 81%
Experimenters 4% 21%
Impulsive €0% 2%
Comformists 13% 15%

It's a mixed bag. A smaller number
call themselves economy-minded, but
there are also fewer who say they are

! cautious and will not buy unknown

; brands in order to save money. There

d is less brand loyalty, and at the same
time less impulse buying and experi-
menting, It certainly appears that
consumers are in a period of transi-
tion, trying to reconcile old customs
and values with new economic reali-
tes.
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Let's zero in now on the women
you really care about, the heavy
buyers of packaged macaroni, spa-
ghetti and noodles,

Heavy Pasta Buyers

. More Less
Brave Broadminded
Stubborn Amicable
Dominating
Economy-Minded

Compared to the overall average,
your best customers call themselves
braver, stubborner, more dominating,
more economy-minded, less broad-
minded and less amicable,

Lots of luck.

Big Merchandising Opportunities
Above Average Margins
Related Item Tie-ins
Low Cost Meals
Retail Interest

We've seen that there is a big de-
sire out in the trade for merchandising
assistance, and we think the oppor-
‘tunities are particularly g for
pasta products. Among the things
going tor you are excellent margins,
fine related item selling possibilities,
the public desire for low cost meals
and a willingness by retailers to dis-
play your items if you provide good
ideps and materials,

Because of this, we asked Lee
Dyer, Progressive Grocer's Director of
Merchandising, to prepare some sug-
gestions especially for this meeting.
Lee's sketches, which appear every
month in Progressive Grocer, are
often reprinted in chain and whole-
saler bulletins, and then used in super
markets all over the country, We're
pretty sure that any company which
chooses to run with these ideas can
get plenty of special displays and the
extra volume that goes with them,

As o simple easy-to-build end dis-

lay which takes advantage of the
Puct that pasta “goes with” almost
everything, the theme could be pro-
moted throughout the store—in the
meat, seafood, frozen food and dairy
departments—with little pasta-plus
shelf signs,

- Then as a switch on the traditional

seafood casserole tie-in which is used
every year during Lent, give the re-
tailer a chance to be a little creative,
not only with decorations, but with
the related items he picks. Lent fsn't
the only opportunity, however.

e ——— e i

During the summer sala: seqq

for example, displays in the produgifonsum Confidence
case can promote macaroni i varjo il Co  lence
cold salads, Manu :turers and distributors can

work together even more
solve mutual problems and
ke bet r use of each others’ logisti-
bl and < .cative capabilitics. Specific
as inciude terms of sale, new item
troductions, backhauls, flexible pro-
otional allowances, and meaningful
ormance, extended term orders,
irect-to-store  shipments, consumer-
ed merchandising, packaging
od shipping practices, and overall
itribution economies,

nly
asely b

Summer is also the time wi mp,
housewives want to prepar. fasty,
fix meals, so that they can get o
of the kitchen. Displays like 1his, tq
to local events, are no trouble to
up.

The same thing holds for o
times of the year. Every store in thd
country builds special holiday eatin
displays, You can get your share
you try,

That can be followed up with sig
Fest{ons for using leftovers. After the

easting comes the scrimping, o
after tic holidays, retailers usuall
have a shortage of good mercha
dising ideas and materials. This di
play solves a problem both for hous
wives and store operators.

Pasta Parade

You can bet there is going to 4
plenty of bicentennial merchandising
activity. So why not a Pasta Paras
using flags and other simple prop
The point is, every seasonnl event o
occasion can be turned into a past
selling theme, Consider backd
school, cold meals for warm dy
warm meals for cold days, low-w
menu suggestions international tie-s
Dyer says he could fill a look, o
retailers are ready to read it

In a period marked by sone wed
ness of will in society, ow indutn
showed increased strength. Our
tem functioned at least as v 1l und
adversity as it did during uenct
and our management ha: becon
mare skillful, Not every con ameris
dustry can say that.

We also have plenty of pportw
ities to do still better. Co: iidera
progress can be made in pr. Juctiii
as we isolate and monitor t! ¢ cril
functions, and then approach U
whole problem in a broad:r, inds
trywide manner, On the store le
improvement is surc to come fr
better work scheduling, more li
saving devices, and e]estronlfml

a nirok )
esses for information and co Nincy Guaan ks s —

Opportunities for Progress W “Would Chef Boy-ar-dee's Roller
Productivity Cuters, described as wavy macaroni

lile meatballs in t
Manufacturers/Distributors Coope® cnsidered t:mtlvi:a :;:::tobs;u:;
ation Rlianp*

In consumer affairs the industry is
bt beginning to stir, We meet them
uce to face every day, more than any
nsumerist, any  politician, any
lumnist or commentator. That gives
s an enormous potential for positive
ion, through word of mouth, bag-
fers, informational signs, planned
ngs, or what have you. If we
openly and honestly with con-
mers, they can become our best
lies against unjustified harassment
d criticism, but more needs to he
me to get the proper facts down
b the stores, where those hundreds
millions of conversations take
e,

Progress can be made, too, in build-
gour self-image, and (Ievelupiug the
mfidence to establish and maintain
istic margins. Lack of conviction
sometimes led us into the position
.dannn"rnting our consumer com-
tment 1 the bankruptey courts.
®remu  be better ways than that,
If we
poy
Pus we |y
Tt imag;
er th
good
tum .

¥ pec
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eally put our industry's
r to work, apply the les-
ned the hard way, and use
tion to find improvements

reasons for gloom, there
use to believe that 1975
t to be a better year than
le now expect.

hne 1 o0ds Lose
reign Accents

THE MAcARONI JOUM OBER, 1975

Food considered ethnic only sev-
eral years ago have hecome everyday
meals to so many Americans that they
have lost their foreign accent. Other
foods from other cultures have heen
so modified to cater to the American
palate that they no longer resemble
the real thing.

The new ethnic foods aiming for a
place on grocery shelves today are
not facing resistance to new tastes
so much as resistance to the price tag,
sinee the more exotic the food, the
higher the Triu-. Marketers of ethnic
foods are learning that they must
meet the same criteda as American
traditionals—variety with value—if
they are to make it in today's econ-
omy.

One agency exccutive, a specialist
in food marketing, commented that
he would like to correlate a study
between food sales and sales of
smaller belt sizes. “From all the fig-
ures we've seen, people must be eat-
ing less,” he asserted, speculating that
the belt business must be booming in
smaller sizes,

With sales estimated at over $8.5
billion, ethnic foods are no exception
to the tonnage of food sold. Volume
of Mexican and Oriental foods is
down about 5% compared to a year
ago. Italian foods are more difficult
to categorize since so many are un-
authentic; but pizzas, the biggest
single prepared segment of that cate-
gory, showed some slight growth last
year when Quaker expanded distri-
bution for its Celeste line and Jeno's
Inc. strengthened its No. 1 position in
the $300,000,000 market.

Pastas & Sauces

Some of the strongest eategories in
the supermarket today are pastas and
tomato and Italian sauces as con-
sumers use macaroni and spaghetti
products for fillers and sauces for
variety, Pastas alone amount to over
$550,000,000 in sales annually, and
spaghetti  sauces, led by Chese-
brough-Pond’s Ragu, add another
$150,000,000 plus to the total,

Pasta and sauce growth is due to
economy measures and not because of
any ethuic phenomenon, say industry
sources. Ragu also has put a major
ad effort behind the introduction of
Italian cooking sauce. Print ads give
recipes, suggestions and note the
product was introduced “because

R A TGRS

there's more to Ttalian cooking than
spaghetti.”

Indicative of an economical uppeal
are McCormick & Co.'s ads for its
spaghetti sauce mix as o budget 3
streteher, Supplement ads note; “Pass 2
the pasta for pennies per plate”, and
give recipe suggestions, Agency is E
Clinton E, Frank Ine, i

|
[/
.
f

Unless companies are trying to
maintain an authentic posture—such
us Ragu—they don't try to duplicate
a traditional dish, and aren't con-
sidered ethnic by purists. Product s
lines of most of the major food com- B
panies fall into this category, includ-
ing American Home Products’ Chef-
boy-ar-dee, Campbell's Franco-Amer-
fcan, General Foods' Birdseye Inter-
national vegetables and others.

When  Stouffer's put its frozen
French bread pizzas into test earlier
this year, the company didn’t think of
it as an ethnic food, said an executive
at Ketchum, MacLeod & Grove,
Stouffer's agency. The company knew
pizzas were u growing category, but
wanted to avoid a head-on entry in
that field. The French bread twist
gave Stouffer's a unique element, he
safd,

Many potential new product: vom
the authentic marketers huve been
thwarted beeause of high prices, ac-
cording to industry executives, and
many of these marketers have even
pulled back from promoting products
already on supermarket shelves, Pro-
gresso several years ago made a com-
mitment to marketing foods aceept-
able to American tastes, but with an
Italian twist. Since placing its em-
pasis on its soups in early 1974, no
major new product introduction has
come from the company,

B e

Ronzoni Foods has added one new
eatry to its frozen catree line this 3%
vear, Ronzoni fettuccine Alfredo, 1
bringing to five the number of entrees 1
in the line, Ronzoni also emphasizes
economy in its advertising by noting
that its great dishes—the same could
be found in a superh Italian restaur-
ant—can be served at home for one- i
third th: -, anl restaurant price. Fire- 1
stone & associates is the agency. :

Even Foodways National has
added a line of Italian entrees to its
frozen food line under the Weight
Watchers name. The entrees, avail-

(Continued on page 38)
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doesn’t

| quit working until
dinner is served.

When the durum wheat
is still growing in the North Country,
Peavey goes to work. Checking field ;
samples for qualily and anticipated i
yield. Then, we collect and move the
harvest through grain elevators and carriers
to the mills. Not just flour mills, Durum mills,
There the grain is processed into the finest King Midas
Semolina and Durum flours. By this
_ time, our sales offices are already
| i matching our supplies with your
' requirements. So you get the finished
i flour where you want it. When
| you want it. But we don't stop there.
Our Technical Center continues to look
i for ways to make our products perform a little better.
And to make our systems work a little faster. You've
got a good thing going in King Midas Semolina and
Durum flour. Because we don't stop working
! until dinner’s on the table.
| Peavey Semolina and Durum flour.
i Sales Offices:
1 Mlnnuaimlls. Minnesota (612} 370-7840;

1t White Plains, New York (814) 684-8773;
1 Chieago, Illinois (312) 631-2700

Peavey

Industrial Foods Group




Bright Pasta Performance

from Progressive Grocer

D ry macaroni products tradition-
ally draw increased trade and
consumer attention during hard times,
and the latest inflation/recession is no
exception, As a result, these lines are
among those with continuing in-
creases in tonnnge ns measured in
warehouse withdrawals by SAML, For
the latest year to mid-March, maca-
roni products movement rose a solid
2.8% in tonnage on a dollar increase of
31.6%,

Actually, the outlook on the pasta
front is considerably brighter than it
was a year ago. At that time, dollar
volume increases were running above
50%, reflecting shortages and sharp
price hikes for durum wheat. This

lus increasing inroads from such

ot” convenience items as dry pack-
aged you-add-the-meat dinners were
viewed by pasta manufacturers as
dangerous signs that could eventually
cut into their continuing record sales
of dry macaroni products.

As it turned out, they needn't have
worried. The feverish inflation rate
cooled down gradually; SAMI data
showed volume increases in dollars
for the category steadily slowing their
pace from 54.6% in the quarter ended
in March, 1074, down to a relatively
calm 187% in the March, 1875,
quarter, At the same time, tonnage
continued its excellent growth, up a
solid 6% in the first 1975 quarter.

Likewise, the inroads being made
by new dry packaged dinners into
shelf space and sales of traditional
pasta items appeared to level off.
Manufacturers attribute this to the
Lmbllc's shrewd awareness that the

asic pasta products were the best
buy, and the allied trend back to
basic, scratch preparation of dishes
and away from convenience items,
The growing popularity of Italian
Im;'ds across the country didn't hurt
either.

Some indication of all this shows up
in SAMI trend readings of competing
llallun-tyre products, While dry pasta
products have enjoyed steady tonnage
advances, as noted above, canned
pasta dishes dropped 7% in the first
quarter of 1875. On the other hand,
Italian food sauce—basic tie-in for
dry macaroni products—showed a
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hefty 12% increase in tonnage for the
first quarter on top of 46% increase
in dollar volume, as measured by
SAMI. By the same token, the new
competition—dry packaged dinners—
has been suffering a tonnage slide
over the past year,

In kecglng with the times, retailers
around the country have been taking
advantage of the varied related-item
merchandising possibilities of maca-
roni products, And as with many other
categories, the seasonal ups and
downs seem to be smoothing out—
with a range from cold-weather cas-
seroles to hot-weather salads, As the
accompanying  heavy-user profile
shows, too, larger families and young
homemakers are key pasta consumers;
and in both cases, tie-in suggestions
tend to meet with unusually high
levels of receptivity, It's the kind of
impulse sale that economy-conscious
customers should thank you for.

[{eavy User Box Score
Macaroni Products

Heavy User=1 times a week or more
114.0% of H/H)

Source: Targrt Group index

Average Hoinemaker (Index=100)

Homemalers 18-24 127
Did not graduate high school 117
5 or more persons in H/H 152

Prepared Foods Ride Demand
Seesaw as Consumers
Switch Off

If anything, the last two years of
shortages, inflation and other market
upsets proved dramatically what a
volatile category this is. New con-
venience lines can drum up huge
volume quickly and then collapse. A
big change in the fresh meats picture
is quickly felt in canned meats- for
better or worse, But don't forget that
this combined category draws down
impressive sales and profits, In fact,
in Progressive ' Grocer’s composite
super store, it is second only to soft
drinks in its contribution to dollar
margin,

Looking back over the last year or
so, the ﬁ:nup shows a lot more weak-
nesses than strengths, Here, without
inflationary distortions, is how SAMI
measured key prepared foods sub-
categories in tonnage terms for the

year ended in mid-March pork
beans, off 3.8%; canned pas  dighd
off 3.7%; dry packaged dii e, g
9.7%; canned Oriental food, ff 23
instant potatoes, off 8.8% cay
Mexican food, off 1.4%; cannud saly
off 15.8%; miscellaneous [rrepare
foods, off 11.4%,

The same pattern showed throug
for canned meats, only more so; m
stew tonnage off 14.8%; beef hash, 4
20,7%; poultry products, off I§
corned beef, off 33.2% meat spread
off 19.3%; lunch meat, off 7.3%; sa
age and franks, off 4.4%; mcat dish
off 31.5%,

The reasons for the particula
wenk showing in canned meats
clear, In 1973, fresh meat prices
up to high levels, while canned me
prices were frozen and so can
meats enjoyed brisk business, But |
year with controls off and fresh me
prices way down, the consumer tend
ed to tum her back on the can
Eroducts. High unemployment amo

ourly workers also cut deeply inf
lunchbox use of many pottedty
meats.

But hope has cycled back into
category. For one thing, it's easier
look good after a soft year. But mo
importantly, fresh meat prices s
trending up again and so the sees
swings back. Adds a ma' ufactur
marketing man: “We're he seful b

cause we have dropped p ces on
number of key products t| : year
draw consumers back t can
meats, We felt we had tc timul?
the category, and at the san  time ¥
were not satisfied with pc onma
of our deals and allowanc mon?
So we put it into price redv tions.

In fact, the payoff is alre: y begh
ning to show in some sub-¢ .tego
For the first quarter, cam.'d Jund
meat tonnage jumped 10% rrom ¥
year-carlier period; canned sausf
and franks were up 8%; cani d co
beef up 5%,

Prepared foods problems are
related to the new wave of helt-tig?
ening among consumers. Says 8
ufacturer executive: “You're seeinf
retum to basic preparation and a¥
from convenience foods, and you
see it across most grocery catego™
If a product-even a time-honored ?

THE MACARONI JOUR¥

beef hash—is newly per-
sxpensive, it suffers.” For
sarter of this year, several
foods categories demon-
s belief. Instant potatoes
4s off a staggering 24%, ac-

SAMI warehouse with-
wal «ata: fresh potatoes were
iful. Miscellaneous  prepared
& wer e off 25%; and last year’s big
e winner, stuffing mixes, dropped
. Blame cheaper beef for much
is, and for the disappointing track
ord of meat extenders,

Kiill, no knowledgeable food pro-
kional would begin to su&;gest that
venlence is in serious long-term
ble. It's literally built into current
tyles, they say, and is bound to
ge stronger than ever as infla-
and recession ease. Meanwhile,
‘s a considerable job to be done
educating consumers that many

pareds are a bargain.

Heavy User Box Score
Canned Stews and Hashes

pvy User=Once & week or more
(7.2% of H/H)

pree; Target Group index
¢ Homemaker (Index=100)

th 133
ot gradunte high school 137
Il income unler $8,000 133
8 122
153

comt
od
first «

e

nage

undr 1 year

Availability Improves But
pups Volume Dips Slightly
Despite - improvement in supplies

some 1 ‘or raw materials, tonnage
the sow; ategory was off last year.
MIwa “iouse withdrawal statistics
@l the -anned soups were down
% and  heir dehydmted cousins

my ¥%, Only bouillon, the
estd lar generator of the three,
an crease, and its unit count
up o1 - 0.1%.
e e on commonly given for
s deve! pment is high prices, In-
ients intinue to cost more, and
pack .ring materials, transporta-
' and ail the other production and
piness ¢ penses,
Howeve:, in some cases, improved
s offer hope of declining prices,
rding lo an executive OF one of
est processors, This has led to
reductions by some suppliers in
ort to stimulate sales,

Evidence  that penny-pinching
0RER, 1975 5

shoppers are trading down to smaller
sizes, a familiar pattern in many other
categories, is less common among
soups. Women who increased their
purchases of soups when inflation be-
came a national issue continue to do
so during the recession, It's agreed
they view the commodity as one
which provides value and nourish-
ment, and it's frequently employed
as a meal stretcher, either in an entree
or as a separate course,

Still soup remains largely a seasonal
product. SAMI's study of growth
trends in four-weck periods, using
base 100 as the annual average, finds
the canned soup index at 128 from
Dec. 20 to Feb, 15, By contrast, the
mid-May to late August periods pro-
duce ratings in the 70s. For dehy-
drated soups, the midwinter tonmage
rates peak at 139 by Feb. 15, then
descend to 59 in July. Bouillon also
crests at the same time at 139 and
bottoms out at 64 for July.

The leading soup flavor, tomato, is
considered soft because prices still
are relatively high. Supplies are much
improved from a year ago, and mer-
chandising allowances are being em-
ployed to keep product moving.
Shortly before contracts with prowers
were designed, one major rocessor

)
Unlts'
Table A Items % (o
Dry Macaroni  Carrled Weekly Total
Products 36 661 0.3
Macaroni 13 240 363
Noodles 14 126 19.1
Spaghetti 9 295 44.6
Table B Prepared Foods/Canned
Meats X 299 5984 10
Baked Beans/ por
& beans " 26 1,387 232
Chili, canned 25 497 8.3
Dehy. Polatoes 21 275 4.6
llnlinﬂs B, 29 484 8.1
Lunch Meat
Canned i} 9 mn 4.6
t Spreadables,
Mecs"annpﬂl 14 191 32
Mexican Spec. 46 846 14.1
Oriental Spec. 17 89 1.5
Pizza dlii 9 89 1.5
repare cal
X l:?lsh:i 42 399 6.7
Prepare
ml’%;lllry b/ 8 88 1.5
ce (spanis
fugn::l:lg d 5 s 0.6
Salads, bean dips
(canned) 4 24 04
Sausages, canned 7 504 8.4
Stuffing mix 5 56 09
You-add-the-meat
dinners 11 146 24
Table C ”
Soup 114 2498 v
Canned 103 2439 97.6
Dry/mix 1 59 24

predicted that tomatoes would cost
from 2% to 5% more this year,

So-called hearty soups reportedly
continue to sell well because of their
utility in entrees, Single servings have
spread to this line too and their man-
ufacturer says the introduction has
been successful, Observers say the
ratio hetween canned and dehydrated
soups has not changed substantially
despite an influx of test-market items,

Individual-serving  products con-
tinue to proliferate, both as major
brands and as private labels. One
larger food company has successfully
tested a chowder, and another which
has had some problems with its soup
lines has made a strong impression
with a new label, The firm also is ex-
pected to concentrate on private-lahel
canned soups.

Heavy User Box Score
Dry Soup Mix

Heavy User=Once a week or more
(16.4% of H/H)

Source: Target Group index
Average Homemaker (Index=100)

Suburban 129
Graduated college 118
Professional/managerinl 113
H/H income $15,000-$24,999 129
Dollar Sales Murgln
% lo $ T to %
Weekly Total Weekly Total Margin
259.81 0.2 42,95 0.2 16.5
94,70 165 15.71 16.6 16.6
51.74 199 8.94 208 173
113.37 41.6 18.30 42.6 16.1
1,069.70 28 54994 2.6 19.4
509.72 16.6 86.28 14.5 169
371.60 12.1 71.53 12,0 19.3
128.57 4.2 34.20 58 26.6
229.63 7.5 48.03 8.1 209
251.42 8.2 27.69 4.7 11.0
106.78 s 18.87 32 17.7
440.11 143 126,03 21.2 24.6
92,38 3.0 18,88 32 20.4
74.66 24 16.06 27 215
233,25 1.6 16.87 28 7.2
58.19 1.9 13,44 23 231
11.46 0.4 2.00 03 17.5
991 03 2.64 04 26,6
177.80 58 34.04 57 19.2
3073 1.0 6.36 1.0 20.7
103.53 34 25.46 43 246
722.65 0.7 10512 0.5 14.6
690.95 95.6 99.34 94.5 144
3L70 44 5.78 53 18.2
25




Wl
WG
e WG

’®‘ with our line of equip neg

) ACCURACY )PRODUCTIVI

/e Can HeLP!

rt 1@ macaroni and noodle industry.
EFFICIENCY ) WASTE REDUCTION

Form-fill systems for your flexible package needs.

We offer a complete line of form-fill systems with single and
multi-tube units that can produce packages at a rate up to
120 bags per minute.

Volumetric Automatic single tube form-fill-seal system with
avolumetric filler to satisfy a wide range of macaroni/noodle
applications.

All systems offer the
latest automatic
features in net weighi

Our bagmaking principle, which eliminates the rigid
tube for package forming, permits us to handle a com-
plete line of products, including egg noodles, without
bridging at the fill station.

Net Welgher Automatic single tube weigh-form-fill- 2al
unit with fully controlled feed system; up to t! -ee
Electroflex® scales; and high speed bagmaker. We jhs
and packages any macaroni/noodle product that :an
be handled on vibratory feeders.

Du-O-Bag Versatile, high production syt em
requires only one operator. Each side nas
controlled feed, up to three Electrofi:x"
scales or automatic self-corracting scale, «nd
bagmaker. Each side operates independe:tly
of the other and can run different products
and package sizes.

Complete carton systems for rigid container needs.

Inline net weighing systems for rigid con-
tainers in multi-headed designs of from 2 to
6 scales work with existing carton units, or
are available as a complete systemtoinclude
a carton machine. Speeds from 30 to 90
packages per minute can be achieved.

Automatic Recalibration P Automatic Tare Correcting
Push Button Scale Setting » No Underweights
Wright can help you save dollars and increase profits!

We offer two models of rotary net weighers
for rigid containers where speeds in excess
of 70 per minute are required. With either
12 or 18 scales, speeds up to 200 packages
per minute can be obtained. Product is
handled and packaged in a continuous flow
which greatly reduces breakage of fragile
macaroni/noodle items.

We assume the responsibility for the
complete feed system to the machines and
prepare even the most difficult macaroni
items for efficient weighing and minimum
breakage.

Wright has the capability of designing amachine for your
| I’ packaging requirements. Call our representative today.

26 Thg Macaront Jous

IGHT MACHINERY COMPANY, INC. Durham, North Carolina 27702 Telephone 818-682-8161
Canada: PMA Packaging Machinery Ltd. Montreal Telephone 514-744-6424
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Basic Pasta Sales Rise: Add-to Dinners, Meat Extenders Drop
from Chain Store Age Super Market Sales Manual

‘oducing FLEXITRON 1600
.n‘;; weighing system

In Italy, per capita consumption of major chain reported a 20%—25%

pasta is 66 Ib. per year. The U.S.
figure (currently 7-10 1b. per year)
may never reach this proportion, but
most retailers and manufacturers are
confident that the expansion of the
pasta market experienced during the
decade will continue into 1975. The
big boost that pasta sales got from
the rising meat prices and shortages
of late 1873 has slowed, but many
consumers who discovered pasta for
the first time during that period are
now regular customers.

Robert Green, executive secretary
of the NMMA, estimates the tonnage
gain for pasta in 1974 at 34% over
1973. Most retailer reports concide
with this figure and many give at
least piu’tiu]g credit for the gain to
stepped-up manufacturer promotions
and advertising.

Currently putting a slight crimp in
sales, however, is the availability of
other forms of carbohydrates—rice,
potatoes and beans—at lower prices,
as well as the leveling off of meat
prices.

Macaroni manufacturers have also
been able to keep their prices stable,
however, with most reporting no or
few increases in recent months—de-
spite rising costs of freight and pack-
aging, as well as costs of semolina
which have more than tripled in the
last few years. One manufacturer re-

rts four freight increases in the cur-  Outlook for 1975 soup business is project that the consumer -arket (@ '@ Yor currents and functions
E:Jnt fiscal ycugr. brithly optimistic. Problems  that En.,{wd meat will broaden ame gi 'K.‘tli‘lqg in cgcle sequence,

S i e R honed off sales in 1074—including nmbul B lc;ty a,'I‘,hefi‘?m"‘?; tie
el e e i sgd for shortages of foodstuff and packaging Sauces & Dressings i -in, O%I l? |€l_gnvt
eum ner winl ve p(i!e 1y 1:1 u o material, and spiraling food and ma- bl i lfc bs ltt_ro_u e-shooting to
most flexible pnci- aging has sgnr * terial costs—are in hibemation, ac- Unnfe to absorb the rnl| y iy theba - minimum. Simply plug -
To counteract t:esurincrcnsc ] €% cording to retailers throughout the OS5 © ingredients, pac! giﬂf ll;fafr: !1 PC board and you're -
pcnses;l many mum;'ncturer? lm\lfe country. Deliveries of both canned :rnnspocr:!ntion. manufactur: s ds s o an‘ |unl:ung. o iy -
stogpe usiuil lsc:lrim mla exclus v:z Y and dry soup have been excellent in fncﬂ.‘;ls prices of sauces 'F y . mi l\l. \\hep mal f_\!\I'ﬂ'. t|)ur
;?nd::eolfm\:;xea:“ ng less expensive 1975, }Lllost l[])rices :dm cfdm and some cf‘;%:ﬂnn‘::dyt:al;anet;ns;lelsnlr u?y m fink :‘a:.tm;gll:: gglt-umnlll cs:;‘ﬁ el

: items have been reduced. g Ix ¢ it ¥ : P
nove g anoth

If US, Dept. of Agriculture esti- The economic climate this year will },g?iig?glrnnga Uiy is r:'m‘ xtl?g;tmg Al
mates are accurate, the 1975-76 wheat again encourage soup buying, retail- FRE 1215 W |
crop (n projected 2.1 billion bushels) org predict. Both dry and canned sou Ol R SOt ot o

TR ’ P lion in sales last year, sauces ben
will be 18% ]ﬂ.l’gcl’ than last years and are belng ]neﬂms[ng‘y tupped to eatly from th (_;Jn"l.l.ml'r bu
should help keep prices stable. stretch meat meals, to glamorize econ- g;uncl!: Althougt]!l sp;ght‘"i sa

The performance record and out- ©my meat cuts and to create interest- 1 dorvent price increases due to
look for other products in the cate- Mg leftover dishes. As soup becomes ing costs of tomatoes and oil, ¥ TRIANGLE
gory, however, are not so bright. Add- 8&n cven more cconomical food pur- o0 up in the category ($1530 7 Hydraulic vibratory conveying systems
to dinners and meat extenders exper- chase, consumer demand will increase. ;o 1y, 1974) since many people M *net ::meicgmm;];sﬁ . l::.rérrzlll;ggl bag
ienced a sharp drop in sales in 1074, Chicken noodle was the No. 1 vol- - found pasta to be a nutritious, y®! high-performance equipment
and many retailers are cutting down ume producer with sales of $60.1 mil- expensive meal, : " Producing more with high-performance product
on thelr selection. A spokesman for a  lion, Individual serving dry soup mixes (Continued on pag¢ moving and packaging systems
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price hike in many add-to dinners
over the past year and believes that
consumers “are now shying away from
paying added costs for couvenience.”

When asked about meat extenders,
the same spokesman said, “They've
just been sitting on the shelf.” Many
manufacturers introduced packaged
ment extenders in late 1978, when
meat prices soared. Today, however,
with meat prices leveling off, ground
geef is a value in itself and most con-
sumers find extenders unnecessary.

Another type of product introduced
during this period is the complete
meat substitute, usually a wheat and
soy derivative, Most often placed in
the pasta section, this product has also
been doing rly. Lowering meat
prices over the past year have con-
tributed to disappointing sales results,

For macaroni products as a whole,
however, most manufacturers and re-
tailers predict a continuing upsurge.
Prices and margins are expected to
remain stable, Consumer demand con-
tinues to grow. Manufacturer promo-
tional activity is increasing, And, as
one retailer asserts, with the price of
food today, macaronl sales are sure
to go up, if for no other reason than
“it's a cheap meal,”

Canned & Dry Soup

registered sales of oniy ¢ 6 m
and profits of $5.43 millio last y
But most retailers are strougly o
mistic about sales growth iy thisy

Soup sales as a whole, Luyers |
dict, will move above 1074 tallies
year. Most retailers also are aptimi
about continued strong profit perfo
ance since they are firm in their o
mitment to healthier gross marg
And should the cost of soup-rel
food drop, many hope to impro
markups.

Canned Meat & Specialty

Foods

Continued spiraling prices nipp
consumer demand for canned
and specialty foods during 1974
sales registered $724.9 million.

Profits, however, weathered
economic storm better. Through
the product category as a whole,
tailers logc;’ged gross margins of 187

Canned meat and specialty foof
contribution to total superma
sales, however, was only 0.78%.

The price increases that sw
throughout the canned meat and 5
clalty foods industry in 1973 and !
have narrowed the price gap betw
canned and fresh meat, however, i
category still offers good cunsup
value, And should inflatio conti
at a high level through 1975, retal

And that's only a start,

We just designed in a tough,

dead-sure and lightning fast
integrated solid state circuitry
tobring you a system that thinks
foritself once you've told it
what to do.

Set it and [\lrou've got hands-
off packaging t
monitors every performance-
dtering variable and cach
weight, then instantly adjusts
itself, like no team of experts
could ever do.

at electronically

This means zero under-

weights, really consistent
production, exceptional repeat-
ability, and the kind of reliability
ihat only comes with currents
that don't depend on contacts,
switches and cam shafts to

get the job done.

Our new system not only

lakes orders, it also tells you

howit’s carrying them out.
Diagnestic lights on the simple

piug-i I

printed circuitry boards

readily interface with
your computer for
realtime analysis and
information storage.
Get the full story, Write
for our new brochure: Triangle
Package Machinery Company,
6655 West Diversey Ave,
Chicago, Illinois 60635.
Or Call (312) 889-0200

Put this new integrated solid state system together

with our new Pulsamatic form-fill-seal equipment

and you've got a packaging line that continuously
monitors and adjusts itself to deliver outstanding reliability.

Gone is the wear-prone cam
shaft. Pulsamatic's solid
state generator also makes
limited:-life contacts and
relays only a bad memory.
Sanitation and

sufety come with things
like hose-down clean-up and
gasketed electrical junctions.
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Basic Pasta Sales Rise
(Continued from page 28)

Macaroni/Pasta Products: 1974 Performance $1 Milllon Sepermarkets

Dcn Volume Gross Sizes Al Y A
8a (Milloms) Proéit (Viliions) of . A 1
Macaroni Dinners 1378 $ 867 14.62 $16.38 6 189 ©
w/Cheess 8,95 56.3 8.61 9.63 4 17,1 ) o
All other Macaronl Dinners 4,83 304 6,01 6.72 2 221 g
Noodle Dinners 7.27 45.6 7.15 7.98 9 175 A it |
w/Meat 2.56 16.0 199 2.21 2 138 ol !
All other Noodle Dinners 4,71 29.6 5.16 571 7 19.5 & \
Spaghetti Dinners 237 149 2.76 3,09 2 207 . &
w/Meat 1.43 9.0 1.69 1.89 1 210 & :
All other Spaghett! Dinners 94 59 1.07 1.20 1 203 o
! Macaronl 2635 163.7 2362 26.42 28 153 & b
Elbow 9.43 593 8.59 9.61 8 162 & o i’
g All other Macaronl 1692 1064 15.03 16.81 20 158 & 1
' Noodles 12.20 76.7 12.88 14.41 20 188 2 Q,;\ o i
i Flat 1096 68.9 11.46 12.82 16 186 N {
1 All other Noodles 1.24 7.8 1.42 1.59 204 o o |
| Spaghetti 2339 147.1 2046 2288 17 156 W -
§ Regular 1671 105.1 14.00 15.66 1 149 o
A All other Spaghetti 6,68 42.0 6,46 7.22 6 172 \J !
; Meat Extenders 68 43 1.06 119 2 27§ e o
i Pizza Mix 262 165 (N T 348 4 211 & o r 1
i One-Pot Dinners to Which Fresh W 9 9% 2
- Meat, Fish Is Added , 9.27 583 12.28 BN 28 236 oF S !
§ w/Noodles or Macaroni 487 306 6.40 7.16 14 24 Ay i
i w/Rics 65 41 88 98 239 AR {
: All other One-Pot Dinners ) o {
¥ w/Meat, Fish Added 375 23.6 5.00 5.59 12 217 G {
| Noodles w/Sauce Mixes .70 .4 63 1 1 16.1 ot ‘
i All Other Pasta Dinners .6 60
TOTAL .8
% of total store volume—68%
Canned & Dry Soupe
Dry Soup Mixes 13.76 $103.5 1545 $20.76 22 0.1
Noodle 5.12 38.5 5.22 7.01 6 18.2
Condensed Sou, 62,95 473.8 57.235 76591 50 162 l A c 0 B s - w I N s T 0 "
Ve om0 W me
Cken w, , oiars, elc. A 3 = LA
! Minestrone o 1.10 8.3 111 1.49 1 150 l
Beef Nondle ; J 2 153 ’ NnC.
] Canned Meat & Specialty Foods
0 ! ltalian Dishes 2293 $166.2 21.00 $31.25 2 148 EST. 1920
5 - Spaghetti w/Meat 6.24 45.2 6.5 8.63 8 1l
| Spaghetti All Other 5.10 37.0 4,85 6.59 4 "8 Consulting and Analytical Chemists, specializing in
M.umnf Xﬂ%il.:l ;gi I;.g }'gg ﬁf % ; all matters involving the examination, production
‘ Noodles All Types 101 73 119 L6 1 -2 and labeling of Macaroni, Noodle and Egg Products.
! All Other Ttalian Dishes 742 3.8 744 10.11 ] R ]
i 1—Vitamins and Minerals Enrichment Assays.
Sauces !
Dry Mixcs and Seasorings 1891 s113.2 243 $33.51 50 6 Put o feether in your Cop 2—Egg Solids and Color Score in Eggs and i§
S e D e ? St con e/, ey e N il
1l Sauce ; X : v ; ! 14
eatien 1393 834 1072 1309 13 : ““a QA ACARONI JOURNAL 3—Semolina and Flour Analysis. ]r
w/Meal ; L ; ! ' 0, BIX 336 !
09 6.5 97 .18 12 A I
X\ h\:iCé:r‘:u:I 1 o : l.l 2 4 PALATINE, ILLINOIS 4—Micro-analysis for extraneous matter 5! .
P 5—Sanitory Plant Surveys. b
lease enter one year subscription:
0 $6.00 Domesti $10.00 Forelgn 6—Pesticides Analysls,
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The Wheat Situation

From the U.S. Department of
Agriculture, August, 1975

Even with some increase in domes-
tic use and assuming that exports
reach the h[lgh end of our projections,
total use of U.S. wheat in 1975/76
likely will fall short of the 2.2 billion
bushel crop that is being harvested.
Thus, 1975/76 will be a yzar for stock
rebuilding,

The 1975 wheat crop estimate, as
of July 1, is a record shattering 2.2
billion bushels, 22% larger than last
year's record. This does not take into
account any flood damage to the
spring wkeat crops in North Dakota
and Minnesota. After a slow start in
the South, the pace of harvest quick-
ened as combines moved northward,
harvesting another record winter
wheat crop. Yields in most regions are
expected to be above last year's
weather-reduced levels and the total
harvested area is the largest since
1952, Stocks :f old crop wheat on July
1 totaled 819 million bushels, up 72
million from lnst year's 28-year low.
On the strength of the record crop,
1675/76 wheat supplies will climb to
over 2.5 billion bushels,

After a turndown last year, wheat
disappearance is expected to climb in
1075/76. Domestic use is expected to
increase largely because of more
wheat feeding, with the extent of the
gain dependent on future price rela-
tionships between wheat and feed
grains, Wheat prices at early harvest
were favoiable for feeding but this
changed quickly in July.

Deteriorating crop prospects in the
Soviet Union and continued strong
import demand in other regions point
to US. exports of over a billion
bushels for the fourth consecutive
year, It appears that U.S. exports in
1875/76 could approach 1.2 billion
bushels, compared with 1,039 million
last season, Soviet purchases of U.S,
wheat reported thus far this season
total 4.2 million metric tons (154 mil-
lion bushels); about 800,000 tons are
scheduled for 1976/77 delivery, Ex-
port commitments already  show
around 400 million bushels of wheat
sales, with India and the USSR ac-
counting for over two-thirds of the
total. The Soviets have also purchased
3 million tons of wheat from Canada
and 750,000 from Australia.
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Domestic vse in 1975/76 will de-
pend partly on the strength of foreign
demand. Larger exports and stronger
prices would tend to restrict domestic
use, particularly for feed.

Durum Crop Up Sharply

Acreage planted to durum in-
creased 13% this year to nlmost 4.6
million, the largest since 1030. Ex-
ceptionally strong prices plus a rea-
sonably good planting season, once
the rains stopped, encouraged farmers
to add to cﬁlrum acreage, However,
there was some flood damage in the
lower Red River Valley area of Min-
nesota and North Dakota during late
June, but the extent of flooding varied
considerably by county, Counties af-
fected accounted for about 11% of the
North Dakota acreage and 40% of the
Minnesota acreage. Some durum
acreage could be abandoned but the
rains could even improve yield pros-
pects elsewhere.

The 1975 harvest was estimated at
133 million bushels as of July 1. This
all-time record harvest would be 68%
larger than last year's weather-re-
duced crop, :

Last year, heavy export demand re-
sulted in durum stocks on July 1, 1975
sllppinﬁ to around 20 million bushels,
But when combined with the huge
1975 crop, 1875/78 supplies will climb
to around 150 million bushels, over a
third larger than a year ago.

Domestic demand for durum
slumped during 1974/75 as mill grind
fell from recent historic highs, High
durum prices relative to those of other
wheat classes encouraged the substi-
tution of other flour for semolina in
the manufacture of pasta products.
Consequently, at a time when pasta
consumption appeared to be going up,
the consumption of semolina, - the
mainstay of the pasta industry, was
going down. Whether domestic mill
grind of durum recovers in 1875/76
will depend in large part on durum's
price competitiveness  with  other
wheat classes,

The quantity of durum available
for export and carryover this year will
climb to over 100 million bushels.
The world market for durum is not
especially large and any increase in
our sales over this past year's 49 mil-
lion bushels would likely have to be

made at the expense of otl. r exy
ing countries.

In late June and early ) ly, y}
some wheats had fallen to  roun
per bushel, No. 1 Hard Aml. -r Dy
at Minneapolis was still co: man
over $5. Durum prices rosc some
the basis of the USSR salc: hut 4
potential large supply may lave
erated the price increase for duns

'rices Advance

i yield up shar,

Canadian Quotas

Opening delivery quotas on w
for the 1975-76 crop year, which
gan Aug. 1, were announced by i}
Canadian Wheat Board at five bus
acre on all durum wheat, the top
grades of spring wheat and on ha
grading No. 2 Ferd and above,

In addition, the board announced
delivery quota of three bus per o
on all grades of contract Glenk
wheat and 19 1w, on rye, flaxseed
rapeseed.

Quotas apply in all shipping bld
across the prairies, No terminati
dates have been announced yet, w
all 1974-75 quotas expired July 31

As in the 1974-75 crop year, deli

ies of feed grains for domestic VR Lean vood,
will not be subject to delivery quo '8
during the new crop year, “nnless | Stocks

becomes necessary to avoid se .
elevator congestion,” the lrard s3]

aterl - Durum Report
orts U; —Durum Quality Good—  date since 1962, Farm holdings at 14.0

he Cro ) Reporting Board fore-
prml—‘iftiﬂzg :ﬂ;?glu:]?:;:l tunl: during the April-June quarter is in-
percent irom 1974 and 59 percent
ve two years nF . Both ncreage
y from last year, Exports
§ percent decline from the July
oecast is due to hot dry weather
ing July in the major producing and prices in March went under $6.00
. Vield expected to average 27.7 per bushel, Overseas demand in April
eks per acre based on August 1 strengthened and prices started up-
198 ward. Durum wheat exports increased
s last year and 27.2 in 1973, to 489 million bushels for this past
ge for harvest expected to total ~crop year, which was 8.0 million aver
million acres, 13 percent more @ year ago. Market undertone con-
a2 last year, 58 percent above 1973  tinues to strengthen with world sup-
i the largest since 1930 when 4.7 plies tight and demand for US.
jon cres were harvested. Durum  durum increasing,
t acreage lost due to flooding in
Red River Valley was small and
Bected in the current estimate of
for harvest. Durum wheat har- Canadian Grain  Commission, in-
tthe first of August was about half  creased durum acreage to 3,650,000
ppleted in South Dakota to just acres compared to 8,200,000 in 1974,
ing under way in North Dakota, Canadian statistics on August Ist
ichcrop was about 30 percent turn-  shows durum crop conditions vary,
fire, The quality of new crop but in general, are favorable. Exports
ials at the Minneapolis market of durum wheat from Canada totaled

ditions, compared  with

20.8 million bushels, 26 percent helow
a year earlier and the smallest for this

million bushels were 22 percent below
a year ago and off-farm stocks showed
a 32 percent decrease. Disappearance

dicated at 22.8 million hushels, nearly
equal to the ssme quarter in 1974,

Overseas demand started out slow

Canadian Situation

Canadian farmers, according to the

53.2 million bushels in the July 1974-
June 1975 season, compared to 515
million shipped last season. Largest

0l crop duwlum wheat stocks in  importers of Canadian durum wheat
positions on July 1, 1975 totaled were Algerin and Italy.

DUR! M| WHEAT
Fewer Potatoes Acreage Yield Per Acre Productlon
Estimated planted acrea; - for 18 For Indl- Indi-
iu];l;:rp:::tnlgﬁystllnﬁﬂ: .lmln ; 19!1'!1'"“::14 Hl':;;d 1973 1974 ::;: 1973 1974 ?9{;:
pective plantings and off bout | 1,000 Acres Bushels 1,000 Bushels
per cent in all growing re¢ 15 Wy 3 4 500 500 650 100 150 260
With the reduced fall rop "Ny, o gy 94 360 200 350 2088 2352 329
ﬁ,‘éﬁcl;';;“rf 2:5&:":'5?;;]‘ ' ey 182 267 335 220 190 280 4004 5073 9,380
acreage for 1975 will'be'1. Diola 2530 3,440 3,840 27.5 200 280 69,575 6800 107,520
acres, 9 per cent helow the L Thkoty 112 205 233 240 140 190 2,688 2870 4,427
lion acres harvested last ye. . S, 2884 3,999 4,506 272 198 217 THASS 79,245 124,877

Although USDA does not give I
sons for reduced acreage, ac:ording!

Mates - current year carricd forward from earlier forecast,

a spokesman, farmers prolably 1
duced crop intentions because of
fall's record crop which resulted
large carryover and reduced price |

Fall crop acreage for harved

estimated at 1,05 million acres, d
8 per cent fro mthe revised 114
lion acres harvested in 1874,

Picultural Service said.
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rkey Wheat Crop Record  purchase 500,000 tonnes on the in-

Turkey's wheat crop in 1975 is now

ed y
&, up p_g% ?mz?ﬂr‘gi, tlhoggg?é?g been rejected because of gharantees

ternational market,” the FAS observ-
ed. “All bids to her latest tender have

now required of Turkey by world

though the record wheat output  grain truders in view of her failure
Pected to cover most of Turkey’s to honor contracts under a previous
iirements, Turkey fs still trying to  tender.”

Egg Research Program
Hatched

The Agriculture Department has
decided to propose a nationally coor-
dinated rcscnrt_!i‘] and promotion order
for eggs.

The program would be financed by
handler-collected assessments on pro-
ducers of up to 5¢ per 3-dozen case
of eggs. Producers not wishing to par-
ticipate would be relmbursed upon
written request,

Connor Kennett, poultry division
director, said the money would he
used to finance projects dealing with
research, and consumer edueation and
promotion designed to  strengthen
markets for eggs, egg products, and
spent fowl.

Egg Production

‘The Nation's Laying Flock produced
5,365 million eggs during July—3%
less than July, 1974, according to the
Crop Reporting Board. The average
rate of lay during the month was up
1%. Layers on farms August 1, totaled
269 million, down 4% from n year
earlier. Rate of lny on August 1 aver-
aged 84.1 egys per 100 layers, up from
63.1  year earlier, hut down from the
645 on July 1, 1975, Egg-type chicks
hatched during July, 1975, totaled
38.5 million, up 5% from a year ago.
Eggs in incubators on August 1, at
31.8 million, were 1% above a year
ago.

Egg Demand to Rise

Demand for eggs in the first half
of the 1976 calcnvj’ar year will prob-
ably be a little stronger than in the
previous year because of rising real
disposable consumer incomes, in-
creased employment and smaller sup-
plies of pork and turkeys, according
to “Egg Marketing Facts—First Half
1976,” just issued by the Department
of Agriculture, While predicting im-
proved demand for eggs, the US.D.A,
sald eggs will face more competition
from beef and broilers.

The Department observed that the
cost of producing eggs in the first six
months of 1976 will rise along with
processing and marketing expenses,
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National Packaging Week

The Packaging Machinery Manu-
fucturers Institute says that the variety
of seminars on packaging and pack-
aging-related converting machines
will be one of the major highlight
attractions of this year's National
Packaging Week, scheduled October
27-31, at the Americana Hotel in New
York City.

Among those listed by PMMI are
“Packaging Machinery Trends of the
Future” and “Training Packaging Line
Personnel.”

The session on “future trends,” be-
ing chaired by Robert C. James, vice-
president and director of the Bemis
Co. Machinery Div, and chairman
of PMMI's Technical Information
committee, will be held from 9 a.m.
to Noon on Tuesday, the opening day
of the four-day National Packaging
Week educational program.

Participating in the sesslon with
James are Packaging Consultant
Robert Kelsey with an overview on
“What Trends to Expect in the Next
Five Years"; F, E. Pringle, Jr., presi-
dent of Hayssen Mfg. Co. on “Coming
Developments in Film Machinery” in-
cluding speeds, automation trends and
on-line computer applications,

Robert W, Coughlin, vice president
of Pneumatic Scale Corp. and PMMI
President, on ‘Automated and Built-
In Quality Controls for Automated
Systems™; and A. W. Koehlinger,
R. A. Jones & Co. sales and marketing
vice-president, on “Future Trends in
Automated Equipment & Factors To
Be Considered in Planning Machine
Installations.”

The other “all-machinery” session
is scheduled Thursday afternoon and
is being led by PMMI Director of
Training & Safety, C. Glenn Davis.

Also on the panel during this ses-
sion are Milton B. Novotny, product
manager of Sheldahl's Poly Bag Ma-
chine Group, with “Training for New
Machines and Systems” and LeRoy R.
Carolan, supervisor of packaging
maintenance at Ortho Pharmaceutical
Corp,, with “Videotape—A Promising
New Approach,”

Mr. Davis will present information
on the general subject of training and
upgrading personnel involved in pack-
aging line operations,

Additionally, there is another ma-
chinery-oriented  seminar — “Recom-

mended Practices for Electrical In-
stallation on Packaging Machinery
and Associated Equipment” being pre-
sented on Wednesday afternoon by a
panel of experts from various com-
panies,

PMMI is one of five organizations
sponsoring National Packaging Week
this year, The others are the American
Management Associations, Packaging
Education Foundation, Packaging In-
stitute/USA, and Society of Packag-
ing and Handling Engineers,

Further program and registration
information is available from the
American Management Associations,
135 West 50th Street, New York
10020,

Self-Adjusting Packaging
System

A new packaging system that fea-
tures integrated solid state circuitry
and continuously monitors and adjusts
itself, has been introduced by Triangle
Package Machinery Company at the
1975 Western Packaging Show.,

The system, which is said not to
require operator attention once it is
set, combines the company’s new
Flexitron 1600 net weigher and new
Pulsamatic form-fill-seal equipment.

According to Walter P, Muskat,
Triangle executive vice president, the
new system meets stringent rules on
short weight packages by consistently
checkweighing and adjusting product
weight before the package is made,

“Not only does our Flexitron 1600
deliver zero underweights, it also re-
circulates overweight discharges to
keep giveawnys within the pre-deter-
mined range,” says Mr, Muskat,

He adds that reliability has been
“vastly” improved because of the posi-
tive simplicity of integrated solid state
circuitry. “Speed and longevity have
increased substantially too, with the
elimination of wear-prone contacts,
relays and the form-fill-seal cam shaft,
These are the items that traditionally
require adjustment and replacing.”

Mr. Muskat says that a key objec-
tive in design of the new system was
to put production control into the
hands of management.

“The growing scarcity of qualified
operating personnel has become a
major headache for the whole indus-
try,” he says. “In far too many plants
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of ¢"agnostic lights that not
¢l hov it is operating but also
it pre olems that may oceur,
coled [ights on the face of each
p prin »d_circuit (PC) board—
aan |- exchanged in the time
s to p ug In a new one—indi-
amrent hias been sent to initiate

tion

dts on the control panel indi-
the scale responsible for the
ht appearing on the system’s digi-
adout display. They tell if feed
ved and whether tare has gone
o the compensation range on a
ular scale,

here also are lights that tell which
made the package that was just

e printed circuit boards are
M, racked and grouped by func-
for each scale. Their sequential
; Imure the system is working
aly,

ause performance of each scale
dronically monitored and read-
ippears on digi*al display, this
- - mation car: bcglreadily fed to a

This new packaging system from Tia s
Package Nacnay Company e QT or analyss and storage for

groted solid state circuitry and conting
monitors and adjusts itself. uitation and safety are also fea-
with an enclosed, gasketed
bh cell and other electronies, and
opei-type framework that sheds
The eutire unit can be hosed
during clean up. The cell fol-
the sam: basic design of preced-
Flexitron models and has no pivits
ear, Andd the weigh cell is sturdy
$h to v thstand a man'’s weight

maklni gross udjustments that
duce I&!i overweights and
many other problems that adi
disrupt the entire production line

In the new Triangle sy:tem, v
and rate are set and all frtherm
toring and adjustments needed
handled automatically.

When an underwei hit o
Flexitron 1600 automa cally S ™
product to the weigh cket, SlTgle’s ew form-fll-seal equip-
checkweighs again befo: - discillit Pulsa tic has gone solid state
Weights above a predet mincd Sl The ti litional cam shaft has
can be recirculated bu k into 0 replac | by a pulse generator
1600's feed system. The ¢ funcilih autor tically governs timing,
are performed in synchro ization ¢ an  functions of every cycle.

itself, ny adjustment can be
e extern ‘ly,

optimum control of feed :ate. !: 1?11 ther switches ako, have
0 |
Performance is furth ¢ incd 'P"-‘f L.
through the use of Triniyle's mati  features Blm runout

gard controls, They autoniatically ing and control, It automatically
just the feed rate to cach 5@ and ulerts when the film ap-
weigh cut-off occurs witlin o A8 its cud, then stops the equip-
time range; make dribble M ore runout occurs, When re-
within the same time range; confil<¢ with film, the system will con-
sate for product build-up, or 4 oycling without adjustment.
the weigh bucket; and keep Q¥ new form.fill-seal unit also
at the right point to minimiz¢ ¢ With the company’s high speed
away. sealing jaws, which are said to
The system comes equipped ¥ M up to 30 percent faster than

Tae MAcARoN! JORREUER, 1975

outalter 1 the adjustment of the °

previously possible, They are inte-
grated into Triangle’s Relax-a-Seal jaw
system, which also had solid state
circuitry, The high-speed jaws can
handle heavier gages of poly and
larger package sizes.

Both volumetric and auger feed
systems can be synchronized with
Pulsamatic.

New “RT" Spaghetti Packager

Variable product sizes and rapid
packaging speed are just two features
of Hayssen Manufacturing Company's
RT-112 Horizontal Form, Fill and
Seal machine specially designed for
spaghetti packagers.

Hayssen's new spaghetti packaging
machine with automatic moving
pocket infeed conveyor, can package
up to 10%4" long spaghetti in 1, 2 and
3 pound units . ., and up to 20” long
spaghetti in 1 pound units. Speeds
range up to 35 per minute for long

oods and 50 packages per minute
or short goods, Chnnf;eovers (from
short to long, or from long to short)
can be completed in just 15 minutes.
Either Cellophane or 80/90 Polypro-
pylene can be used,

Hayssen Manufacturing Company,
a Bemis Company subsidiary, has
been a leader in automatic packaging
machinery and systems for over 60
years. Major product lines include
Horizontal and Vertical pouch pack-
aging, Custom Overwrapping ma-

chines for the paper industry, as well
as general Overwrapping, Blowmold-
ing and plastic container forming,
Hayssen's  headquarters  and  main
plant are in Sheboygan, Wisconsin, 3
Additional manufacturing operations b
are located in Thetford, England, and
Zingonia, Italy.

Coater-Laminator b

Rospatch I baaing Group has de- 1
veloped an i .. e step coater/
laminator ac aating a wide !
range of films and coatings, including g |
saran,

The super high speed process ki
prints, coats, laminates, and slits in '].;A
one operation, saving time and money, g
and climinating the thermal strip, Ad-
ditional savings and advantages are B ¢
realized by the divisions use of its !
own PVDC and FVA coatings, ac- \
cording to Bob Deege, Technical Di-
rector,

|
i
1

Stylecraft Packaging (Charlotte,
N.C.), Munson Packaging (Cleveland,
Ohio), and Allenson Products (Mun-
delein, 1Il.) comprise the Rospatch
Packaging Group, u division of Ros-
patch  Corporation, Grand Rapids,
Mich,

For further information, please con-
tact Mr, Chuck Brush, Stylecraft Pack-
aging, 1303 Arrowood Blvd, Char-
lotte, N.C. 28210, (704) 5880220,
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FOR SALE—Hydreul.c Tote Bin Dumper,
2,500 Ib. capacity, Closs 2-GPG explosion
proof motor and controls, Excellant condition.

Ambrette Dou’ll Shoot Former with teflon
slot dis for 20'" sheet, 1000 Ib./hr. Die.
support stand ond comnecting tubes, Excel-
lent condition, Call or write A. G. DaFelics,
US. Macaronl Co., East 601 Pacific,
Spokans, Wash, 99202, (509} 747-2085.

FOR SALE—Buhler Extruder Model TPJ,
1000-1500 Ibs./hr. Excellant condition,
Call or write: Everfresh Food Corp. 3501
Huron Street S.E. Minneapolis, Minn, 535414,
(612) 331-6393,

WANTED—Gaubert Spaghettl Packer,
Write P.O. Box 336, Palatine, Iil, 60067.

WANTED—Stemping die parts end/or
mochine parts for Clermont bow tie ma-
chines. Call or write J. B, an{hn, A,
Zerego's Sons, 20-01 Broadway, Fair Lawn,
N.J, 07410 (201} 797-1400,

Ethnic Foods
(Continued from page 21)

able in lnsagne, ziti and eggplant
parmigiana varieties, were rolled out
nationally this spring backed by a
multi-media campaign by Ted Barash
& Co.
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Reciprocating Imprinter

Control Print’s R251 reciprocating
imprinter can be mounted horizontally
or vertically in smell spaces, including
inside the housing of many parent
packaging machines,

It batch or date-codes cartons, caps,
bags, labels or products at speeds up
to 220 cpm. The R251 rcclpromlin;%
imprinters are pneumatically open.ted
and mechanically synchronized by the
parent machine,

The unit has a 1” square slide-in,
slide-out print head for baselock type.
Codarc® inking system provide sharp,
even, long-lasting impressions, The
inking system is enclosed to minimize
evaporation and contamination,

For more information write: Con-
trol Print, Division of Dennison Man-
ufacturing Company, 8 Commerce St.,
Fairfield, N.J. 07008, Or call (201)
227-4900.

Buying Less and Cheaper

More than 6 out of 10 Americans
say they are coping with inflation by
buying fewer snacks and luxuries,

And 53 per cent are buying cheaper
cuts of meat, according to a recent
survey,

Nearly 5 out of 10 say they are ser-
ving smaller meat portions and an-
other third are buying day-old bread
at bakery outlets,

These are among recent findings
of a nationwide survey of Yankelo-
vich Inc, conducted for the Super
Market Institute,

The survey indicates that people
are cconom[zinf on food purchases
and ¢ining out less often than a year
ago.

g'I‘hey also are resisting impulse pur-
chases and making greater use of cou-
pons and specials,

Beautiful Black Ma: ket
(Continued | om

® In several cities blac
over 40% of the sopy

Atlanta, Baltimore, .Jetri

Louls and New Orl: ans fy

ample.

* Super markets with leavy
patronage can exisl some
tance away from what are
sidered black neighhorhoods.
better selection and s
blacks are willing to makes
trips or even to shop *
town" on thelr way home |
work.

Specialists in marketing to b
see their traditional %oynh;
national brands still holding
except for some desertion
private label among higha
come, more sophisticated b
(A trend which bears waldi
Only 46.6% of blacks are
fied with the food products
buy, versus 69.1% for w
(Dept. of Agriculture),
Blacks are particularly im
with “proof” advertising. W
they endorse the growing
ence of blacks in ads, they
learning too look behind the
of the black model at what
ad really has to say to
Less than half as many
women as white redcem
from magazines, mail or
ages when shopping. The
newspaper coupon an
coupon redemption i only
ly higher.

While knowledge of t e bas
dicators is helpful, the ru | acfi
course, is still at store 1. el. C
Jackson, a black, Chicag based
sultant, walks the aisles ¢ super
kets across the country -es
how blacks shop his clic ts'
categories, In frequent m ctings
chain and wholesaler ¢: -culiv®
translates his grass-rool iy
tions into practical sug (estion
merchandising and spacc all
The result: better selectic f(_)r
pers, more efficient merch.mdisinf
stores, and increased pre:luct
ment for pmccssors/mnnnfudu

No marketer can afford to !
market larger than Ca
granted. It's time for a fresh }
the black market. What are you
right—wrong—or not at ull al
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*kaging is more than a Box

n it ‘mes to pasta, the choices are many...
spaghetti, vermicelli, lasagna, ziti,

icaror.
ifelde  and numerous more.

I

DIAMOND INTERNATIONAL CORPDRATION
KAGING PRODUCT®S DIVISION, 733 THIRD AVENUE, NEW YORK, NEW YORK 10017 AREA CODE: 212 — 897-1700

wha:. it comes to packaging, Diamond Inter-
onal i- your logical cholce. Diamond packaging

Q

e O O

Is designed to provide your product with creative
folding cartons, plus labels, streamers shelf-
talkers and point-of-sale displays...Diamond can
be your one-stop, one-source for packaging and
merchandising alds.

We're in the middle of it all!
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Multifoods’ durum experts re
at home in their jobs.

That’s because they've beer atl
so long. Some of our sales people, buy: s,
millers and technical people have made  uru
their business for 20, 25, even 35 yeai s.

These people are “old folks" in their jobs, even though they're not old
in years. They know their business
like you know yours. “Working with you toward zero defects”

" Their experience ma(i(es for fewer INTERNATIONAL

defects...in your business and in ours.

Order your durum products from A MU LTI FOOD
the old folks at home. Call us at 612/340-3583. Multifoods Building « Minneapolis, Minnesota 554
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