THE
MACARONI
JOURNAL

Volume 57
No. 7

November, 1975




LGt A e e e s G el i L b g e 4 ke ke

A PUBLICITY OF EVERY TYPE OF MEDIA |

Kzl
ey

.Mu.nnlwitln Lamb Stew, Greek Style. Table of Cortents— page 6

poc. bt Macernl Chams Seld o g e i |

Published monthly by the Natlonal
Macaronl Manulacturers Assoclation
os its officlal publication since May, 1919,

Second-closs postoge pald at laton
Wisconsin, ond. Polotine, |m$‘|’£ 7

R LT e e b T T




o4

-

|'|-—-I.11|.1~ B i awtbe o specal tonch Fronn bbb

nud K Nt st -||.:~]!1-‘II. e bess bt fodeimng canton

!.\.1[|. Ve Dase o thie cbffonei v onn ke -\\imi-;\'ui Lot

buasiness caromake Callvs ton helpowath poae kooe dassian
At combimation pontmeg rans ang foldimeg corton

Cuiestion I ibrebworandd € it albion San b rancse o Calilenna

Fasters Carton Operations: Ho0kScioan Avenin

Lngleweonsd Chffs N1 200 H08 7500

Vintage Pasta

For pasta products worthy of distinction. you need perfect
ingredients  ADM pasta-perfect ingredients

We select only the finest Durum Then quality mill iL into
golden Semolina and clean. consistent pasta flour

Want people to treasure your pasta products? be very
particular about your ingredients ADM s

ADM MIILLING ©0),

4ABB0 W, 10Bth Bt,, Bhawnea Misslon, Kansss 88211
Phone 813-381-7400
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The ninth Annual Macaroni Family
Reunion at Tiro A Segno on Sep-
tember 10 reflected the significance of
the event by outstanding attendance
of the New York press.

Among top magazine editors pre-
sent were those from youth, shelter,
women’s interest, romance, home eco-
nomics and trade publications. Some
in~uded in this group were Trus
Story, Mademoiselle, Good House-
keeping, Ladies Home Joumal, Mec-
call's, American Home, Redbook,
American Girl, The Woman, House
Beautiful, Bride’s, Woman's Day,
Young Miss, Family Circle, Coed,
Forecast For Home Economics,
What's New In Home Economics,
Progressive Grocer.

Editors of nationally syndicated
Sunday supplements and newspaper
columns found the event newsworthy.
Representative of these were Family
Weekly, Associated Press, Newspaper
Enterprise Association, King Features,
Washington Star.

Editors of metropolitan New
York area daily newspapers nlnnﬁ
with network and local television an
radio commenators joined the group.

Members of allied food industries
who combine pasta with compatible
food products were present.

Press kit materials contained cur-
rent industry news as summarized by
Robert Green, story describing the
event and food served, information on
the wines served and a list of industry
hosts. As a remembrance of the re-
unfon, each guest recelved a colorful
colander wlliumatching sauce ladle.

At Tiro A Segno

Tiro A Segno, a private club re-
nowned for Italian cuisine, is located
on MacDougal Street in Greenwich
Village. Tiro A Segno is Italian for
“hit the target”, otherwise known as
the New York Rifle Club,

The menu was created by Tiro A
Segno's manager, Anthony Nardin,
Mr. Nardin's expertise and knowledge
of Italian cookery was reflected in lﬁe
variety of foods offered.

An antipasto of roast peppers, an-
chovies, stuffed peppers, stuffed egg-
plant, olives, tuna, sardines, prosciutto
and Italian bologna preceded the
pasta specialties,

e s L A Sl A s it bl G A N R S0 S AR
AT

New York Press Paity

Two pasta entrees appeared on the
buffet table. Lasagne Pasticciata pre-
sented curly eage lnsagne layered
with a bolognese sauce of vegetables,
beef, pork, chicken livers, proscuitto,
white wine and beef bouillon, a
creamy bechamel sauce and freshly

rated ‘Parmesan cheesc. Rigatoni
with Filetti de Pomadoro appeared—
the pasta baked with a light tomato
s.uce seasoned only with onions and
a touch of basll,

Following a strict rule of service
at Tiro A Segno, the spoghetti was
served directly form the kitchen, The
selection was Spaghetti Carbonara.
The spaghetti is lightly coated with a
blend of eggs, cream and cheese,
then tossed with crisp bacon bits.

Lasagne Pasticciata
(Makes 8 to 10 servings)

% cup butter or margarine
1 cup finely chopped onion
% cup finely chopped celery
% cup finely chopped carrot
Y4 pound proscuitto or smoked ham,
nely chopped
2 tablespoons olive oil
% pound beef round, ground twice
% pound lean pork, ground twice
¥4 cup dry white wine
2 cups beef stock, fresh or canned
2 tablespoons tomato paste
V4 pound chicken livers
14 cup all-purpose flour
4 cups milk
Salt

Y4 teaspoon pepper

Y4 teaspoon nutmeg
1 pound curly edge lasagne
4 to 6 quarts boiling water

1 cup grated Parmesan cheese
Parsley for garish, optional

To prepare Bolognese Sauce: In
large skillet, melt 2 tablespoons
butter, Add onion, celery, carrot and
ham. Saute, over medium heat, stirr-
ing frequently, until vegetables are
tender, about 5 minutes. Spoon mix-
ture into a 3 or 4 quart saucepan. In
same skillet, heat oil; add beef and
pork; cook over medium heat stirrin
frequently, until meat is brownecE
Add wine to meat mixture; boil until
almost all liquid evaporates. Add meat
mixture, beef stock and tomato paste
to vegetable mixture in saucepan.

Preliminary
Orying—_

—_—

—

EMiis e Seree: Hicrowave
Orying ——
Heat to boiling; reduce heat to
Cover; simmer 20 minutes, Uncoy
cook 9i5 minutes longer, Memim hi
in skillet, melt 2 tablespoons but

Add chicken livers, Saute ul\rerf Eﬂﬂ:;’ﬂ"&d
fum heat, stirring constantly, forERIf
minutes or unti? lightly brown I—
Dice chicken livers; add to meat
getable mixture during the lust
minutes of cooking,

To prepare Bechamel Sauce
medium saucepan, melt remaining
cup butter, Stir in flour, 1% b
spoons salt, pepper and nv'meg U
smooth. Cook over med um M
stirring constantly, until nixture
smooth and bubbly, Redu e hed
low; gradually stir in milk an
stirring constantly until mi: :ure ¥
ens and begins to boil. Re 10ve
heat.

To cook lasagne: Gra ually
lasagne and 2 tablespoons altto

01 5./hr. of noodles,

' |
30WS and SHORT CUTS with MICROWAVES
idly boiling water so that vater -

tinues to boil, Cook unco: red, & s n mm ’n m’d.was‘ p’am

ing occasionally, until ten ler. Dgl™™®ve dr -ing and controlled cooling, with or without prel d
oolnier, e L e
) akes one-fifth to one-tenth the space ® improve
In heat-proof 13x9x 2-inch b A q“wle"ly u reduces dryer malntenance to as little aspone hour ;sr .

pan, pour in 1 cup bechamel l Is capltal investment ® lowers power costs In most areas
1 enm ¥ can be Installed without shutting down the lines
Add layer of lasagne and €% When standard pretim| .
b A o cover:. ip altsIn reliminary drying immediately precedes microwave
withg . tabl::lfmﬂ’ checse. : ::énl!’.‘gu: ::I:lgn::ndabove) neli:‘nlnaflea tll}e need for equillbra-
" nd space needs of preliminary drying a
more lasagne, bechamel sauc 80% . RIS
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Tue Macaront JoUF

LA GLRI
VHRAY Y
e

MICRODRY CORPORATION

3111 Fosloria Way, San Ramon, CA 04583
415/837-91G6
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(Continued f!'om page 4)

cheese, Repeat layering, ending with
bechamel sauce to cover entire sur-
face. Sprinkle remaining cheese on
top. Bake uncovered in a 350°F. Oven
30 minutes. Broil 1 minute to brown
top. Garnish with parsley, if desired.

Rigatoni with Filetti de Pomadoro
(Makes 6 servings)

2 tablespoons butter
8 tablespoons olive or salad oil
1 cup chopped onlon
1 can (35 ources) plum tomatoes
5 large plum tomatoes, peeled and
diced (about %5 cup)
Salt
14 teaspoon pepper
2 fmsmmingaves. chopped or Y2
teaspoon dried basil, crushed
12 ounces rigatoni (about 8 cups)
4 to 5 quarts bolling water
Grated Parmesan cheese

In large saucepan, melt butter. Add
oil; heat. Add onion to butter mix-
ture, Saute over medium heat, stirring
occasionally until onion is soft, about
5 minutes. Puree undrained canned
tomatoes in electric blender or force
through food mill. Add to onion in
saucepan. Stir in fresh tomatoes,1%4
teaspoons sait, pepper and basil. Heat
to boiling; simmer uncovered 20 min-
utes,

Meanwhile, gradually add rigatoni
and 1% tablespoons salt to rapidly
boiling water so that water continues
to boﬁ. Cook uncovered, stirring oc-
casionally, until tender. Drain in co-
lander. Combine rigatoni and sauce
in 8 quart casserole. Bake, uncovered,
in 850°F. oven 30 minutes, Serve with
Parmesan cheese,

Spaghetti Carbonara
(Makes 4 servings)

8 ounces spaghetti

1 tablespoon salt

3 quarts boiling water

2 eggs, separated
% cup grated Parmesan cheese
%4 cup heavy cream
Dash crushed red pepper
6 slices bacon, cooked crisp,
drained and crumbled
Salt
Pepper
Grated Parmesan Cheese

Gradually add spaghetti and salt to
rapidly boiling water so that water
continues to boil. Cook uncovered,
stirring  occaslonally, until tender,
Drain in colander.

Meanwhile, beat egg whites until
soft peaks form; add egg yolks and
beat until foamy, Fold in % cup
cheese, In a small saucepan, heat
cream with red pepper just until hot.
Do not boil.

Return spaghetti to pot; add egg
mixture; toss until mixed, Pour cream
over spaghetti and tcss again, Toss
bacon with spaghetti. Add salt and
pepper to taste. Serve with additional
Parmesan cheese,

Wines

Wines served at the ninth annual
Macaroni Family Reunfon were
Ruffino Chianti and Lngana, The
Ruffino Chianti is produced from
select grapes grown in the Chianti
area of Tuscany which impart the
typical fruity and robust aroma,
ruby red color and dry, well balanced
taste. A sleck new proprietary all-
glass Florentine bottle, introduced

this year, bared the Chianti boy
of its straw wrapper to finally
vide the wine the classic image
deserves. The bottle’s label, as

ways, proudly carries the offid
“Denominazione d'Origine Contrd
lata” designation—the Italian gov

ment’s guarantee this wine is a1
Chianti. Ruffino Chianti should
served at cool room temperature v
hearty dishes, red meats and ch

Select grapes from the beauli
Veronese area around Lake Cad
Fives Ruffino Lugana its crisply
ull-bodied noble taste, This wl
wine is best rerved chilled with lig
dishes, cold plates and seafood.

The wines are imported by Schic
lin & Co., New York, N.Y.
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It's not easy. You have to start with
the basics, Your basic durum No, 1
Semolina comes from the heart of
durum country. The North Dakota
Mill is centrally located on the great

How to create a best seller.

prairie lands of the north, and we
bring you the finest durum Durakota
No. 1 Sainolina, Start with the basics,
and you will wind up with the best
seller of the year!

the durum people
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NORTH DAKOTA MILL

Grand Forks, North Dakota 58201
Phone [701) 772-4841
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Some fifty macaroni manufacturers,
durum millers and durum growers
met for Juncheon on Capitol Hill with

POSERTTR

Washington Meeting

Paul W, MacAvoy, member of the
Council of Economic Advisors, pre-
dicted the next four quarters would
not be much different than the final
quarter of this year, A leveling out of
prices and unemployment began in
the second quarter. Gross National
Product is now in the range of 6 to
7%. Primary concerns at present are
the energy policy, crude oll pricing,
and the price of food products. The
meat cycle will follow this year's cycle
just in time for next year's elections
and inflation will be a major issue.

Harold Salwin, Chief of Cereal and
Protein Products Branch, Division of
Technology, Food and Drug Adminis-
tration, announced the agency is
working on a draft of regulations for

Albert K. Herling, Bakery nd

fectionery Workers Unlon, si's on {
Labor Advisory Committec deali
with trade negotiations and inten
tional tariffs,. He expressed conce

for the rising tide of macuroni

ports up fourfold in the past ten yea
while exports have been stcady b

tween one and three million po

Imports last year totaled 47,2521
pounds with Canada sending in 2
million, Italy 11.3 million and Mexi
4.3 million, Quaotations from Japans

products are appearing on the

coast at present. Mr. Herling said

only way to get anything done
gather evidence and make a cone

Industry effort to tell the story

the Tariff Commission,
Evening Reception
In the evening a reception was

we

Is

erin

hel
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Efficiency,
Speed &

Low Maintenance
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That's our
VOLUMETRIC
FILLER....

their representatives in Congress on
September 11, Congressman Mark
Andrews of North Dakota spoke
bricfly about his recent trip to Italy

Efficlency, speed and low maintenance are what
make this Volumetric Filler unique. Some of Iits
main features are: |l saves valuable manpower,
fills at speeds up to 50 packages per minute and

on the roof-terrace of the Washingt
Hotel for the Congressional deleg
tion and their aides. The view of

to meet with pasta manufacturers
there concerning their importation of
U.S. diurum wheat. Just as manufac-
turers ali arcund the world, they are
concerned with price and quality, Mr,
Andrews views Sm coming fall season
with optimism.

The group then bussed back to the
Washington Hotel where they were
addressed by Assistant Secretary of
Agriculture Richard E. Bell. He
succinctly described the grain situa-
tion just prior to signing the Crop Re-
port for September 1. As reported in
the newspapers, com production, as
well as durum wheat production, was
reduced by 3% from the previous
month, Mr. Bell reported the Gov-
emment s keeping close watch on
supplies, but feels there will be suffi-
clent to supply the Russians with their
need for another six or seven million
tons of grain. Eastern Europe will be
a new demand needing some ten mil-
lion tons, half of which will come
from the USSR and the balance from
the World Market. India will be a
big buyer this year, He observed that
the United States has the climate,
soll, and system of free decisions
which makes us a world supplier and
he observed that he thought the mar-
keting system was less costly than
that of the Canadian Wheat Board.

Richard 1. Belt

Good Manufacturing Practices for the
Macaroni Industry, He invited indus-
try comment within the next six to
eight weeks. Environmental and econ-
omic impac* will be considered. Mr.
Salwin referred to the proposals for
similar GMPs in the Confectionery
Industry that appeared in the Federal
Register of November 23, 1073, and
the final order on June 4, 1975, as an
example of how to make comparisons
of proposals as against final regula-
tions.

G. John Tysse, Director, Occupa-
tional Health/Safety, National Asso-
ciation of Manufacturers, gave com-
ments and references for complianc:
with OSHA regulations.

White House and the Treasury Buid

ing directly across the street is
impressive at this time of year,

Pasta Posters

Pasta posters measuring 3{:_-
inches, in full-color, show cights
varieties of pasta products carried

a legend of the sizes and s
Blank space for brand imprint

mediately below copy reading”

better nutrition, variety ard

tional flavor, chonse pasta made fm

100% durum whest semolira”,
is 22¢ each in quartities un' :r 10

18¢ each in larger quantitie . shipp®
flat f.0.b. Bismarc’, North 1 akots

the North Dakot. Wheat Co 2

At the Reception: Bill Ogburn, NiK

John Tobla, Jes Viviano and John Gobl”
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Is converter or gravity fed.

adjustable to Y2, 1,112, 2, 212 and 3 |bs,

packing line.

Designers and Fabricators of Industrial Machin-
ery and Equipment: automatic conveyor packers,
can openers, can crushers, vacuum forming

machines, etec.

Filler adapts to most any packer such as Supe-
tior, Gobere, Redington & Hesser, and |s readily

Few moving paris means low maintenance costs
& minimum operator training makes the Volu-
metric Filler a valuable asset to any long goods

INIC.
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Some forty Supermarket Consumer
Specialists, holding a committee meet-
ing of the National Association of
Food Chains in Chicago, September
19, were entertained at luncheon by
the National Macaroni Institute.

They were presented with press
kits with background material on
macaroni products, a brief history of
the Assoclation, roster of members,
and a Pasta Primer.

Pasta Primer

The Pasta Primer tells what pasta
is, how it is made, why it is nutri-
tious, counting calories, how to shop
for pasta, how to store and how to
cook pasta. Recipes are given for
Macaroni Supper Casserole, Spaghetti
and i m Sauce, Egg Noodles and
Meat balls, Egg Noodles with Frank-
furter Kebabs. The first three recipes
were served at Juncheon,

Macaroni  manufacturers  from
around the country were invited.
Each table had a macaroni representa-
tive to answer questions.

National Macaroni
Manufacturers Association

A handful of men, back in 1004,
who were the pioneers in the growin
macaroni industry in the Unite
States, met to discuss common manu-
facturing and marketing problems in
the production of macaroni,

The immedi.ie result of that meet-
ing was the formation of the National
Macaroni Manufacturers Association,
your host at luncheon today.

The sinull nucleus of pasta pro-
ducers has %mwu into an organiza-
tion with hundreds of members
throughout the United States and
Canada, including not only those who
make the various forms of macaroni
but also packnginﬁ’suppliers a3 well
as companies which manufacture the
machinery and dies, and provide the
flour, eggs and enrichment ingredi-
ents.

This $700 million a year industry
produces better than 18 billion
pounds of macaronl or pasta products
annually for a per capita consumption
of just over eight pounds, Only Italy,
the birthplace of pasta, produces and
consumes more macaroni products,

10

! R

There are literally hundreds of
macaroni shapes and sizes with such
musical names as rotini, ditilini, ver-
micelli, and rigatoni but the big three
in sales are elbow macaroni, which
accounts for 30-35 percent; spaghetti,
40 percent; and egg noodles, 20 per-
cent.

National Macaroni Institute

Educational and informational arm
of the NMMA is the National Maca-
roni Institute which for the past 27
years has sponsored a public relations
program across the country to pro-
mote the good taste, digestibility,
nourishment and versatility of maca-
roni products on the menu. Millions
of consumers every year are exposed
to the joys of serving and eating pasta
in newspapers, magazines, on radio/
TV shows and lhmu%ln movies,
pamphlets, and other collateral ma-
terial,

The first commercial macaroni
Elnnt here in the United States goes
ack to about 1848 and it was lo-
cated in the shadow of the old
Brooklyn Bridge in New York, Today
there are an estimated ninety com-
panies operating from coast to coast.

Current president of the NMMA
is Nicholas A. Rossl, of Aubum, New
York, President of Procino-Rossi Cor-
poration. Executive secretary of the

Speghetti and Clam Sauce.

group since 1948 is Robert M. Gred

Green is stationed at the NM
headquarters office in Palatine, [
nois where in addition to his ol
duties, he edits a weekly newslt
for members plus an industry mg
zine, The Macaroni Journal. G
also acts as the linson to the Assod
tion's research laboratory and
home economics test kitchens b
located in New York City and 8
NMMA legal counsel in Washingt
D.C.

Pasta Increases Sup rmd

Purchases

One of the delightful iencits
eating macaroni products the &
less variety of combinatio s that
be enjoyed, Macaroni or : ‘aghet.
egg noodles in a salad, in casse
topped with meat, seafo. ], ched
butter and garlic, in soups, asaF®
dish and as a side dish wit! pot ™
chicken, steak, you name .

Another benefit, to the s.pem®
operator especially, is that rarely ¥
macaroni product bought all by ¥
Its complete versatility lends ¥
beautifully to mix and blend
compatible with a host of other I
that must be purchased in the 517
market to complete a pat®
recipe,

(Continued on P
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TO INSURE QUALITY IN ANY MACARONI
PRODUCT, ALWAYS SPECIFY AMBER

In any size — any shape — it’s always
easier to control the quality and color
of your products with Ambers first
quality Venezia No. 1 Semolina, and,
Imperia Durum Granular,

Nationally-famed macaroni manufac-
urers have long preferred these supe-
ior Amber products 'zcause of their
‘onsisteatly uniform ~nber color, uni-
orm granulation and uniform high
uality.

Because of our unique affiliations and
connections throughout the durum
wheat growing areas, Amber is able
to supply the finest durum wheat prod-
ucts available anywhere.

We are prepared to meet your orders
—prepared to ship every order when
promised. And because of our rigid
laboratory controls, highly skilled mill-
ing personnel and modern milling
methods, you can be sure of consistent
Amber quality. Be sure—specify AM-
BER

Orlif ANBER MILLING DIVISION

FARMERS UNION GRAIN TERMINAL ASSOCIATION
Mills at Rush City, Minn.—General Offices: St. Paul, Minn, 55165

("EMBER, 1975
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TELEPHONE: (612) 646.9423
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Consumer Specialists
(Continued from page 10)

In a recent recipe developed by
the National Macaroni Institute, a
spaghetti and meatball dinner for 10,
two pounds of spaghetti required
$8.41 in related items such as toma-
toes and tomato paste, ground chuck,
onions, spices, oil, parsley and cheese.

Also of great interest to the super-
market operator is the fact that in
order to purchase these ingredients
for the spaghetti and meatballs, the
shopper has to visit the grocery, pro-
duce, meat and dairy departments
of the store,

Three additional examples of the
power of pasta in building excellent
related item package sales were illus-
trated in your luncheon today. The
Macaroni Supper Casserole, for in-
stance, called for 12 items in addition
to the elbow macaroni. Spaghetti and
Clam Sauce also called for twelve
related items while the Egg Noodles
and Meat Balls accounted for eleven.

Once again, for the shupper to pur-
chase ingredients for these recipes, a
traffic pattern would expose her to
other items in just about every depart-
ment of the supermarket.

Golden Grain Grand Opera

“And now a few golden moments
of Opera starring Golden Grain Mac-
aroni, Spaghetti and Noodles,” says
the sonorous voice of the radio an-
nouncer,

The orchestra strikes up the open-
ing strains of 1l Trovatore and the
tenor sings a dramatic arin, He is back
from the wars, o conqueror, He tells
his sweetheart he has brought Ler
treasures from Italy.

“Treasures?”, she asks melodiously.

“Yes, 20 elephunts all loaded with
Golden Grain mostaccioli, rigatoni,
vermicelll, capellini, macaroni, spag-
hettini, tagliarini.”

12

And to prove his love, much more
—*lasagna, manicotti, spaghetti and
14 kinds of noodles.

The opera ends with the lovers
singing up a storm at their joy at
having these Golden Grain foods.

“Golden Grain Minute Operas are
rmduc[ng a lot of fan mail from de-
ighted listeners,” said Bill Dee:filed,
Golden Grain Vice President and
Sales Manager in Southern California,
“We're contemplating expanding our
repetoire,”

Four operas are on the air over 12
Southern California radio stations.

All are heard during peak moming

traffic hours.

Supporting this attention-getting
radio campa'gn for Golden Grain
pasta are large-space newsnaper ads
with store redeemed coupons.

Rice-A-Roni Push In Canada

Golden Grain Macaroni Company
has launched a heavy Canadian tele-
vision campaign in selected markets
to promote Rice-A-Ronl.

Starting September 29 and running
through May, 1976, the spots appear
on TV channels covering Cargnry,
Saskatoon, Regina-Moose Jaw, Ed-
monton, Winnipeg-Brandon and the
Vancouver-Victoria area.

In addition tu the Western Cana-
dian schedule, Rice-A-Roni will also
have a heavy TV spot schedule this
winter on a consecutive week basis
in Toronto, Hamilton, London and
Ottowa. Supporting the television ad-
vertising in the Toronto area will be
newspaper ads during October and
December.

Wild Rice-A-Roni Preferred

In a brand comparison taste test
conducted recently by the Mountain
States Research Bureau, an independ-
ent research organization with head-
quarters in Chicago, Wild Rice-A-
Roni scored a siguificant preference
over the next leading brand, Over
1,000 homemakers ranging from 20
to 55 years of age Surticipated. Prod-
ucts were compared for texture, color
and flavor. Rice-A-Ronl was rated
highest in all 8 categories. “The differ-
ences were substantia),” said Jean
Schanze, Research Directo, “Flavor
preference for Rice-A-Roni was more
than 2 to 1."

From the ADM Annual F 3port

For the third straight year, \
Daniels Midland Co. achieved :eumh;
profits and sales, according o the
annual report of the company

*“That these levali were achi.ved jy
a year when a soricn: corp falue iy
terrupted the growth of the soybea
industry is an indfeaizan of the sue
cess of the diversification program un.
dertaken by management in the late
1960's,” Dwayne O, Andreas, chair
man and chief executive, and James
R. Randall, president, point out in
the report. :

Consumers seek basic foods

With respect to the Gooch Compa:
nies division, Mr. Andreas and Mr.
Randall comment that consumers in-
dicated a greater willingness to spend
more time pre[mring basic foods in ex-
change for dollar savings and this hal
favorable impact on operations.

“Cioducts such as macaroni, sp
ghetti, noodles and family four al
benefited from this renewed ‘nterest
in basic foods,” they note. “The pro
motional theme, ‘Live Better lor Less
highlighted moderately priced, nutri:
tious meals and was well received a
evidenced by increased sales.

“The Gooch Foods sales expansion
program is progressing according lo
plan, as we made shipments to fist
new regional marketing arens during
the past year, Demand for Goochs
Hi-Protein Soy Fortified Pista cor
tinues to grow. This has bec a met
productive year and has pre ided u
with momentum for ¢ ntinued

growth,

“Unfavorable margins rec ived b
the meat, milk and eggs prod: €5 wh
are the customers GF Gooch ) wed Ml
Corp. resulted in reduced { «d ship
ments and lower profits for 7is di
sion. An improvement in tl maid
share of the dairy, swine an pouli®
segments of the feed busine: Wwas®
cured by expanded truck del very 3@
vice and wider distribution throug
independent dealers,

“Production efficiencies have @
made at the Gooch mills and i™
proved control procedures have bees
established at both plant and admi®®
trative levels. The forecasts I'n: T "'

n crops and higher meat D
\gvr::lld indicate mt:u’%l favorable fe
ing conditions for the coming year
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P.Q. Box F
LIBERTYVILLE, ILLINOIS 60048
Area Code (312) 262.1031

TWX 910-684.3278
Hoskins Liby

Dear Sir:

ASEECO Conveying and bulk stora
ge systems fill the gap betwee
your production and packaging lines. Insure smooth egficientn

operation of your packaging machines by day whil
production lines around the clock. P ER i e

ASEECO ACCUMAVEYORS for noodles.

ASEECO STORAGE BINS for short cuts.

Both are designed to provide sur

sBurge storage and versatilit
for the packaging line. With the combination of bucket, zelt
and vibratory conveying units a dozen or more packaging machines
can be consistently supplied without the starvation of any one.

ASEECO CORPORATION of Beverly Hills, California has supplied

conveying and storage systems to the macaroni manufa
t
the United States, Canada, and the world. A

Call Hoskins Company, representative for Aseeco to the Macaroni

Industry, for complete evaluation of
your requirements, We
will be pleased to visit your plant at your convenience.

Yours very truly,

HOSKINS COMPANY

it

Albert B. Green
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by Barbara D. Sullivan

Consumerism in the Super Market

National Director for Consumer Affairs, A& P Company

C onsumerism—it's herel

Consumerism has been declared the
shame of marketing, It has challenged
marketers to ask, “What does the con-
sumer want to buy?” rather than
“What do we want to sell?”

Cousumers have a lot to cope with
—with inflation and a thousand prod-
ucts products to choose from. Many
women are working and are on a
tight time schedule,

A Yankelovich study of consumer
attitudes shows the following: (1) Con-
sumers want quulity products. (2)
They want value for their money.
(3) They want service—and it is being
provided well by supermarkets. ()
They want product information on

ackages and in advertising. We are
Eenllng with a more sophisticated con-
sumer today. (5) Customers want
healthful and safe products. (6) They
probably live in an ecologically sound
neighborhood, They know about re-
cycling and are knowledgeable about
packaging. (7) Consumers are chang-
ing their eating habits, There is n
trend back to basics. There is a trend
to low-calorie soft drinks. Weight
watching is a national activity so
calorie counted recipes for pasta will
help its image,

We must involve the consumer in
our decision-making processes,

Regrouping Forces

A & P has closed 1250 stores in
the last twelve months. This a major
cffort to regroup our forces, and close
some of our small obsolete stores.
You have probably read about our
new management team, Our sales are
only down 8%. The remaining 2500
stores have sales up 20%. If we satisfy
customer needs the profits will come.

A & P does not have a test store
yet for Universal Product Code but
we will be testing it this fall. We
will involve the customer in those
tests, The customer is fearful of UPC
and the coding on the gucknge. We
must help her understand the compu-
teri~ed supermarket. The advantage
to the customer will be the detailed
receipt tape, speedier check-outs.
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Quality control concerns us all. We
have laboratories for testing in our
plants and for our stores. When there
are consumer questions we can get
answer from the experts,

Short weight can be a problem for
pasta products. Precaution must be
taken to avold short weight on the
production lines,

0 eu-darjn% is used on many dairy
pmnﬁtctx. We have tried to standard-
ize this on other products in our
stores by “sell by a given date”, Most
products have code dates, A & P
upémrently is the only one in the pasta
industry to put open-dating on its
packages. It does give the consumer
i:\formnlion for safeguarding it in her

ome.

Nutritional labeling is discussed a
great deal in the industry, Surveys tell
us the consumer is not using all of the
information on the label. Those con-
sumers that use it do so for special
diets, We are addressing ourselves to
creating greater awareness of nutrl-
tion,

Information on the package is very
importanl, The consumer uses your
package as a guidebook, This is where
she gets her information.

Consumers like visability in pack-
aging.

Couponing is on the increase, Con-
sumers are reading ads and preparing
shopping lists before they go to the
store, They take advantage of the

Again, surveys tell us tiat moy
consumers may not use unit prici
but we feel it tells them jrice p
measure, This is valuable competiti
information, We will tell them ke
to use it in brochures we distribut|

We are all sensative about com
plaints of foreign matter and Infesty
tion. Look at it as the consumer doy
—you will lose creditability in you
product immediately,

We Owe You

This has been a redirection of
WEO campaign. It is now “We 0
You" commitment—consumer rights
the store that we will live up to.

All of our stores carry a listing o
consumer rights calling for store en
ployees to be friendly, courteou
person - to - person  communications

aranteed satisfaction. There is

rochure available listing these right
and corporate commitment,

Employees are trained in seml
on consumers’ rights and a quartery
slide-and-tape presentation goes o
for store employees to keep up on thi
matter. The store manager is going |
be the Consumers’ Aﬂgn!rs special
on the spot. Performance will be b
key to success.

We have posted an (perati
Aware Center in all of our -toresfa
distributing our company woch
and a bulletin board sectior for
listings as a community ser -ice. A
available are recipe cards v ith nut
tional dishes of good valuc

Consumer ratings grade s ores as¥
cleanliness, courtesy, prob’oms, 4
We have much hetter visa! lity th
we had a year ago to find ot what
on the consumer’s mind, by listenit
and responding to consume: 1

We run “An Aware Shop
column in 1,000 newspapeis W
This contains tips for consumers i
range from ways to use leftovers!
savings in meat buys,

All this leads to an effort on ®
part to build consumer conflden
to get the consumer to see that we
sincere in our response to their n¢
We send materials to food edi
just as you do.
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For th first time in our history we
bnoted 1c-third of our annual re-
bort to 1+ consumer. Consumers are
lbe reaso  we are in business,

4P | Selling Others
Priv ite-Label Items

Creat stlantic & Pacific Tea Co.
id it has started selling private-label
oducts to other vendors in the U.S,
nd outside the country,

At the supermarket chaln’s annual
peeting, Jonathan L, Scott, chairman,
iclosed plans to expand the market
r AP's own products in an effort
utllize fully the coinpany’s 42 major
nufacturing plants,

“The manufactured products are
ing offered to the trade under pri-
ate label, controlled label and, in
pme cases, A&P label,” said John L.
g, president of Compass Foods,
be AKP subsidiary handling the out-
de sales, “Our Eight O'Clock coffee.
pr Instance is . . . being marketed in
ores operated by S. M. Flickinger
0. of Buffalo and stores operated by
puthland Corp. of Dallas.”

itle Change in
vate Label Buying
Private-label shopping patterns of
5. households showed little change
"n 1671 to 1973—actually declining
ly from an incrvase found in
rcording to a study conducted
Woman's Day magazine.
While the number of households buy-
privat~ label increased by 2.3 mil-
I from the fourth quarter of 1971
the four'h quarter of 1973, their
orlion - “malned at about 60 per
mof all 8§, households, the survey

Moreover - the 10 product categories
ded, dol - expenditures for private
*iremai d at about 13 per cent of
fpendi
e perec age of all households buy-
®me p: ‘ate label in 10 categories
m per cent in the fourth
of 1 71 to 61.1 per cent in 1072,
lell 1 go3 per cent last year,
"W expe ditures for private label
l:unlr;; serlod went from 12.9 per
« Der cent to 13.3 per cent
Purchases in 1973, ¥

7:500 Households

nmissicned by Woman's Day and
ieted by Market Research Corp. of
3, the study used a representa-
mple of 7,500 households. The
Poduct categories selected: Coffee;
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canned and boltled juices and ades;
fruit spreads—jams, jellies and pre-
serves; margarine; fruzen juice con-
centrates; pasta packaged dinners-
dishes and pizza mix; laundry bright-
eners, bluing, bleach, enzyme presoaks;
canned-packaged rice dinners and
dishes; dry dog food, and mayonnaise,
salad dressing—llquid and nonliquid.

Households studied were divided into
those buying branded label only, and
heavy, medium and light buyers of pri-
vate label.

Additionally, the current survey
added demographic breakdown of
households, as well as studies of con-
sumer promotion purchage activity and
homemaker attitudes to shopping and
cooklng,

Heavy Buyers

It was found that the number of
heavy buyers of private label—who
spent about 60 per cent of their dollars
on house brands—showed the greatest
increase in the period studied. Heavy
buyers increased from 7 per cent of
all households in 1871 to 7.6 per cent
in 1072 to 7.8 per cent in 1873.

Medium buyers, who spent about 33
per cent of their dollars for private
label, fell from 12.8 per cent of house-
holds to 12.4 per cent to 12.1 per cent
in 1073,

Light buyers, who spert less than 10
per cent of their dollars for private
label, went from 40.4 per cent in 'T1
to 41.1 per cent in '72, then fell back to
40.4 per cent.

At the same time, households buying
only branded items fell from 30.6 per
cent to 38.4 per cent In '72, then rose to
30.1 per cent of all households in *73.

Other results showed almost two-
thirds of private label buyers concen-
trated their purchases in one or two
categories—37 per cent bought only one
category and 26 per cent bought two.
However, heavy private-label buyers
bought In significantly more categories
than did light buyers,

Booklet Supplements
Nutrition Information

A new booklet to help people use
nutrition information on food labels
to check and improve their diets has
been published by the U.S. Depart-
ment of Agriculture.

“Nutrition Labeling—Tools for its
Use” (A1B-382) was developed by nu-
tritionists of USDA's Agricultural Re-
search Service. The publication des-
cribes and supplements the nutrition
information on food labels,

Included are:

e Explanations of some of the

terms on the nutrition information
panel of products—calories, grams,
U.S. Recommended Daily Allowance
(RDA) percentage and riboflavin, for
example,

¢ Tables showing amounts of nu-
trients and food energy supplied by
many foods. One table includes fresh
fruits and vegetables; foods that are
not normally labeled in the store,

® A listing of the amounts of nu-
trients (as percentages of the U.S,
RDA) recommended for people of
various ages and sexes.

® Lists of foods that are important
sources of nutrients,

® A seven-step procedure for using
information on the food labels and in
the publication to check and possibly
improve the nutrient content of the
diet. By using a Nutrimeter, a new
counting device from ARS specially
designed for this purpose, it is easier
to keep track of a day’s calorie count
and the percentages of the U.S. RDAs,

The publication notes that a food
that supplies a high percentage of the
US. RDA for n nutrient improves a
diet only if the diet is short in that
nutrient,

Single copies of “Nutrition Label-
ing— Tools for its Use” (AID-382)
and the Nutrimeter may be purchased
from the Superintendent of Docu-
ments, US., Government Printing
Office, Washington, D.C. 20402, Cost
for the hooklet is $1.15. The Nutri-
meter costs $.70.

Mueller TV Campaign

C. F. Mueller Co., Jersey City, is
promoting it's macaroni, spaghetti and
cgg noodles in a TV campaign on
some 100 stations. The 30-second
spots, involving Mueller pasta prod-
ucts, focus on immigrants to America
and some of the foud dishes they
brought along with them.

Prima Salsa

Hunt-Wesson Foods, Inc., has be-
gun test marketing of Hunt's Prima
Salsa, o new spaghetti sauce. Avail-
able in three flavors—regular, meat
flavored and with mushrooms—the
sauce is packaged in 15%-0z. and
82-0z. glass jars, An introductory
marketing program will support the
product’s introduction in upstate New
York and southern Ohio,
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PREMIXER
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Here’s what the Demaco Pre-mixer daeL: for you:

It increases drgmatically the efficiency of the Mixer. No neetl for mixer

It prepares doligh properly for the Miker. Eliminates white specks due

Improves product quality. Smoother gonsistency, more unifdrm result.

Mixer stays clganer longer. No free water and flour dust build-up in mixer.

| Easy to dis-assemble for cleaning in inutes. Thumb-screw cpnstrugtion;
no tools requited. All stainless steel dnd nickel plate construg¢tion,

o

Wai - more details? Contact
46- 15 Metropolitan Avenub, Brooklyn, N.Y. 11237 U.§A. ¢  Phone: 212-386-D880, 386-1799

TWX: 710-504-2449 Cable} DEMACOMAC NEW YOR
Western Rep.: Hoskins Co., Libertyville, Illinois|60048 e« Phone: 312-352-1031
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Study Gives Convenience Foods Good Report

C onvenience foods, gaining an im-
pressive share of the family food
budget, should enjoy continued
growth over the long-term period, ac-
cording to Frost & Sullivan, Inc., the
New York-based market research firm.
Meeting current consumer demands
as part of the typlcal American life-
style, rapidly prepared beverages,
desserts, baked goods and complete
meals are cutting hours off the time
required  for  conventional  home-
cooked meals, Providing tasty and nu-
tritionally balanced foodstuffs in a
matter of minutes, they further avold
costly waste and the monotony of
yesterday's leftovers.

Forecasting the future of the in-
dustry, F&S's recently released 185-
page analysis of the market predicts
combined sales moving from $8.4 bil-
lion in 1973 to $9.8 billion by 19786,
and over 18 billion by 1882

Convenience foods, a significant
share of which transfer cgrepamlion
from the consumer’s kitchen to the
processor’s ‘plunt. do away with the
necessity of stocking a wide variety
of ingredients required for the aver-
age home-cooked meal, Welcomed by
consumers, convenience foods become
basic standards as rapidly as they are
introduced. !

While growing home use accounts
for the major share of convenlence
food volume, the $30 billion annual
restaurant and institutional market—
faced with mounting labor and ma-
terial costs—is beginning to rely ex-
tensively on their use to economize
on kitchen time, kitchen staff and
waste. Able to control portion size and
stretch their menus, they further find
enormous savings in. energy costs
otherwise accumulated in conven-
tional mass cooking,

Though fresh vegetable usage has
decrensed eight percent, processed
vegetables have conversely undergone
a 20 percent consumption gain, with
the shift largely atiributed to avail-
ability of pre-cooked potatoes, rice,
casseroles and combination vegeta-
bles. Convenience “entrees” are also
gaining sales ground in what is pre-
dicted to result as a continuing trend.
By the same token, complete prepared
meals are claiming.a growing segment
of the restaurant and institutional

markets, with processor advertisinF
billing them as “satisfying adult
meals”,

The wide varlety of convenience
desserts gracing cold display cases,
frozen food bins and store shelves—
containing improved ingredients while
supplying both frills and bulk—are
also cutting out a larger share of the
market. Today, many housewives
substitute them for time-consuming
sweet goods formerly prepared at
home, with such items as convenlence
baked products offering the con-
sumer a multiplicity of options. Dry
mixes permit convenient preparation
safe from failure with a minimal
effort. Using refrigerated doughs, they
are less costly than fresh baked goods,
producing cakes, rolls, buns and pies
with a quality and taste surpassing
the comer bakery's claims.

While meat items are in least de-
mand—accounting for only a fraction
of overall meat sales—they are never-
theless gaining attention as a rapidly
prepared alternative for higher cost-
ing fresh beef, pork, lamb, chicken,
ete. In another area of the food sture,
convenience sauces, gravies and dress-
ings—requiring the touch of a gour-
met chef to match—are also causinyg
cash registers to ring up sales. Adding
a major improvement to the average
meal, their cost is nominal in view of
the limited quantities required.

New Opportunities

F&S sees tising use of convenience
foods providing processors with new
profit and Erowth opportunities, As
this occurs, brand loyalty will be prac-
tically unknown due to commodity
standardization—creating a highly
competitive .marketplace in which
:uml[ty will vary little. Price will be
the consumer’s main attraction fore-
ing producers to accept low profit
margins with a negative effect on
earnings. |

A degree of brand loyalty has been
achieved by some parkees marketing
a combination of caiciully selected
and blended vegetables and/or veg-
etables and corresponding sauces.
However, their sales have ultimately
dropped as d result of the consumer’s
feeling that {‘their cost exceeds their
intrinsic value,” Nonetheless, it is cal-
culated that about 59 percent of these

ki

ASEECO

CONVEYING SYSTEMS

convenience foods result in a cog
equal to or less than home | epary
counterparts.

The study stresses continu-]
uct creativity and related mrk
efforts as the soundest routc towan
profit and brand loyalty deve!opmeat
With the ability to incorporate unique
flavors in a desired package size bunt.
ing with product innovation, they
goals are obvious, Achieving thelr ob.
jectives, they should find consumen
grabbing up their product line untl
the advent of “MeTooism,” when i
becomes time to generate a new food
concept.

Prior to today's double digit infl
tion, self-appointed advocates’ sharply
questioned the safety of processd
foods causing widespread concem
With these pressures reflected in FDAll BELT CONVEYORS
attitudes and actions, the industry be [l A complete line of sanit SN EAS A
came involved in the costly procesjill coaveyors applicable 1o most conveylng .ppnuu;';:déﬂl':ﬁ :’::l
of obtaining approvals to engage nevJij %! d¢s!ins available. Write for Dulletin CC-30
ly emerging or already established
additives. While unfounded clain
have caused consumer concern fo di
minish with time, this has had m
visible effect on regulatory govery
mental agencles, whose outlook re
mains unchanged. Food safety pessin
ism has been replaced by uestios
of . nutritional adequacy, promptiof
many processors to fortify J‘ivlr 1ol
ucts, particularly breakfast ccreals, b
the point where consumers may W
be receiving an unharmful but w
necessary oversupply of pr:tein.

While labeling is conduc »d oa?
volunteer basis, it neverthe ss o
tinues to confuse many cc isumen
many of who turn toward utritior
ally-balanced convenience ! )ods.
any event, product prograi ming ¥
definitely aimed at product mpro®
ment ratler than technolc jcal B
novation with the processo s sighj
cast on greater relevance to « onsu®
needs. This in turn has re ulted B
convenience foods offering (! gres®
simplification in preparation, {3’5’“
mal clean-up, (3) greater Cco0K'Y
speed via secondary heaiin,
ﬁreater variety, (5) a consistently b

egree of quality, packaging *
flavor attributes,

For further information, con™
Customer Service, Frast & Sulli¥
Ine., 108 Fulton Street, New 100
New York 10038, (212) 23%IC

SANI PLAS BUCKET

OELRIN ROLLERS
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In The Grocery Store

Arthur J. Grundberg, Vice Presi-
dent for Education, Super Market
Institute, Chicago, has as a prime
responsibility, the identification of
member educational needs and de-
veloping a systematic approach to
dealing with them In seminars and
conferences, He moderated a panel
discussion with Victor Allen, Director
of Grocery Merchandising and Buy-
ing, Arden-Mayfair, Inc., Los Angeles;
D. G. Rick Richardson, Vice President
and Reglonal Manager, Northem Cal-
ifornla Division, Lucky Stores, San
Leandro; and B, K. Bud Semrau, Di-
visional Vice President for Northern
California for Albertson’s, Inc.

Here are highlights of their discus-
sion:

Crundberg: Dialogue is essential be-
tween retailers and suppliers to un-
derstand our problems and to im-
prove our opportunities.

Introductions were made and each
panelist told a bit about his organi-
zation and operation.

Richardson: We are a conglomerate
' operating in 85 states with a volume
' of about $3 billion a year but not
all in food. We have about 180 de-
partment stores or discount stores.
Semrau: Albertson’s is ranked as the
14th largest food retailer. We oper-
ate as Albertson’s in ten western states
and as Skaggs-Albertsons in five
Souffern states. We do about
$1,250,000,000 annually.

Allen: Arden-Mayfair has 140 stores
in Washington, Oregon, California,
Nevada and Arizona. I am vice presi-
dent for procurement and merchan-
dising,

Pressing Concerns

Grundberg: What are your most
pressing concerns mow and in the
near future?

Richardson: Energy, for one, is a real
pressing problem. Not only gasoline
and fuels but electricity—we are
going to continue to have critical
problems. Pathmark in New York is
spending 81,000 a day for energy
costs for one store, Now tedmolggles
are coming. One we are interested in
is an electronic monitoring device to
regulate usage according to need. It
turns lights off and on; the same for
compressors. It costs $20,000 but will
pay for itself within a year.

20

Arthur J. Grundbery, Super Markat Institute
V.P. Education, moderates grocers' panel,

Semraw The high cost of labor is a
major concern. In California we are
paying a journeyman food clerk 16¢
a minute not including premium time
for Sundays, early hours, etc. Add
those and it is 17¢ a minute, Produc-
tivity challenge to cope with this
Eroblem is one of the greatest we
ave,

Allen: Rising labor costs in industry
have been offset to some extent by
increasing productivity, Retailers are
falling behind, Labor expense used to
be 4 to 5% but now is 10 to 13%, We
must work on this collectively, Pro-
liferation of products has contributed
to the problem. We are looking to the
electronic checkout as a break-
through.

Are Customers Different?

Grundbergs How are customers dif-
ferent todayP

Semrau: Conditions change more than
people. They have always been price
consclous—they are more so today.
They are looking for more deals to-
day—cents off, coupons, key buys.
But they are also more quality con-
sclous,

Richardson: There is a new genera-
ation of consumers—more educated,
more exposed to telovislon, more
working women, more teen-age shop-
pers. Be In tune with change. There
{s a huge market of young people
coming up.

Allen: Change is constant but it's
speeding up. You must keep touch,
particularly with young people. There
is more sophistication today which
may account for less brand loyalty.
Advertising may not be as effective 3
it once was.
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Grundberg: How are you geing t
cope with these changes?

Semrau: You must keep in tu: e with
change. Change selling n;:gmn hafter
change has been identified.
Richardson: Convenlence foo's wen
the great thing a few yeo's ap
Example—Hamburger Helpe:. Thy
appealed to the young set, th. work
ing woman, But they are morc expen
sive. Scratch recipes for pasta wih
tie-ins are a better deal now. Pasty
manufacturers have got to glamorie
the product and its preparation, The
retailer wants turnover and a reason-
able return, We want to move mer.
chandise out of the warehouse, out
of the store,

Victor Allen

An SMI film was shown reporting

Semrau: LIFO—last in, first ouf;
FIFO, first in, first out; and then there
is FISH—Arst in, still here. Pasa

worable consumer and employee re-
jons to the installations at various
jurls of the country.

industry has a challenge of a faded
image. Young people have a mentl
caricature of pasta eaters as ethnk,

dson: We have run a pilot
ody. We let customers run their
bders through the scanner them-

over-weight and unromantic. The o
80 crowd think of pasta as depressin
food. Your challenge is one of image
Grundberg: How is pasta doing in
your operation?

Allen: It's keeping pace with otha
products,

Richardson: National brands are hold
ing their own. Private label tonnagt
is up about 20% and our cconomf
pack is up 25%. People are interesle
in price and they are buying the larg
economy pack.

Semraus We had increasing sales d
pasta until April, then hit o platen
in May. There has been no growthi2
gross profit on pasta in pest thee
months,

Grundberg: Are customers 1ing ¥

tritional labeling, unit pricin‘?

Semrau: We have used uni’ pricietilfore

since August 1871 but only 8

percentage of customers us¢ it. Fe?
consumers use nutritional Tal: ling bt
the activists rattle about it. C i1stom®

do not understand it.

Allen: There is even disagre: meit®

what good nutrition is.

Semrau: People huy what they It

to eat but they don't like ail
negatives thrown at them,

Universal Product Code

11 scannet
Grundberg: There are 22 fu :ha T

versal Product Code, with 30 P

in test across the country on

ected by year-end, Source markiné
Lt about the 80% level, 80% expet
by the end-of-the-year.
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ves. They were impressed. The
gster tape is a real sales tool ex-
plining in detail the item and price.

You are going to get a reading on
fe movement of items by hour, by
iy, by store. It will verify checks.
will help scheduling, deliveries,
s calls, It is an additional tool to
Ipyou do a better sob. Customers
e it—I's faster, Employees like it—
res less fatigue. Greater accuracy.

When we ran our demonstration
was covered by every TV station in
¢ Bay Aren, It attracted two bus-
of i-tivists who picketed im-
pediately. The press was more in-
frested it the picketing than in the

onstra . But the point was that
omer  ceptance was good while
P activic  didn't even come in the

Weran n IBM demonstration for
¢ Leg ators in a hotel room in
immen'  They had never seen the
ine | ore and they were favor-
|}{ |mpr_' ed with the print-out and
I nlmgll T tape. Legislation was

nc 8 antage of the electronic
Pk oul computer system is that
(l:‘s on 1i.crchandise ean be changed
the machine and inventory is not
td. Check-out elerks can never
¢ & mistake on sale merchandise.
; items, tray.packs, stack items go
1h(:y fast because all that is needed
. (mnchine adjustment and a shelf

"g: Throughout the store includ-
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B. K. Bud Semrou

ing ordering can be improved with
this system.

Suggestions for Manufacturers

Grundbergs What suggestions would
you give pasta manufacturers for im-
proving their business?

Richardson: Advertise pasta as a prod-
uct for swingers. Soft-pedal the ethnic
background, that it is food for a
family with ten children. Glamorize
the product—give instructions—tell
them how to use it for picnics, on
the beach, on the patio—not over a
hot stove,

Semraws Your packaging is archaic,
Take a look at it. You've got to ro-
mantize your packaging as far as I'm
concerned,

Panels always look at problems.

Let's remember there are many op-
poriuntities in an industry as basie
as food and we should take pride in
being o part of this industry. We have
to tell our story.
Allen: The manufacturer and the re-
tailer are interested in the same thing
—more sales, We want to avoid add-
ing to our costs. Merchandise dis-
played properly and priced properly
will move. Let's get the regular price
down and reduce deals,

Coupon Use
Up Substantially

The number of houscholds using
manufncturers’ cents-off coupons rose
moderately over the past four years,
while use of coupons in homes al-
ready using them skyrocketed drama-
tically,

According to a study by the Niclsen
Clearing House division, A, C, Nicl-
sen Co., houscholds using coupons
rose 7 percent in the five years 1971-

D. G. Rick Ri:hnrdwn

1975, while total manufacturers’ cou-
pon distribution jumped 81 percent in
the five years 1970-1974,

The survey of 771 respondents was
conducted by telephone interviews, It
did not include in-ad coupons, which
are believed to have proliferated in
the same period even more than man-
ufacturers’ coupons, the study noted,

Nielsen noted that 55 per cent of
the households in the survey make
coupons in integral part of their shop-
ping habits, compared with 68 per
cent in 1970, Coupon distribution
totaled 29.8 billion in 1974, compared
with 16.4 billion in 1970, the last pre-
vious year of a Nielsen study,

Consumers” reasons for using cou-
pons are that they save money, tell
about products and encourage the
consumer to try new items. Nielsen
notes that more companies are using
coupons in more um} different ways,
Morcover, there has been a prolifer-
ation in the ways in which coupons
are made available to consumers,

Demographics

The study again confirms that use
of coupons is the highest among the
larger, more affluent  households,
Penetration is greatest among families
with the important demographic
characteristics  which manufacturers
strive to attract with their promo-
tional programs, Nielsen notes, These
are the Tamilies with three or more
members, falling in the upper incom-
segment, and with housewives in <1
31-45 age group.

Compared with the national aver-
age of 65 per cent, above-nverage use
is apparent in the Northeast, East,
Central and West Central areas,

(Continued on page 24)
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Pasta

Partners.

Peavey and pasla makers. Working togelher . . . partners in
profit. Milling of Semolina and Durum flour isn’t a sideline
with Peavey. We're more in the total people feeding
process than most suppliers to the pasta industries . .. from
field to table. Peavey is a leading supplier in both quality
products and production capacity for service to customers’
total needs. We ve been at it over 100 years. And we
believe our future growth depends on helping our pasta
manufaclurers grow.

In facl. pastais a way of life with many of our Peavey
people. Everything we do has one objective. To bring you the
finest Durum products. With rich golden color, The color of

quality King Midas Semolina and Durum flour.
That's why we begin with the North Country’s finest Durum wheat. And mil! it
n facilities designed specifically for the production of F
semolina and Durum flour, y
We make pasta in miniature press and dryer operations. |
And we check the pasta for color and constancy. We also
‘ork with our customers on new product innovations . . .
realive shapes ... with this miniature equipment.
‘onfidentially, of course.
We even develop recipes using pasta. Like the dishes at
T g thelefl. Recipes are available to you with no obligation. Just
wrile to Peavey. Anything that helps make pasta more
appealing to the housewife 1s good for the pasta makers.
<, /M And good for Peavey.
g Today, Peavey is the first supplier of Durum products with
a lotal range of grades and granulations. To match your needs.
Plus people who look upon themselves as your pasta partner.

q: PEAVEY COMPANY

Sales Oflices "'+ o,
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Coupon Use Up
(Continued from page 21)

where seven of 10 househrit'+ indicate
they use coupons regularly, the study
noted.

“In contrast, below average use of
coupons is found in the Southeast,
while the Southwest (83 per cent) and
(84 per cent) Pacific regions reflect a

attern of coupon use comparable
with the 85 per cent national average,”
Nielsen stated,

Almost one-half (48 per cent) of
the respondents said they actively
look for coupons, while 48 per cent
use coupons if they happen to run
across them, and 4 per cent do both.

Upgraded Attitudes

The survey indicates a general up-
grading of consumer attitudes toward
coupons, because three out of four
users indicated they like coupons
“very much,” whereas a smaller per-
centage of users in 1871 had that
attitude. Nielsen stated that “the great
majority of housewives indicate they
would like to recelve more coupons
than they are currently getting.

NCH pointed out that more and
more retailers have developed or pre-
sented programs encouraging and fa-
cilitating coupon saving by their cus-
tomers.

For example, 44 per cent of the
housewives indicate they are using
more coupons than a year ago for the
savings; and, of this group, about
three of four stated they are mow
using “a lot more” coupons than they
were last year, Only 8 per cent said
they are using fewer coupons than
last year, while the fgure for this
group in 1871 was 32 per cent.

Seventy-two per cent of the respon-
dents in the current study said they
used coupons in the previous week,
compared with 46 per cent in the
1971 study.

Ninety-nine per cent use coupons
in buying food items; 80 per cent use
them for household products; 78 per
cent for toiletry items, and 37 per
cent for drug products.

Of the survey group, 39 per cent
sald they used coupons one week
after getting them; 25 per cent said
two to three weeks; 21 per cent, one
month, and 8 per cent four to six
months.

Of the respondents, 84 per cent
were Influenced by in-pack coupons
to repurchase if the product is satis-
factory, while 16 per cent were not
influenced.

Nielsen notes that the face value
has a direct effect on the final effect
on the final costs of a promotion.
However, Nielsen has found that
there is not always a direct correla-
tion between coupon face value and
redemption rate.

“In many instances, coupons with
medium or lower values appear to be
redeemed as much as those with
higher values.”

For example, one of three house-
wives indicated they will be inclined
to use a coupon regardless of its value,
Another third say 5S¢ offers enough
inducement for them to consider us-
ing a coupon, These findings may well
provide further evidence that the
face value of a coupon is not the
dominant factor, but only one of sev-
eral affecting consumer response to a
coupon offer.”

Creamettes Macaroni
Strogonoff

October Family Circle carries a
mouth-watering, four-color Creum-
ettes Macaronl ad featuring Cream-
ettes Stroganoff, a casserole that has
proved extremely popular with family
members of all ages. The principal
ingredients are Creamettes, ground
beef, sour cream, sweet peas, cream
of mushroom soup, onion and various
seasonings.

32 Oz. Frozen Mac Cheese

Morton Frozen Foods has announc-
ed the introduction of a new 32-ounce
size of their Macaronl and Cheese
Casserole.

The new size is in response to the
Increasing popularity of Morton’s well
known Macaroni and Cheese, and the
rapidly growing demand by con-
sumers for family-size products, Mor-
ton reports.

Morton's Macaroni and Cheese is
“already the No. 1 selling frozen cas-
serole, with more sales than the next
two leading macaroni and cheese
brands combined,” says the company.

The new 32-0z. size will retail for
about $1.19, It is being made avail-

bty g b s

able in all markets along witl
moving 8-0z. and 20-0z. siz

Spaghetti-in-a-Skillet

Ronco Foods' answer to
dish dinner problem is fex
their full-color ad appearing .  South
eastern regional mﬁtions of etold
Family Circle and other omey
magazines,

The spaghetti-in-a-skillet  reci
describes a quick-cooking spaghet
dinner prepared in one 10-Inch skill
without the need for boiling the sp
ghetti separately,

Supporting the magazine campaigy
30-second television commurciu"s a
scheduled in all markets in the Sou
east.

Armour Advertising

Trade advertising by the Armoy
Deli Service Group says: “If you can
sell a customer a half-pound of thi
Olive Meat Loaf, we'll help you s
her 3 eggs, a can of peas, n packg
of noodles, a tomato, a stick of mx
garine, and a pound of Olive Me
Loaf instead.”

How? By selling Skillet Deli
pictured in color on an 11 x 14" post
holding a supply of recipe cards,

Besides the obvious advantage o
selling a host of related items, thi
merchandising plan gives the o
tomer something of value at point<!
sale, and helps move the traditional
high-profit, low-volume loafl ol
line.

Dutch Manufacturer

Producing 150 tons of fini: ed
aroni daily, Honlg Merkar :elen B
V., Nijmegen, plays an impc ant®
in European macaroni many icturint

Management is concernec withi2
proving overall manufactu ng
trol systems, simplifying « reratio
and maintenance, Eaeplng ¢ s dowd
and maintaining a high st. dard
sanitation,

Buhler Brothers Diagrar e[
that Honig has been a va 1ed
tomer for many years. In )69 “[-
Furchnsed a flour storage sys .em W
ully automatic blending. In 1971 the
put in o short goods press Wit
2,640 pound per-hour capacity
long goods press with 2,900 poutt
per-hour capacity. In 1073 they put
a continuous short goods line W
capacity of 2,860 pounds per-hour.
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In the 200 Year History
of the United States

there has not been an equal to the
design, manufacture and service of

g kot S . 1 s

Food Extrusion Dies by Maldari.

Phone: (212) 499-3555

D. MALDARI & SONS, INC.

557 Third Ave., Brooklyn, N.Y. 11215

PIECENTENMIAL

rica's Largest Mocaroni Die Makers Since 1903 - With Management Continuously Retained In Same Family

Tie MAcAroN! JOUF B, ex, 1975
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|[Thenewbreed -

When the world s largest and most successful
manufacturer of pasta equipment redesigns their
presses. you know they re even better than before.
This new generation of presses has high speed
turbine mixers for improved hydration. redesigned ; -
dout e-shaft mixing troughs for more thorough = 3¢ JELA

: kneading. and doz- \ g
ens of other design il s
changes for faster cleaning. easier maintenance.
Automatic metering of the micro-dispersed water
reduces the chance of moisture buildup on the
trough so there s less danger of dough fermenta-
tion. And plate counts are still lower than before.
Even the paddle shafts oscillate to sweep all cor-
nere  2e of residue. The new breed of presses is available in models from 1100
lon 2 than 4000 pounds per hour. for P
bot! ng and short goods. The new 60 EAST 42ND STREET
bre from Braibanti another st T ok Th
Nev. andard for the Pasta Industry.

raibanti

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

Uc metenng of llour and water




The estimate is down 162 million by,
hels from the Aug. 1 outlook ' ut st
would be a record crop, Wheat out,
Eut was forecast at 2,136 billioy

ushels, down just a bit from . ugusty
2.141 billionbushel estimate.

Mr. Bell said the Soviets h: e ben
telling U.S. grain traders th.at the
don't want to buy any more US, gri
until after they complete harvesting

Record Harvest

Harvesting of the durum crop was
hindered in early September by scat-
tered rain shewers and cool, humid
conditions, but good drying weather
in mid-month allowed combining to
progress full speed. More than the
normal amount of grain drying oper-
ations have been underway to reduce
losses of color and quality.

A new Wright capability-
MACARONI PACKAGING

Macaroni short goods yield to Wright

Wright Rotary Net Weighers— re-

The Department of Agriculture hos
indicated that the full effect of the
hot, dry weather in late July and
early August has become more appar-
ent and cut production estimates
about 4% to 120,040,000 bushels, up
from last vear's 79,245,000 bushels,

Canadian Crop
Canada’s wheat crop is expected to
be larger this year and better than
the 1974 harvest, but probably won't
be as big or as good as farmers and
overnment originally cl';redi(rted. They
ﬁave had the same drought in late
July and poor harvest weather in early
September as the upper mid-west of
the United States.

Export Orders Halted

As a result of uncertainties over the
harvest, the Canadian Wheat Board,
a government agency in charge of
grain sales, temporarily has stopped
taking new export orders. In the crop
year ended July 81, Canada exported
an estimated 394 million bushels of
wheat, Export estimates for this year
range between 415 million and 475
mllﬁun bushels compared with 420
million in 1973-74.

“The Wheat Board stopped taking
orders to make sure it has a margin
to meet current commitments,” an
Agriculture Department spokesman
says. “Depending upon the quality of
the wheat they want, the Russians
will prohably take a little more from
us but it's too early to say how much
will even be available.”

The Soviet Unfon so far has bought
two million metric tons of spring
wheat and a million tons of durum
wheat from Canada compared with
45 million tons of wheat from the
U.S. (A metric ton is equivalent to
2,204.8 pounds.) “The Russians are ex-
pected to be hack to everybody in
November and December but we
aren't sure how much Canada can sell
them or anybody else right now,” the

United Grain Growers spokesman
sald,

One of the problems is that Statis-
tics Canada, a government agency,
revised downward last November's
estimate of 1974 production to 488.5
million bushels from 522.5 million.
Thus, the carry-over stock to the be-
ginning of the 1975-76 season was
lower than previously estimated, The
total available supply, including pro-
duction and carry-over, is likely to be
slightly .above 890 million bushels,
compared with a revised estimate of
860 million for last year, the Agricul-
ture Department said.

More Export Sales Predicted

U.S. grain exports to Russia have
been suspended until mid-October
while the Ford administration at-
tempts to negotiate a long-term grain-
scale agreement with the Soviets, The
extension of the temporary sales ban,
bugun in late July, was part of an
agreement worked out between the
White House and AFL-CIO leaders.
Longshoremen had been refusing to
load U.S. grain already sold to Russia
until labor unions received assurances
the sales wouldn't push up domestic
food prices.

Mr. Bell Comments

Assistant Secretary Richard Bell ex-
pressed confidence that some long-
term agreement will be worked out,
but he said further sales to Russia
aren’t contingent on such an agree-
ment. “I feel they would have to see
it (a long-term pact) as being in their
interest,” Mr. Bell sald, Asked if the
U.S. would “help” the Russians see
that such an agreement was in their
interest by refusing to make further
sales this year, Mr. Bell said, “No.
We still expect to make further sales.
The question is when and how much.”

Mr. Bell made his remarks at a
press conference following the de-
partment’s estimate of this year's US.
corn crop, put at 5,687 billion bushels,

their own crop in carly October,

He declined to say what leve] of
imports the U.S, is trying to tFEt he
er the

long-term contract. But based on con
versations with Russian officials, he
said, the Soviets need to import ead)
year at least 5.5 million tons of con|
or 196.8 million bushels, and 3.3 mil
lion tons of wheat, or 110.2 millios

Soviets to agree to buy un

bushels.
Want Long-Term Agreemenl

“What we want them to do is ag
to purchase a set amount each yex,

even if they don't need it because of

u large Russian crop, and put it i
storage so in a bad year like this od
they can draw on that stock,” he siid
Export durum transactions b
1975-76 crop season increased 5.3
lion bus in week ended Aug. 2.
48.8 million bus, those commitmen
comprised exports since July 1 of 6
million bus and undelivered sales d
403 million. Of the total, 182 mills
bus were sold optional origin but ®
sidered likely to be U.S. Transactioe
of 46.8 million bus compare with US
D.A. projections of 108 mllion be
as available for export and -amo

ADM Files on
2-million-share Offer ng

In line with a previ usly 2
nounced plan, Archer Da iels
land Co. on Aug. 20 filed : regi
tion statement with Securiti s and
change Commission coverii 3 the [°
posed public sale of 2 milion 840
of common by the company. Froc®
will be used for capital ex;endi
with a portion to be devolud t0®
struction of a new corn refining ™
lity at Decatur designed to pr”
high fructuose syrup, com sy
grain alcohol products. The
will be underwritten by a group™
aged by Kidder, Peabody & Co.”
ADM currently has 17,621,000
of common outstanding.

—————ee

THE MACARONI JOUF

packaging machinery capability. This
new Rotary Net Weigher and catr):cming
system weighs and peckages macaroni
at speeds of 200 per minute. Faster
because there are more weigh heads.
More accurate because there's more
time to weigh. And, the continuous
motion of this system vs. standard
stop-and-go motion means less wear,

less maintenance. Minimum fioor
space, too.

» DESIGN

.

commended for high speed, weighing
and packaging a variety of products
in cartons, jars, or cans, An example
of Wright Machinery capability to
design, manufacture and service
packagingmachinerysystems tailored
to your requirements. Ask for our
new Rotary Net Weigher brochure.

» MANUFACTURE » SERVICE

WRIGHT MACHINERY
Durhem, North Carolina 27702 ngﬁ£§$,1l!~lc.
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Egg Production

August Egg Production was 1% less
than a year ago, according to the Crop
Reporting Board. Layers on farms
September 1 totaled 272 million, down
2% from the 278 million a year earlier,
but 1% above a month earlier, Rate
of lay on September 1 averaged 64.3
cggis per 100 layers, up from 63 a year
earlier and 64.1 on August 1. Egg
type chicks hatched during August,
1975, totaled 35.3 million, up 1% from
the 34.9 million produced a year ago.
Eggs in Incubators September 1 at
312 million, were 5% above a year
ngo.

Increased Egg Promotion

Despite a reduced budget of about
$800,000 this year, down from the
$1,250,000 projected at the beginnin
of the year, American Egg Boa
officials are optimistic that enough
funds will be available for substan-
tially increased promotional activities
in 1976,

An ambiticus program—including
network .nd local television, radio
and magazine advertising—was pre-
sented to AEB at its directors meeting
by the boards advertising agency,
Campbell-Mithun,

The agency presentation stressed
market analysis and the need to put
most of the promotional emphasis on
mothers in the 25 to 49 age group.

Although several directors said the
program appeared to be well thought
out, at least one expressed dissatisfac-
tion that not enough effort is being
expanded to counteract the inroads
made by the egg substitute products,

The AEB director sald retailers and
others have brought up the question
of cholesterol when he has talked to
them about promoting eggs. He con-
tended that there has been sufficient
research to date to exonerate eggs in
the cholesterol area, but that it has
not been used effectively.

HR 12000 Funds

In addition to funds generated by
the egg and related industries to fin-
ance AEB's promotional activities, the
board also is likely to share in the
funds provided for under H.R. 12000
if it passes a vote by egg producers
later this fall.

H.R. 12,000 provides that a check-
off of 5¢ be made on each case of
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eggs produced, which would yield
about $7.8 million. The money would
be collected and a new national egg
board would be formed by the Secre-
tary of Agriculture from a list of
qualified industry people. The new
board would consist of up to 18 per-
sons.

Merchandising Aids

AEB has used merchandising aids
including point-of-sale display ma-
terials, merchandising contests and
store training materials, said Richard
Kathe, AEB president.

Kathe recommended a continuation
of most of these aids for 1976—except
the point of sale, program which he
said is costly, adding that guaranteed
installation is difficult to obtain, “This

of program seems far too expen-
g\?:lo lﬁa o%r:sldcred within the bud-
get framework, even under the ex-
panded levels of funding that might
be available,” Kathe told the group.

A possibility would be to use in-
dustry volunteers for the installation
of the p-o-s service, but relatively few
packers have been willing to commit
field personnel who can, and will, in-
stal and maintain these materials in
stores, Kathe said.

Cheese Promotion

American Dairy Association kicked
off the fall selling season in Ocober
with a “Cheese Shop” nationwide ad-
vertising campalgn—designed to help
consumers with selective shopping
and recipe uses for cheese.

More than 19,000 stores will display
large Cheese Shop mobiles and ban-
ners to help shoppers select the right
cheese for specific uses,

Tied in with the cheese program is
a 144-page recipe hooklet, “Favorite
Cheese Recipes,” published by Family
Circle as part of its Great Ideas seres,
The 8%4" x 11" recipe booklet contains
48 pages in full color, with complete
cheese dishes and serving suggestions,
It features cheese exclusively, includ-
Ing tips on buying, storing and recipe
uses.

Million Recipe Books

Over one milllon copies of the
Family Circle recipe booklet will be
available to supermarket customers
throughout the country after Septem-
ber 1—for $1.25 per copy ($1.50 in
Canada). On the back cover of

“Favorite Cheese Recipes,” A JA
display cheeses and complet - diss
sucS) as lasapna and fondue,

On the front cover, a 1 acamny
cheese & tomato casserole is ety
A sixteen piece display 1t bs
extensive advertising in m gazi

television and radio.

Multifoods Gains

International Multifoods has n
ported its highest second-quan
earnings.

Net earnings for the second-quar
ended August 31, were $3,36904
compared to $3,296,000 a year earlie
Earnings per common share mow
up to 93 cents from 90 cents last yeu

Second-quarter sales of $197,8850
matched a restated $197,957,000 i
the same period last year,

For the first six months, net ean
ings were $5,704,000 against $6;
000 a year earlier and earnings p
common share were $1.58 comp
with $1.74. Sales for the first half
$384,649,000 against the restats
$399,310,000 of last year, prima
due to lower United States fiou
prices.

General Mills Diversity
Pays Off

Achievement of new reconds i
sales, earnings and eamings per st
in fiscal 1975 by General Mills, Ix
confirmed the “continuing si1ccess @
a balanced diversification over B
past decade, according to he «®
panys’ annual report. That ¢ versid
tion, it points out, “Is design d top®
vide a mix of businesses with b
potential to bring stability and o
sistent growth in varying cconom
climates,”

Sales, Earnings U '

As previously announce: by U
company General Mills sale: in the
weell:s ended May 25, 107, tol&
$2,308,900,000, up 15% froit $200
103,000 in the year ended May
1974, Sales in the 1073 fiscal ¥
totaled $1,662,000,000.

Net earnings in fiscal 1975 amou®
to $76213,000, equal to $3191
share on common stock, comp¥
with 875,137,000, or $3.18 per ¥
in the prior year, and $66,10000%
$2.81, in 1073,

TuE MAcAroNI Jourt
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PUSH PASTA

Invest 1%4¢ per cwt. monthly in pasta product promotion,

consumer education, and trade advertising to keep sales up.

NATIONAL MACARONI INSTITUTE

P. O. Box 336, Palatine, lllinois 60067
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Question: Where do you look for
help when your computer goes out the
door? Especlally when you've relied
on it for years for personalized re-
ports and a marketing edge in a
flercely competitive business

Answer: Right in your own back-

yard.

That backyard, for A Goodman and
Sons, Inc., the 110-year old Long
Island City firm best known for its
noodles and kosher products, is the
local data center of Automatic Data
Processing, Inc., a nationwide com-
puter services firm. For years, Good-
man has used ADP for payroll process-
ing, even during the time they had
their own small computer. When that
computer was released in October

A. Goodman & Sons Drop: In-house Computer
in Favor of Outside Computer Service

110-year-old pasta and Passover products firm
uses long-time payroll processor for cost savings on other applications

Robert |, Cowen, Jr., Vice President ond
Treasurer of A. n s, Inc., 110-
ear-old pasta and kosher food firm known
st for its noodles, macaroni and spaghatti
products, Next to Cowen Is a display of
Goodman's packoged food products.

1673—for sound marketing reasons—

Goodman evaluated the alternatives
to in-house automation and selected
ADP for additional applications, The
results have been excellent—from
cost savings ' the ability to handle
more business with a smaller staff, and
a surprisingly minimal loss of con-

trol.

chains

The decision wasn’t easy, however,
Goodman had come to rely on their
own computer for some very basic
bookkeeping. So had their distribu-
tors. Only a tough marketing decision
resulted in the switch from an on-site
computer to an outside service, An
understanding of Goodman's business
will help explain that decision,

The company is actunlly in three
businesses: noodles and other pasta
products marketed regionally through
independent
kosher foods sold nationally and bulk
packaged foods for industry and in-
stitutions. A $6,000,000 firm, Good-
man's is synonymous in the New York
area with passover products, pure eg|

noodles, macaroni, spaghetti, an

soups. It is the oldest existing matzo
baker in the country. Its full line
includes dehydrated soup mixes and
ingredients that find their way into
other products, from General Mills
Hamburger Helper to Green Giant

and

32

grocers,

frozen dinners and Reynolds College
Inn chicken soup.

Marketing Challenges

Marketing these products is a per-
petunl challenge, even for a lirm
whose traditions reach back to Canah
Gutkind, the 18th centuary matzo
baker of Filehne, Germany. The busi-
ness is highly competitive, usually
local or reEionu.l. No single firm sells
pasta products across the U.S, in
strength. Goodman's markets mainly
along the Eastern Seaboard, with its
kosher products sold in heavily-Jewish
population centers across the U.S.
Until 1066, the company marketed di-
rectly to chains and independent gro-
cers. At that time, a computer was
installed and the pattern changed.
Goodman's decided to market all its
preducts through distributors, helping
to put four such firms into business,
The company produced delivery
tickets and invoices on their own com-
puter, billed chains directly and pro-
vided distributors with bills on their
letterhead for independents.

Before; 800 delivery tickets a day,
all the billing.

No competitor had tried this ap-
proach, usually delivering directly to
chain warehouses, The system worked

billing “Instead of 800 delivery
ets 8 ¢y, we only needed tickets
3to I( trailerloads, depending on
seasor ' says Cowen. “For that
don't - ved a computer.”

While © ¢ decision made its dis-
utors : ore independent, flexible
d compe itive, with higher commis-
made possible by direct cost sav-
s, it nevertheless presented prob-
. Goodnan's still wanted some
of computer processing, and
imal problems in any conversion,

als where ADP had the jump,
odman’s had chosen them for pay-
some years earlier, relying on the
phidentiality, cost savings and ex-
ise of ADF's full service approach,
king them [or payroll was fully
tjustified,” Cowen said. “\Ve never
idered doing it on our own com-
er, Mo ing to ADP for other ap-
28 15 v 15 like a continuation of an
ting reitivnship. They were used
us, picking up payroll input on
day, retuming paychecks on
dnesday and delivering all our
aly and end-of-year reports
bt on schedule. We were used to
and their level of service.”

well. Distributor salesmen took orda
on sheets scanned by an optical pg
reader, The computer produced tny
manifests and actual delivery tickey
about 800 a day. It also Sriulcd fin
invoices, all priced and extends
Couriers delivered some bills with
goods, picking up orders at the sang
time. Pricing was handled differen
for chains and independents, At t
end of each weck, a recap of deliv
tickets created direct chain billing

“We got used to the conveniend
and speed of our awn computer,” s
Robert Cowen, Jr., Vice Presidenta
Treasurer, “The timing was alm
split-second. The trucks would notx
until the processing was complet
here. The whole procedure was tight
controlled. We knew the bills wg
accurate,”

And they were. Most chains req
vendors to fill out forms, Goc
never had to, The chains accep
their figures and forms, “We used
computer to continue our fine r
tionship with every single chain
the New York area,” Cowen siid

In addition, Goodman's received
complete set of reports, all perso
ized and tailored to menage
needs, “Every week, T would g2
gross profit by item,” a<ds Cov
“Every Tuesday mornin' 1 wo
have a report of all aperati ns thr
the previous Friday, with ompan¥
on dollars and units with e prew
year,”

oodman’s is now using ADP for
unts payable and accounts re-
wbleas well, While basically pack-
[ systems, the applications sport a
red-look. The procedures are sim-
the results substantial, “There's
Guestion that this service gives us

\-'iew of our business,” says
ees Kalman, Assistant Treasurer,
en thoupl we gave up some con-

_l:"] _[nfunnation, including sales
s,

timely verview of payables
o: 1 receivables

000 Is

iynble was the first con-

All of this changed, | weven Bk, 41
October 1, 1073, For on thing: DP ane. ‘n‘(i:z Iinwl,lce dutac goﬁs
distributors wanted to be more uf % trans.  jons Iil:l; ul:amvwri(:?m;
's, ‘ree of 4 ; 5
pendent of Goodman's, "s),s,m, ks or inl payments. One girl

pendence on a compute
much as 25 miles from thelr
houses. Goodman's agreec.

After: lower costs, morc 0

As 4 result, Goodman's tu
marketing over to the disti
including a number of product
company brokered but did not
facture. The computer was I¢
the billing service sto ed. .|.
tributors were given full respo

Tue MACARONI JO

s four o

: ive hours a week on the
tation,

i \DP delivers a wide

d" of rej s, including a voucher

_ Elnbur. m journal, check regis-

. 28 0jen dtem list. At the end
montli an expense distribution
O enicy to general ledger.

‘:; everything all at once, in-
I on individual ledger pages,”
0. Kalman, “It's like having a
“‘hanm every week, I know ex-

tmy payables are. With our
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Robert . Cowen, Jr, inspects the production of passove t !
City, N.Y. plant. Here matzo sheets are cut as 'I);ev :n:nem:t.lzluifml &ma:v:rl;ogg ;:chlir:g

conveyor rack,

forced pay system, we make the pay-
ment decisions by selecting vouchers
to be paid. The result is better man-
agement of cash, so important right
now with the economy down,”

The advantages to accounts receiv-
able are just as timely. Goodman's
completes ADP input forms, record-
ing customer number, data and
amount of invoice on daily sheets.
When checks come in, tear strips on
these sheets serve as cash receipts
documents.

Snys Mrs. Kalman: “It's important
to keep accounts as current as possi-
ble in this inflation period. With this
system, we are able ‘o judge if an
account is current, Tne ledger we
receive at the end of the month indi-
cates total and current amounts owed,
with aging, last payment made and
average number of pay days. We
know if the customer pays within 33
days, if our terms are 30 days. We
also can compare this year's pattern
with last year'’s.”

Besides ledger information, Good-
man’s gets statements, an aging report
and a distribution by territory. Por-
tions of the account number identify
the sales terminology, a start on sales
analysis. “We even have a separate
passover ledger, for those four months

of the year when Passover products
are in demand,” adds Mrs, Kalman.

A marketing decision that paid off,

Goodman's decision to change its
marketing and data processing prac-
tices was a sound one. Perlaps even
sounder than they realized at the time,
The proof of the pasta is in the eco-
nomics, With luu oss of an excellent
customer and distributor rapport
Goodman's has turned costly dislzgilm:
tion into cost-clfective marketing, The
timing was excellent. No one pre-
dicted the severity of the country's
current economic slump and its ef-
fect on just about any business. Cowen
sums it up this way:

“Everybody assumed the food and
pasta business was recession-proof,
But even pasta is seeing declines
right now. In the 1030's depression,
the industry did well. The reasons
for the difference are complex. Pri-
vate labels and packaged dinners
skimmed some of the excess off the
pasta  business. It's debatablle
whether the housewife will still buy
the ingredients separately, A deci-
sion like this keeps it all together
for us, We are sure it was the right
one,

—
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on pletely re-designed

ihfec ires that make them

E 10ST RELIABLE

RELIABLE.) | iuitd
< " pw Coveying system never s(ops.
p— : 3 £

Produc’ moves slowly and continuously from
toreadi 1o accumulalor. No starts and stops
smphfy 1 design means greater rehability
race I' ore 1s less wear than conventional
slop ard go” dryers.

oduct is consistently excellent

+ Wtecause drying action 1s always steady. You
tan count on the product to come oul with
éopealing color and texture. Umiform and
lriaight every time. Ideal lfor handling with
gulomatic weighing. transporting and pack
EJng machines.,

imate zones are

psitively separated.

Extrems . tight enclosure with Buhlerpatented
 Delta control allows high temperalure,
: hghhu ity drying environment.

(s PRl | |11 enacit -ange 500-4,000 Ibs/hr.

planda tick lengths: 60 or 80 inches.

Bk for « tnils

mrehability of Buhler dryers and
ont equipment Call us or wniter
VAG. INC 8925 Wayzata Blud
s MN 55426, 612 545-1401
105 Office: 580 Sylvan Ave:
=hffs. NJ 07632 201 871-
LER-MIAG (Canada LTD Don
10.(416)445-6910
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NEW BUHLER LONG GOODS DRYERS

are built to give performance you can rely on!

by 24 Vi

Super sanitary design, easy maintenance Al
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I 'Mple e Macaroni Plants by
Operation ol enlire dl‘yl.:( line
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Boos to Manage Amber Mill

B. ]J. Malusky, president of the
Farmers Union Grain Terminal Asso-
ciation, has announced the appoint-
ment of George Boos, GTA vice presi-
dent, to the position of manager of
GTA's Amber Milling Division, The
appointment was-effective October 1,
date of retirement of Eugene Kuhn,
former manager.

A veteran of half a century in the
milling industry, Gene Kuhn began
his career with the St. Paul Milling
Company in 1027 as an office boy.
He joined Amber as an accountant
in 1936, and when the firm was taken
over by GTA in 1842 he became as-
sistant general manager, He was
named manager in 1054,

George Boos began his career with
GTA in 149, He has held Il)usitions in
the loan division, country elevator op-
erations and most recently as manager
of GTA's Western Division, Here his
principal duties were supervising
country elevator and grain merchan-
dising operations for grain moving to
Pacific Northwest domestic and ex-
port markets,

Peavey Report

Peavey Company announced oper-
ating eurnings of $15,203,000 or $4.02
per share on sales of $467,612,000 for
year ended July 31, 1875, This com-
pares with operating eamnings of
$15,492,000 or $4.08 per share on
sales of $494,738,000 for the previous
fiscal year, In fiscal 1974 the Com-
pany's net earnings of $20,850,000 in-
cluded a $5 million gain on the sale
of its Canadian operations,

In the fourth quarter Peavey earned
$3,233,000 or $.85 per share on sales

of $105,682,000. For the same period
a year ago Peavey ecarned $3,088,000
or $82 per share on sales of
$108,997,000,

“From the important standpoint of
performance against difficult econo-
mic and market pressures, the year
just ended was one of the most signi-
ficant in our history,” Fritz Corrigan,
Peavey Chalrman, said.

“Peavey's presence in consumer
foods and specialty retailing markets
was established on a Arm and profit-
able basis,” Corrigan pointed out,
“Both the Consumer Foods and Re-
tail Groups achieved signiticant sales
increases in spite of a poor year for
the building supply industry and con-
tinuing inflation-recession effects on
consumer spending,” he said.

Though lower unit volume and de-
creased price levels of grain reduced
dollar sales in the Industrial Foods
Group, Corrigan noted, earnings ap-
proximately equal those of a year
ago,

ConAgra Turn-around

ConAgra, Inc, posted a dramatic
tum-around in net eamnings in the
fiscal year ended June 29, 1975. The
company achieved net income of
$4,071,000 for the 1975 fiscal year,
equal to $1,14 a share on the common
stock, contrasted with a loss of
$11,853,000 in the 53 weeks ended
June 30, 1074, In the 1973 fiscal year,
earnings amounted to $6,062,928 equal
to $1.85 a share,

Claude I Carter, president and
chief executive officer, commented on
the fiscal year results as follows:

“It is gratifying to see the company
restored to profitability ahead of the
timetable we established a year ago,

“The sales decrease is primarily due
to lower commodity prices and the
disposat of marginal operations and
other assets that did not fit our long-
range objectives,

“Following a conservative policy
set up by the board, a total reserve of
$3,650,000 has been set up in this
fiscal year for a writedown of unpro-
ductive plants and equipment remain-
ing to be sold under ConAgra’s asset
restructuring program.”

Quinn Elected

Rupert G. Quinn has been elected
President of the Minneapolis Grain
Exchange.

Honorary Members

Dwayne O. Andreas, chai nay
chief executive officer o Ay
Daniels Midland Co., and * fortoq
Sosland, editor and publishc of )|
ing & DBaking News, recer ed
orary memberships in the Amer
Association of Cereal Chemists at
association’s annual meeting in Ka
City, Oct. 28-30,

Council Elects K. A, Gilles

Dr. Kenneth Gilles, vice-presid
for agriculture at North Dakota St
University, was elected chairman o
the Great Plains Agricultural Cou

In Skinner Operations

Donald E. Hawk has been na
to the newly created manageme
position of Director Plant Operation
and Scheduling with Skinner Mac
roni Co. In his new capacity Ha
will be coordinating production, pad
aging and shipping activities und
the direction of C. Mickey Skinne
VP/Plant Operations,

Hawk is a graduate of Wayne St
College in Nebraska and has tak
graduate work at the University o
South Dakota, University of Nebras
Lincoln and UNO. Prior to jolni
Skinner, Hawk taught high scho
mathematics for five years with s
eral Central Nebraska communili
For the last five and a half year}
has been in the industrial engineer
department of Western Electicih
Omaha Works,

A native of Ewing, Nebr. ka, Hav
and his wife, Marg, resid - in W
Omaha with their threc childrs
Jack, 7, Ann, 4, and Chric 2.

JAGOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Egg Products.

1—Vitamins and Minerals Enrichment Assays,

T s'::d“. '::::;"l:a‘ '::; ::: !‘ Z_Eﬂ:%d f;t.m' and Color Score in Eggs and
I_olll_ e" r‘ ‘;\SE ARONI JOURNAL 3—Semolina and Flour Analysis,
l,'; PALAT E, ILLINOIS 4—Micro-onalysis for extraneous matter,
4o o ‘-‘ Please . nter one year subscription: 5—Sanitary Plant Surveys.
J-" . 0 $8.01 Domestic D $10.00 Foreign :—:utlcldu Analysls,
‘I =. Nama 1" —Bacteriological Tests for Salmonella, ete.
& 8—Nutritional Analysis

N e Fim _
AN %,, Address James J. Winston, Director

S . Cly and State 156 Chambers Street

R New York, N.Y. 10007

Donald E. Hewk
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CLASSIFIED

ADVERTISING RATES
Wont Ads oo $1.00 per line

Minlmum $3.00

. Display Advartlsing ...Retes on Application

FOR SALE--Hydroulic Tote Bin Dumper,
2,500 Ib. covacity, Closs 2-GPG explosion
proof motor and controls, Excellent condition,
Call or write A. G. DeFelice, U.S. Macaroni
Co., East 601 Pacilic, Spokane, Wash,
99202, (509) 747-2085.

FOR SALE—Worite P.O, Box 210, Lebanon,
Pa. 17042,

1 Egg Mixing Tank.
1 Hu.hn Mixer, Poddle, 2 Bowls,
1 Filling Pump ottached to Hobart
Meat Grinder,
1 Ravioll Machine
1 25' Belt Conveyor
1 200 gol. Cooking Ketile
4 Ilcnc‘ln Boskets
Cooling Vat
Table with 2 sets dumping funnels.
4 sections roller conveyer.

WANTED—Gaubert Sfenhml Packer.
Write P.O, Box 336, Polotine, IIl. 60067,

WANTED—Stamping die parts ond/or
machine parts for Clermont bow tle ma-
chines, Call or writs J. B, Vermylen, A,
Zerega's Sons, 20-01 Broadway, Fair Lawn,
N.J. 07410 (201) 797.1400,

WANTED—Triangle Goubent Scales for
long goods which ¢con be mounted on
Redington Machine, Folding Machine For
:;il';;ondlu. Contact Joe La Resa (215)

38

New Cartoning Brochure

A new brochure, illustrating the
versatility of Clybourn CMC vertical
cartoning and filling machines, has
been published by the Clybourn
Machine Company.

The eight-page brochure shows
how varirus options can be used to
convert Lasic CMC models to meet
specific customer needs, Through the
use of n broad range of options listed
in the brochure, machines can be con-
verted from free-flowing operation to
semi-free-flowing; products can be fed
by volumetric, nct weight, auger or
exact count feeders; cartons can be
cold glued or sealed by hot-melt ad-
hesives.

Single copies are available free of
charge from the Clybourn Machine
Company, a Division of Paxall, Inc,,
7515 North Linder Avenue, Skokie,
llinois 60076.

Corrugated Industry's
Forecast: ‘75 Down 10.5%;
‘76 Up 14.8%

The forecast of 1975 demand for
corrugated containers has been slight-
ly l'l.‘(j:':.lcl?(.l, reflecting the slow pace of
economic recovery,

The new estimate, provided by
Lionel D. Edie & Co., Inc., for mem-
bers of the Fibre Box Association, pro-
jects total shipments for the year of
183.3 billion square feet.

In making the estimate, Edie exe-
cutives note that “results could even

be a little higher than expec'sd”
spite recent concern over in latiy
trends, they are “sticking o (ihy
guns and continuing to projc ta
erate recovery.”

An earlier projection, i A il |
cast total shipments for the y ‘ar of |
billion square feet, 9.7 percent |
thou 1974's 216 billion, The new
irate translates into 105 pen
lower volume,

Shipments of corrugated usy
maintain a close relationship 1o
general economy. Unexpected st
piling of boxes in 1973 and carly I,
led, with the recession, to unus
sharp declines fa shipments. Invent
accumulaticns now appear to ha
been depleted, and new orders
increasing with each reporting peri

Dust Collector Change
Out/Clean Out Service

A new type of contract service
now available to any industrial
collector user, regardless of make
type of equipment used, The filtrai
textile manufacturer will now provi
bag changing, cleaning and cserl
mance analysis service, Qualified i
nical crews will take over all
house maintenance under the terms
the new service.

P&S Sales Vice President, |
Sefarian disclosed company plans
offer the new service, He cited
eral major benefits he espects
tomers of the Changeout serviee
accrue, A dirty and diffict t dvb
be removed from the w rkload
already busy plant engin ering !
maintenance personnel, 1. addi
the rebagging and cleanin ope
provides an excellent o;l)p- tunity
system improvements if t is
ducted by a qualified tec nician

Growing pressures from JSHA
EPA combine with econor ic im
to make filtrction systems -0 a ¢!
job. The P&S technical super
will inspect the system fo: causes
bag failure, such as excessie heat
the bag material employed, m
cal wear caused by too frequent
ing or pulsing, chemical and mo
deterivration and any other i
which reduce efficiency and bag

The new service is available it
US. and Canada and will be
quartered in the P&S plant in 5
ateles Falls, New York.
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akaging is more than a Box

cn it C: nes to pasta, the choices are many...
8roni  spaghettl, vermicelli, lasagna, ziti,

tlde ~ ind numerous more.

"Hln 't comes to packaging, Diamond Inter-
alls our logical cholce. Diamond packaging

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

We're in the middle of it all!

DIAMOND INTERNATIONAL CORPORATION

KA
QAIND PRODUCTS DIVISION, 733 THIRD AVENUE, NEW YORK, NEW YORK 10017 AREA CODE: 212 — 887-1700

eI By 2y
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Multifoods’ durum experts re
at home in their jobs.
That's because they've bee: at
so long. Some of our sales people, buy :r$,
millers and technical people have made
their business for 20, 25, even 35 yea:s.
These people are “old folks” in their jobs, even though they're not old
in years. They know their business 2
like you know yours. “Working with you toward zero defects.
Their experience makes for fewer @ INTERNATIONAL
®

defects...in your business and in ours. MULT'FOO ),

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




