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Pasta packaging with a special touch. From Fibreboard.
Not just spaghetti in a box, but folding cartons with a flair.
Discover the difference our knowledge of your business
can make. Call us for help with package design, money-
saving combination printing runs, any folding carton question.
Fibreboard Corporation, San Francisco, California.

Eastern Carton Operations, 560 Sylvan Avenue.
Englewood Cliffs, N.J., 201/568-7800.
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Price Inflation—
still Very Much Alive

There have also heen some positive
developments in the fight against i
flation. com] gains in productivity and
elative it only relativey moderation
TR U settlements are among
them, Bt the trewd is not o, Tean-
ingont loomd and  energy —whose
prices tend to he extiemely volatile—
constner |nin~s Iav e heen rising al a
steady il rate of 67 sinee varly
this vear.

With few exceptions, expert fore
casters helieve that prices will con-
Ve Lo s at approsimately their
recent pace lor some Litne to come,
Good crops in 1977 wonld eventually
Daring somie burther moderation in lomld
prives. ot the prices ol other uouds
and services seem o bhe st t|||ih'
fiomly on that 6% uprand - trend.

Price inflation of @' is ul conrse.
an improvement ove e miserable
evperienee in 1974 and 1975, But it
is not tolerable in the long e Like
i or nol. the need to contain inllation

ft‘k e i
| ud
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will remain o principal determinant of
vreonnic |m|it'_\>

Fewer Reviews of OSHA Cases

There is some good news for busi-
nesses cited Tor jobr satety or health
violations by the Ocenpational Satety
and Tealth Mdministration bat fowmd
innoeent, T the past. such finns have
bregquently bl 1o undergo the ex-
prnse andd Toss of time invalved e a
review by the OSTEY Review Com-
mrission. Now. that bods. admitting
it has been sliding doswnhill in ellorts
o cope with o growing vase loadd. s
proposing o clip ity own wings and
vediee the momber ol reviews, In
ead ol allowing  each individual
commissioner wide Tatitnde i order-
ing reviews ol by the
ageney's i judues. the commission
proposes ta permit reviews only in
two circunstinees: When there s
validd petition by party imvalved. m
when a poliey or legal question s
l'll'ﬂl‘“ "I\“'\l'i'.

Review  orders by commissioners
lave been generating more cases than
ares heing setthed

decisions




The Bicentennial Year

E BICENTENNIAL YEAR with
fireworks, tall ships and Y:nkee
Doodle publicity didn't quite come up
m1 the promise of predicted pasta
sales,

At ycar-end, softness in the econ-
omy is uppermost in everyone's mind,
including President-Elect Carter’s,
This shared concern could lead to
realistic political and economic solu-
tHons in 1977. Economic stimulation is
expected in some form: a tax cut,
government spending for jobs pro-
grams, and the like.

Lack of confidence continues to
undermine investment in plant and
equipment. Without it, efforts to re-
duce unemployment will lead to
shortages and a rise in inflation,

“What fresh starts are you prepared
to make?” Stanley Cohen asks his
business friends in a column in Adver-
tising Age (November 29). Mr, Cohen,
a member of the U.S. Chamber's Con-
sumer Affairs Committee, says that
his reading of the campaign indicates
Jimmy Carter hopes to make some
fresh starts to current problems, such
as neglect of unemployed urban
youth and consumer representation in
government policy making, He in-
vites business to find ways to help
make America “a place where the in-
dividual feels safe, happy, fulfilled.”

Tough Competition

Nineteen-seventy-six was a year of
tough competition for the Macaroni
Industry. Lower flour costs gave more
margin for wheeling and dealing in
the marketplace among competitive
brands. Cheaper meat, plentiful po-
tatoes, beans and rice also made the
fight for a place on the dinner plate
more difficult.

The sale of two large companies
made news: Foremost-McKesson pur-
chased the C. F. Mueller Company of
Jersey City, New Jersey; Ranks Hovis
McDougall, Ltd, purchased Gioln of
Buffalo, New York. Two smaller firms
closed their doors: Mrs. Roth Noodles
in Pittsburgh, Pennsylvania and Hi-
Pro Foods in Los Angeles, California.

In an Industry Survey the Morton
Research Corporation put pasta sales
up 3 percent in 1876, Emst & Emst
gathered the statistics for the NMMA
Sales Indices for Macaroni Products

Indusirial- Grocery

Month Government Tostiiutions Trade
November, 1975 80.9 124.4 1148
December 46,7 9.9 115.7
January, 1976 397 106.7 1409
February 59.5 119.5 140,7
March 59.1 1121 1296
April 56.6 943 111.5
May 64.4 842 108.4
June 546 107.5 119.1
July 56 879 96.1
August 372 1249 1148
September 49.5 1223 1339
October 41.5 1229 126.0

Jlion b hels from last year's pace.
pking cad, there appears to be
e dan er of pricing United States
teat ou of the world market, if the
o rate © ccomes the floor on United
Il Sales I 1oc W ot prices. If loan rates are
1140 Wised fu her next year, the likeli-
1L ol of his development increases
1322 bstantia 'y,
:i:: United States durum is at distinct
1070 [Rnpetitive disadvantage in world
1o B I:ls, particularly with record
183 alian and Argentine crops, Al-
930 ia Is widely thought to be the only
1143 [ort customer for sizable quantities
1295 the coming months and Argentine
is the likely source.

based on re

rts from companies
whose total sales represented an esti-
mated 75 percent of industry volume.
The index numbers are based on aver-
age 1072 sales, That is, each monthly
index number is derived by dividin,

current sales volume by one-twelfi

of the total sales for 1972, 1972 was
selected because in that year the
Census of Manufacturers was taken.

Ample Wheat Supplies

The growing mound of wheat in the
world remains the overriding bearish
factor affecting grain markets. The
latest International Wheat Council
estimate put world wheat production

up to 409.5 million metric tons, which
would be more than 38 million tons

(104 percent) over the record 1973
crop, and 57.4 million tons (18.3 per-
cent) above 1974's crop. On a world
basis, this is indeed a sharp increase
in production. The sharpest increases
came from Russia (up 34 million tons
or 52 percent), Argentina (up a pro-
jected 3.4 million tons or 40 percent),

Dorum Mill Grind

India (up nearly three million tons
12 percent), and Canada (up 85
lion tons, or 38 percent). Any incr
in wheat usage this crop year couf
hardly match the increase in prod
tion; as a result, wheat stocks in
major wheat exporting countries
projected by the IWC to jump ff
percent to 57 million metric tons. 0
would expect wheat acreage to d
cline somewhat in response to |
~  rapid decline in wheat prices,
early indlcations call for little cutba
in acreage. Russia, for example, 3
parently planted 10 million mo
acres (114 percent) of winter wl
this fall than last fall.

Exports Down

The effect of the higher «
duction on United States
readily apparent, Wheat
spections have averaged ¢
million bushels per week
four weeks. Total exports
six months of the crop y:
to only 530 million bushel:

1232
Egg Prices Rise

shell eggs, in keeping with tradi-
m, were cheapest in the spring.
bey were quoted in mid-April in the
oiral States at $10.50 per case for
st un, 60¢ a case higher in the
Kutheast. Then they sustained a
rise right until the end of the
, Hitting $17.10 to $18.60.

Frozen whole eggs were as low as
% per pound in the Chicago market
nid-April. They were as high as
3¢ in November in New York, Dried
hle eggs sold for $1.49 per pound
o New York in March., They hit a
igh of $247 in Scptember before
‘nF off. Dried yolks commanded a
e

wple of pennies more reaching o
!}: of $250 per pound. Frozen
vorld priilistites were 10,5¢ in Chicago in mid-
exports Rl They rose to 31¢-35¢ in No-
«xport ifhmber,
Iy d:'lﬂ' As Does Paper
:lh: il Tepa- rindustry, which has been

fied wit  rising costs and soft de-
Win  wy key product areas, has
o majc  capital expansion projects
derway or on the drawing board.
s cou - result in paper product

r amou
Jown |

1976 In 000's 1975 In 000's Durum * heat otages v 1678 and price increases

Month erI:l:/ Bushels SE?:':{ Bushels M"ﬁ'-."& iy wearly i the first quarter of 1077,
Mot ¢ inomists are fo.ecasting o
Sty 1308 i 1229 3219 45} B105 cent rate of growth in [ihe
February 1,452 3318 1,159 2,816 4.69 Cross Na- 1 Product in 1977, The
March 1,409 3,249 1,048 2,528 4.68 M el et il 1d
April 1062 2431 993 2,549 443 8 <170 s expected to be about
May 1,062 2,544 1,069 2,615 425 @ Fireeni A Paper Institute Survey
June L4y 2,581 921 2,195 42) Mrdicted paper and board capacity
July 1,043 2,438 999 2,482 4.05 l inc:case only ahout 2.2 percent
Qo?mbe :.32_9’ 3,186 1,281 3,182 3-5; xﬁ“y over the next three years,
lember A9 3,293 1,260 3,031 33 erably helow thi ent an-
October 1,355 3,012 1,492 3,392 3.16 ) mwﬂy‘ rate in ﬂ‘:c.ll[;esgi‘u.lgﬂg
g:’:;‘::: :';;‘; i:;gi Al the same time most com-
L e =oh Lk sty iy fales coucede that current econom-
% Gain 9.6 39 =36 0 Avg. 4.09 d ﬂmp!y dO not ’ns“{y construction

— arre — o St Sew mills,
Tie Macaront JorBlfawny, 1977

In his testimony before the Council
on Wage and Price Stability last
spring, International Paper'’s Chair-
man, J. Stanford Smith, noted that the
industry is an extremely high user of
energy and chemicals and that it de-
votes a large l’mrlion of its capital
resources to pollution abatement. He
also stated that the industry’s capacity
to acquire debt to finance expansion
“has been relatively exhausted in re-
cent years,” But because current rates
of return are “inadequate,” Mr, Smith
told the Council, “there is little pros-
pect that the needed resources will
flow into the Paper Industry segment
in the form of equity capital.”

Energy

After three years of devisive and
often confusing debate over energy
policy it may be that we are moving
towards a consensus. While cam-
paigning Jimmy Carter pointed to a
number of goals for encrgy—among
them increased reliance on coal, more
conservation, and greater protection
against another oil embargo by stock
piling crude,

It is hoped that some order can
come out of the chaos hecause at
present fifty-two federal departments
and agencies of federal government
deal with energy. Over four hundred
state and city ngencies have energy
offices. One hundred fifty non-govern-
mental  organizations  dea)  with
energy.

Consumerism

Consumerism will continue to be
one of the hottest topies on the Amer-
jcan scene. Twenty-nine major gov-
ernment departments and  agencies
have consumer alfairs offices. Over
fifty congressional committees and
sub-committecs have consumer juris-
diction,

At Food Update Fifteen, Dr. Philip
.. White of the American Medical
Association, declared: “Tell the con-
sumer why you do what you do, and
If it cannot be justified, don't do it.
Remember that the informed con-
sumer can make judgments; the unin-
formed consumer makes accusations,”

Band Together

Because of the complicated socio-
economic-political society we live in,
it is essential for businessmen within
an industry to band together to plea
their cause and tell their story, Hence
in 1977, the programs of the National
Macaroni Manufacturers Association

and the National Macaroni Institute
will be vital. They will be discussed
in detail at the Winter Meeting at
Boca Raton, Florida, February 9-13,
1977,

Fabled Future:

Among the latest batch of Russian
stories making the rounds is one from
U.S. News & World Report:

At a parly congress in the future it

is announced that Communism has

triumphed everywhere. Even the

United States has just chosen a

Communist President. The Dele-

gates are dancing in the aisles,

cheering themselves hoarse, except

for a lonely old man sitting in a

comner.

“Comrade,” asks one delegate,

“Why are you not cheering?” “I was

just wondering,” ausweis the old

man, “where are we going to buy
our wheat next year?”

Industry Survey

Morton Research Corporation, 1745
Merrick Avenue, Merrick, New York
11566, has just issued an Economic
Marketing and Financial Study on the
Macaroni Market which they are sell-
ing for $125.00 per copy.

The report has twelve parts, First
is an Overview, which notes that de-
mand for pasta products is soaring
both here and throughout the wnrl:{’.
Shipments have more than doubled
during the past five years, after ten
years of very little change. Morton
projects this soaring market to double
again by 1085,

Citing Census figures they note that
the tomato sauce market has doubled
from 1938 to 1972.

Further, they find growing competi-
tion taking place from outside the
macaroni industry, Producers of other
foods are now reporting sales of over
30 million dollars in spaghetti com-
‘mrcd to less than five million dolars

ek in 1958, Prime producers of
pasta products are reluctant to diver-
sify into other food areas,

They note a sharp decline in plant
and cquipment spending during re-
cent years but predicts a rise in vol-
ume and better prices should encour-
age producers to reverse this trend.

Noodle products, though still a
small portion of the market, have
grown at a faster rate than the rest of
the industry in recent years.




Industry Survey

(Continued from page 5)

In commenting on the economic
structure of the industry, it is noted
that operating margins began to de-
cline in 1973, reflecting sharp in-
creases in the cost of materials, spe-
cifically durum wheat and packaging.

Census data indicates the industry
employed ebout 7,100 people in 1973,
of which 5,100 were production work-
ers. The value of output per produc-
tion worker has been rising steadily,
but has been more than offset by
rapidly rising wage rates in recent
years, Average hourly wages reached
$3.48 during 1873, A Wage and Policy
Survey just completed by the Na-
tional Macaroni Manufacturers Asso-
ciation, as of November, 1978, indi-
cates that it has risen sharply since
then.

Stable Prices Predicted

The major ingredient used in the
production of pasta is wheat flour,
which represents over half of total
material costs. It is stated: “During
the past several years, domestic sup-
ply of wheat and wheat flour was very
flat, due to low wheat procuction
coupled with very high level of ex-
ports. As a result, prices for this com-
modity rose sharply. However, during
1075, prices of wheat and wheat flour
began to weaken considerably, as
sluggish demand, coupled with an in-
crease in production began to loosen
the tight supply situation.”

As a corollary it is noted that maca-
roni product prices were relatively
weak prior to 1973, but as wheat
prices soared, finished product prices
were raised sharply to pass off the in-
creased costs. The statement is made:
“Barring an unforeseen wheat short-
age, prices should remain fairly stable
relative to other food prices during
the coming decade.”

Concentration Rising

It is reported the level of concen-
tration in the industry has been rising
steadily, In 1972 the top four com-
panies accounted for 34 percent of
total industry sales, a significant in-
crease from 25 percent in 1954. Dur-
ing that same period, the top eight
companles’ share of market rose from
87 percent to 50 percent.

In discussing world trade it is noted
that imports have nearly quadrupled
over the past five years and amounted
to about 3.2 percent of United States

6

consumption in 1978, Canada and
Italy are the largest suppliers, but
Mexiro's exports to the Unitcd States
have skyrocketed in recent years. Ex-
ports have been on the decline and it
is observed that Italy continues to be
the world’s largest producer with
Japan and the USSR not far behind,
Advertising and Marketing

It is reported that advertising ex-
penditures in major media increased
slightly in 1975, but were still below
the thirty million dollars of 19783,
Exgenditures for advertising frozen
and canned products has been rising
sharply in recent years while expendi-
tures for dry products has declined.

Brand preference surveys were
cited for six major markets, plus a
survey of New York supermarkets
with brands carried, space allocated
and retail prices given.

A listing of some nine new product
items are tabulated for the past year.

The final section on company des-
cription and report of recent activities
leaves something to be desired. It is
stated that the information was ab-
stracted from company annual re<
ports, financial services, and magazine
and newspaper clippings. If this is the
case then several macaroni firms
should be doing a better job of put-
ting their public image forward,

The Editor of the Macaroni Journal
has observed that there has been a
sharply increased interest in the
macaroni industry and requests for
Information about companies in it.
This report should fill the bill for
those who want statistics gathered all
in one place.

Changing Food Mix

The food mix has undergone
changes as demand has incrensed for
some foods and waned for others
during the past decade. And more
changes are coming. Specifically:

Dairy products—Most of the 3% de-
cline in per-capita consumption dur-
ing 1965-75 can be explained by a de-
clining proportion of children, and
the resulting drop in milk drinking,
Fluid milk consumption is likely to
continue downhill as the teenage pop-
ulation shrinks, older adults increase
numerically, and the birth rate re-
mains stable or decreases. Greater
numbers of teenage boys were re-
spansible for a boost in ice cream con-
sumption, but the whopping 85%
boost in cheese consumption is due
to a varlety of factors—more older

men and women, increase
ity of pizza, greater sophi.
taste for cheese, and ncee
cheese varieties.

Meat and poultry—Rec
take was boosted by the
bers of teenagers, particu
and the increased pro|
adults—again, particularly

that very young children

don't eat as much as older pe
Based on an increasing number
smaller households in the future, b
red meat and poultry will continue
increase—but more slowly,

Eygs—Men of all ages—the pr
target of cholesterol concemn—ha
apparently cut down on e

Kerhnps out of concern

“eating breakfast on

male, F
poultry age has less impuct e

g}; eali
or tha
ealth, or perhaps simply because

e run.”
Fotatoes, vegetables, fruit—Pol
consumption, now high, will declis
because of the greater share of ol
women (traditionally low potato ¢
sumers), and ihe increasing numb

Popu

cation
to mo

meat j
ith nug
wly bo
srtion

obviou

of small households. Contrary to i
usual trend, potatoes are one of i}
few foods eaten less by single-pend
households than by larger ones. Hos
ever, persons living alone do eat mo
other vegetables and fruits than d
other persons. Therefore, a continui
but somewhat slower increase in

and vegetable consumption is P

jected,

Flour, cereals, baked goo.

population trends indicate
crease in consumption of

Is—Fu

+ slighti

flour an

cereals, followed by a net decline b
1990 as young men and te nage b

become scarcer. However
baked goods, more high
smaller households shoulc
effect,

Sugar and sweeteners-
tion should decline from ¢
levels as young people’s s
population mix declines. |
the taste for soft drinks dt
today's teenagers remains
in later life, this would hel
sugar/sweetener consump!

Teenage Shoppers
Family food purchases by teen2

have increased sharply as
mothers enter the labor force.
is one of the findings of Seven'
magazine's study of the buying h‘

of 2,000 teenagers. More

of teenage girls now shop for

for oth
ansumi
ffset (g

onsum
rent Ili
re of th
Wevel,
Joped b
it t
maint:
in.

than ¥

(Continued on page &)
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nerica's Largest Macaroni Die Makers Since 1903 - With Management Continuously Retained In Same Fomily
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- Looking for
profits in '77? |

Look to Maldari

Over 65 years developing extrusion dies for creatively
designed food products.

Design, Manufacture and Service of Food Extrusion Dies

<4 B

D. MALDARI & SONS, INC.

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

(Continued from page 6)

cach week, compared with 60% in
1972. They plunk down 38% of the
total family dollars spent on food vs.
20% in 1972. The questionnaire found
that with teanngers preparing an aver-
age of five meals a week, certain shop-
ping habits are well defined. For
instance, more than 60% of the
sample shopped for specific brands,
while more than 80% said taste and
quality were important in product se-
lection, followed by past experience
with an item, its price, and nutritional
value, Price had been the primary
consideration in the 1972 survey.
Soups, cold cuts, pizza, and frozen
vegetables are the most popular con-
venience {onds,

Issues for the Future

Major issues facing the food in-
dustry were analyzed by prominent
people both inside and outside the
industry in a flm presentation pro-
duced by Family Circle and presented
to members of the National Associa-
tion of Food Chains at their recent
meeting in Los Angeles

Entitled “Issues for the Future,”
the 30-minute film featured inter-
views with chain store executives,
government officials and others, each
of whom gave his answer to two basic
questions; What do you think the
issues of the future will be? And what
should the industry do about these
issues?

Some of the observations made in
the “Issues for the Future” film:

® Grant Gentry, President, A & P:
“Our ability to live with the govern-
ment and its many regulations rep-
resents one of the great challenges
we have to face. We are trying to
make the government more aware of
what their restrictions do to us, that
doing business. With our low profit
these restrictions increase the cost of
margins, we have no options hut to
pass these expenses along to the con-
sumer,”

® Congressman Tom Foley: “There
seems to be a determined attitude on
the part of many members of the
public to feel that food prices alone
of all living costs should be stabllized,
if not actually reversed. One of the
persistent problems in the food in-
dustry will be to explain the inevit-
ability of increasing food costs in re-

8

lation to our inflationary environment.
There seems to be a different attitude
towards inflation in food than with
other costs of living.”

® Byron Allumbaugh, Ralphs Gro-
cery Cou “The major chain stores of
America need to focus on how they
can serve the needs of the minority
communities, The solution for the
most part has been that if you oper-
ated in the inner cities, to leave, and

_if you didn't operate in the inner

cities, you don't go inl This is not a
practical solution, either from the
standpoint of serving the needs of
consumers who live in the inner city,
nor from the standpoint of the in-
dustry—which should learn to serve
this vast segment of soclety in
profitable manner.”

® Calvin Collier, FTC Chairman:
“The future will not be terribly dis-
similar from the recent past. In par-
ticular, government activity in the
area of labeling and information dis-
closure to conwumers will go on,
‘There will continue to be a demand
of the government that certain kinds~
of information be made available to
consumers In connection with the
decision on what to feed their
families. T think also that the trend
towards making sure products are
safe, and to continue to be safe, is
something that the government is
going to be involved in for the fore-
seeable future.”

¢ Joe Danzansky, President, Giant
Foods: “I think insnfar as our lahor
friends are concerned, we have to
explain to them what it is we're driv-
ing at. We have to explain that we're
not driving at this new caplital in-
tensity with the thought of replacing
present jobs, We have to take ad.
vantage of the technology that's with
1;:. and we have to convince them of
that.” !

¢ Aileen Gorman. National Con-
sumers Congress: “Right now we're
seeing a period where food prices are
not increasing so much. So far as the
customer is concerned I think there
is a lowered temperature, People
aren’t quite so irate. But I think that
if we once again start seeing prices
shoot up, you will find consumers
getting irate again. The first place
they will point a finger at {s the super-
market, because that's the place they
have the most contact with. The in-
dustry can alleviate this problem by
educating consumers as to why prices

are going up, how new rc ‘ulatig,
and the metric system w | o
them, The point of purchase -an e
good place to educate th pubig
However, we should not t' row
total burden on the retail food
dustry,” *

* Bill Chisholm, Superm..ikets i
terstate: “If it taught us unything
electric scanning and the intrody
tion of UPC taught us the need o
communicating with the people mod
involved. It is clear now that we werd
much further ahead in our technology
than we were in consumer educatio
as to what scanning and the UR(
really mean. The same thing is tng
in our relationship with labor, We
must give both groups the secud
knowledge that what we are under
taking is not a threat, but rather
need on our part to continue to fun
tion as an industry on a profitabls
basis.”

¢ Earl Butz, former Sec'y of Agi
culture: “I think we react negativel
in the food distribution process and
business, We react rather than ac
We've got a great story to telll Whe
we take the entire food industry fro
producer through processor through
distributor through retailer, it’s
marvelous story. American people argi
the best fed people any place on thal
face of the earth, with the towes
share of their take-home yuy spen!
for food, with all the built.in maid
service we get—with one thi«d of oug
meals eaten outside of tlie 1 me, and
that not for free. Let's be positiveld
let’s tell that story. Let's ind ate thi§
competition really works in s foo
industry.”

Profits

Dr. Richard I. Lesher, vationa}
Chamber of Commerce = eside
notes that it takes about & 1.000 19
create a job. He quotes Samucy
Gompers, father of the mode 2 Amer
fcan labor movement: “Tl @ wor
crime n corporation can cammij
against the working man is fall fo
make a profit.” However, D1 Les
noted, over the last decade inflati
adjusted profits have fallen nlmmt
three percentage points as a percer
age of the Gross National Prods
“To be adequate, profits will Im\'ﬁ“
rise to 6% or 7 cents per sales ol
from their current 5% cents,” he s
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Something New Has Been Added

It is with great pride that | announce that the 400 million dollar
conglomerate, Wheelabrator-Frye Inc., of which the A.L. Garber
Company is a part, has sponsored and supported the Rossotti
Packaging Systems and the Rossotti principles of good packag-
ing. To my friends in the Macaroni Industry, this means the con-
tinuation of all the Rossotti packaging principles, including
graphics of good packaging, all the production principles and
procedures, warehousing and delivery facilities of high standards.

The sales and servicing offices of the A. L. Garber Company are
strategically located to insure maximum and complete servicing

of all accounts.

In addition, something new has been added to round out the
Rossotti services. A well-known marketing expert has agreed to
join and supplement the Rossotti packaging services with market-
ing expertise. He has agreed to assist me in evaluating your pres-
ent sales structure, analyze its potential, ascertain the need, if
cny, for new avenues, new promotions and possibly new products
t> broaden, enhance and stimulate your sales.

There is no cost for a review and discussion. All that is needed
is an appointment for a preliminary discussion.

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
2083 Center Avenue
Fort Lee, New Jersey 07024

Telephone (201) 944-7972
Established in 1898

JACK E. ROSSOTTI, Vice President

CHARLES €. ROSSOTTI, President
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Independent Grocer Attitudes

Attitudes and opinions of independ-
ent grocers on a number of topics
alfecting food store retailing are de-
tailed in the annual survey of mem-
bers of the National Association of
Retail Grocers of the U.S,

The survey, which includes several
questions of interest to baking, was
conducted for N.A.R.G.U.S. by Arthur
Leemis Marketing Consultants, Oak
Brook.

A total of 426 companies, represent-
ing 1,042 retail stores, participated in
the survey, NNAR.G,U.S. sald. “This
report,” it said, “is not intended to
represent the thinking of the entire re-
tail grocery industry, However, it does
present the viewpolnt of the inde-
pendent retail grocer, whether affili-
ated or independent, accounting for
approximately onchalf of the total
grocery sales in the U.S.”

The 54-page survey includes re-
sponses to questions under several
major categories, including wholesaler
relations, customer relations, employe
relations, manufacturer relations and
store operations.

The survey shows that 44% of the
primary dry grocery suppliers servic-
ing the independent grocers in the
survey offered baked foods, compared
with 100% for dry groceries, 94% for
frozen, 71% for produce, 81% for
dairy, 44% for milk and 65% for fresh
meats.

Sales of private label

The section on customer relations
includes the question: “What has
happened to overall sales of private
label products compared to a year
ago?” The survey shows 48% reporting
an increase in sales, 5.% reporting
sales remaining about the same, 11%
reporting a decrease and 8% stating
that private label is not carried,

Number of responses indicating pri-
vate label sales increases ranged from
37% in the East Central to 60% on
the West coast, while number indicat-
ing decreases ranged from 6% on the
Woest coast to 15% in the North East,

The survey included four questions
on shopping habits, with responses,
as follows:

“Today are shopping lists being
used more or less than a year ago?”
More, 61%; Less, 5%; Same, 34%,
“Today is there more or less impulse
buying than a year ago?” More, 18%;
Less, 52%; Same, 30%,
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“Are customers more or less price
conscious than a year ago?” More,
67%; Less, 15%; Same, 18%,

“Is there more or less reaction to
price increases this year?” More, 26%;
Less, 48%; Same, 23%.

Evaluate Services of Salesmen

Salesman services are evaluated in
the manufacturer relations section of
the NARG.US, survey. The ques-
tion, “Of the various services a sales-
man performs for your store, which do
you consider most valuable?” brought
the following responses:

Information on upcoming deals,
32%; introduce new products, 20%,
issue credits for damaged or spoiled
merchandise, 16%; build displays and
re-set sections, 12%; rotate stock, 12%;
information on buying situations, 11%;
check inve-tory and out-of-stock, 7%;
service the.r own merchandise, 7%;
bring discount checks, 1%,

Comparison of services

In the store operations section, 6%
of the respondents listed “bakery” as
a service offered that is not offered by
the store’s most important competi-
tor. Other responses included carry
out service, 30%; good service, 12%;
better, fresher meats, 9%; friendly em-
ployes, 8%; delicatessen, 6%,

The survey also examined competi-
tors' services by asking, “What cus-
tomer service does your most import-
ant competitor offer that you do not?”
Leading the responses was “bakery,”
with 8%; fallz'wed hy delicatessen and
longer hours, at 7%; better selection,
5%; better prices and larger store, At
4%.

Avivage sales $2.5 million

Frany. Register, executive director
of NARGUS, said annual sales
volume of the nverage store in the sur-
vey is $2.5 million while average size
is 12,500 square feet. Of the survey
participants, he said, 56% are one-
store operations, 20% have two to
four stores and 15% have five: or more
stores. The survey shows that 66%
of the stores are operated in small
towns and rural areas, 22% in medjum-
size cities and 12% In metropolitan
cities or surburbs,

Nabisco’ Blitz Advertising
Nabisco's Market Research Execu-
tives at the Biscuit division, under the
direction of President Robert 1.
Powelson, have come up with a new
idea for improving margins, Using

Bt
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a comjuterizad techniqu
“Probr,” Nabisco began to
the impact of increased adver ing o
sales ot long-established |; aduc
With smali expenditures, som a5,
as $50,000, Powelson began oxpe
menting with saturation ad: sy
aimed at very small populati.n see
ments. “The results were ar..azing
Powelson said. “We found that th
whole cookie and cracker husine
was underpromoted.”

Ritz Blitz

Nabisco began to learn how to j
crease consumption much faster thy
population growth. “We'd go out o
individual brands,” says Powelsor
“like our 40-year-old Ritz cracke
and we'd see the total line, which h
been growing at one or two percen
age points annually tum into growt
rates of five, six and seven percent,
There was also a carryover fo
Nabisco’s competitors, “We made th
whole market grow. It was a questior
of how high ‘up’ could be,” Powelsod
said,

On its Ritz blitz, for example
Nabisco chose six disparate geograph
ic markets to push the cracker, relying
on heavy television and store pro
motions which emphasized the slog
“Everything goes better on a Ritz]
The buying habits of the six areas)
representing 3.2 percent of the US
adult pop.uiation, were closely moni
tored throughout the year-lon study:
A cntrol group’s purchases wre sim-
llarty fed into the comput ., The
study showed a 18 percent in. :ease in
Ritz purchases in the arens t! -t were
exposed to the advertising armage.
From those data, Nabisc extra-
polated the effect of heavy tional
advertising on Ritz sales anc ltered
its promotions accordingly.

More New Products

eany

Sabettie  r1y don't *fd'];’:lr}ﬂd when it comes to digging into goud-tasting. mutntious pasta dishes

. dawek ‘ . 7 B
The pirabies abo encourage ﬂf\‘_l { s - Sure, it has to look good, and of course it has to taste duhcu.')us.
et I Jf Ou call 1 But even a 7-year-old “expert pmhnbly doesn’t know how
o, o, eve though b w52 pasta gets to tasting so goad  That's why it's good 1o have
HIH s U ‘. 3| 5

these new products might : andon a Ié‘al Amber Milling around. Our winlling and quality Cer(.nI l._‘\f[)l. rts
tho; Gl Nabitce prsimioe mm' « make sure your pasta operations have a wlmhlu‘ f:ul.lf(.]l.' 0
YiAB yuiye dereo ofl santifi S ettl semolina and durum flours II‘II‘"L'(I from the choicest ¢ llTlIJI'n
Powelson admits. “After all, - ¢ “|1Ik 5p wheats...Venezia No. 1 Sumullnnl. Imperia Durum Granular,

gl 4 ¢ Durum Patent Flour.
of share of market, but thei:’s als e i ' e
share of stomach. ilut we wire nol eXI)er . Amber also makes it easier to control your production schedule

by meeting your specs and making shipments wh(:-.n pmm!'r.cd.

When it comes to eating pasta, everybody's an expert.
When it comes to making good pasta products you're the
expert; and when it comes to making good senvolina and
durum flours, Amber’s an expert. Call Amber, row!

AMBER MILLING DIVISION of THE GRAIN TERMIIXAL ASSOCIATION

Mills at Rush City, Minn, » General Oiffices at St. Paul, Minn. 55165/Phone (612! 6469433

seeing even what we had expt dfd““
drops in other purchases.” The studies
led Nabisco to raise its advertising
budget from $57 million in 1671 t0
almost $100 million in 1976, putting
it 16th among U.S, advertisers.
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Create Convenience Meals
With Pasta
Cover Photo

Convenience is a kitchen keyword
as statistics reveal an increasing num-
ber of women working outside of the
home, Economy is also a watchword
as food prices continue on an upward
swing, Taking these two factors into
consideration plus the fact good nu-
trition Is foremost, presents a chal-
lenge to today’s homemaker.

The National Macaroni Institute
recommends  convenience  dishes
created in your own kitchen, A savory
chowder of eclbow macaroni, tuna,
cheese, milk and vegetables is a fine
cxample. Everything cooks together
in one-pot—and takes but about half
an hour from start to finish. Along
with a salad and crusty bread, the
chowder is a satisfying lur *h or sup-
per.

Skillet specialties also fall into con-
venience catagories. Try a combina-
tion of elbow macaroni and chicken
tastily cooked with green pepper and
onlon. Vegetable juice cocktail, garlic,
cheese and Lasil team as complement-
ary seasonings.

Macaroni products provide protein,
and are excellent partners with other
proteln  foods—meat, fish, eggs,
cheese. Approximately 80% of all
macaroni is enriched, and offers
thiamine, riboflavin, niacin and iron.
The carbohydrate content supplies
energy.

One-Pot Macaroni and Tuna Chowder
(Makes about 2 quarts)

Y cup chopped green pepper

1 cup chopped onion

3 tablespoons butter or margarine

3 cups water

V4 teaspoon dried basil leaves

1 teaspoon salt

¥4 teaspoon pepper

2 cups elbow macaroni (8 ounces)
uncooked

¥4 pound sharp Cheddar cheese,
grated

1 can (7 ounces) tuna, drained

21 cups milk

15 cup chopped parsley

paprika .opllona{

Parmesan cheese

In a 3-quart pot, saute green pepper
and onion in butter until crisp-tender.
Add water and seasonings; bring to
boil. Add macaroni gradually, so that
water continues to boil. Cover; reduce
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heat and simmer until macaroni is
tender, about 10 to 12 minutes. Stir
frequently, Remove from heat; add
cheese and stir until melted. Flake
tuna; add tuna and milk to pot. Heat
but do not boil. Sprinkle wiSlo parsley
and paprika, Serve with Parmesan
cheese,

Push Pasta

National Macaroni Institute adver-
tising to grocers in Supermarket News
says:

Related Sales Idea No. 6

Push Pasta and Tuna in March.
$1.00 worth of elbow macaroni sells
$7.99 in related items.*®

* Based on a Macaroni-Tuna salad
recipe,

Spaghetti Eating Contests

Can you eat a plate of spaghetti
faster than anyone else without mak-
ing n mess?

That's the challenge Hunt's Prima
Salsa will be making across the coun-
try with spaghetti eating contests to
be held in major cities between No-
vember and February,

Part of an over-all publicity pro-
gram for the brand, the contests will
be open to the public and will be held
in large enclosed shopging malls on
Wednesdays and Saturdays.

Contestants will eat a measured
portion of spaghetti while wearing a
Scorecard bib marked in squares. A
contestant’s score will be determined
by the number of seconds he took to
eat the spaghetti, plus the number of
spattered squares on the bib. Low
score wins.

A contest will be held with 10
people every 15 minutes, and the
winners of individual contests will be
in finals held later in the day. The
contests will be judged by the Hunt's
Prima Salsa traveling representative
and two local personalities.

Prizes

Sixteen prizes will be awarded at
the finals: first prize $200; second
Erizo $100; third prize $50; and 13

onorable mentions, $5 each. Addi-
tionally, coupons good for 10¢ off
any size Hunt's Prima Salsa will be
distributed at all contests,

Publicity announcing the contest
will include display posters in stores
at the shopping centers, mailers to
the media, clubs, schools, and civic
organizations, and 80-second radio
commercials twice each day on two
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stations during the two days ireced.
ing each contest,

Post-contest publicity will 5o be
extensive, Winner's names, photos
and a wrap-up story of the e nt wil
be provided all medin shor y afte
the contest.

A full-color page ad fo. Prim
Salsa in  January Family Circle
continues the national ad campaign
for the product.

Creamettes Use
Checkerboard Ads

Vincent Price, actor and intema
tionally known gourmet, is telling
Family Circle readers that Creameltes
pasta products “use only hard, lean
wheat so Creamettes never stick to-
gether or taste starchy,”

The message is being made via
full-color “checkerboard” ads appear-
ing in December and January issuesi8
of the magazine, The ad features .
special macaroni casserole recipe for
“Vincent's Supper Casserole,”

Price has signed a three-ycar con-
tract as advertising spokesman for
The Creamette Company. In addition
to the magazine ads, he is appearing
on television, in newspapers and on
point-of-sale materials,

Economy

“How to eat well without eating
up the budget” is the headline of 2
Kraft's Macaroni & Cheese Dinner ad
appearing in the January issue of
Family Circle and other natioral mag:
azines,

The full page, full-color 2 s part
of a sustaining campaign | - Knalt
Dinners which emphasize onomy
and highlights serving sugge ons.

The ad invites Family Circle
readers to try Macaronl & Cheese
Dinner with a ham slice rolle around
a dill pickle spear fur a mt ! thats
delicious as well as thrifty.

Durum is our middle name . . . unifor-
mity |s our game. If you have a formula
that is successtul, you want the same
uniform results every time. We contin-
uously test our product to give you the
uniformity you deslre. You can depend
on the durum people. You start with the
best when you order Durakota No. 1
Semolina, Perfecto Durum Granular or
Excello Fancy Durum Patent Flour.
And you get the same uniform quality
every time. Call us for uniformity.

the durum people

Keys to Sulumnmhlr
ive key areas form the fo
of effective professional sellin,
are:
1. You must want to succt:d- |
2. You must get along with peop’®

1 adation
These

ledge.
Conscions and continuous develop
ment of these attitudes and skil
the mark of the professional.
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3. You must excrcise self-disciplin® { NORTH DAKOTA MILL
4. You must dewilop selling skil: Grand Forks, North Dakota 58201
5. You must have product know Phone (701) 772-4841
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Though I have had an association
with the US. wheat trade for
many years, this is my first visit to
the heart of the durum wheat area,
1 would like to discuss with you some
aspects of the international wheat
market and share some thoughts on
market development.

This year you farmers have pro-
duced another bumper grain crop—
some 183 million tons aﬂeedgmhs.
a little below last year, and some
58 million tons of wheat (2,127 mil-
lion brrhels), slightly less than last
year's record crop.

In recent years all of the increase
in US. grain production has gone
into larger exports. During the 1975/
76 marketing year just ended, the
United States exported a record 81.8
million metric tons of wheat and feed-
grains, This is nearly double the quan-
tity exported only 5 years ago.

Leading Earner

For the United States the grain ex-
Furt business has grown into a multi-
hillion dollar enterprise. Our grain
exports have become our lendluﬁ
earner of the foreign exchange whic
is needed to purchase the foreign in-
dustrial products, tropical foods and
the petroleum which enables us to
maintain our high standard of living,
In dollar terms, U.S. agricultural ex-
ports reached an all time high of $§22.1
billion in the past fiscal year. This was
an increase of 3 percent over fiscal
year 1975 which saw a record $21.8
billion worth of US. agricultural
products exported. For three years
now, our agricultural exports have
been more than $21 billion, This be-

comes even more impressive when we
consider that ac rezent as fiscal 1071,
our agricultural exports amounted to
but $7.8 billion, But even more im-
pressive is the fact that nearly $12
billion worth of the U.S. agricultural
exports during the fiscal year which
ended June 30 were composed of
grains alone, which in value were
nearly equally divided between wheat
and feedgrains,

The increase in U.S. grain produc-
tion has come about because of one
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Durum Export Markets

by Dale Douglas, Director, Grain and Seed Division,
Foreign Agricultural Service, U.S. Department of Agriculture

at the U.S. Durum Show

factor: higher grain prices for farm-
ers. Higher prices for both wheat and
feedgrains during the past several
years have caused American farmers
to bring more land into crop produ.-
tion—abo ut 40 million acres since
1972,
Lower Prices

Now we are faced with the fact
that this year's larger world grain
crop has resulted in lower grain prices
in the United States.

Although the prices which you
farmers are currently receiving for
your wheat is down from a year ago,
your costs are not. Prices paid by
farmers during September were 5 per-
cent higher than in the same month
a year ago. Meanwhile, the average
hourly earnings of production work-
ers in manufacturing were up 8 per-
cent from a year ago,

The world food situation is much
better than it was two years ago, but
not so improved that we can lower
our guard without running high risks
that the problem might reappear in
the form of even larger food deficits
than we saw 2 years ago.

The Department of Agriculture
presently estimates world production
of wheat, feedgrains and rice to be
some 1,280 million metric tons in
1976/77. Although this will be about
60 million tons (5 percent) higher
than a year ago and 80 million tons
(7 percent) greater than 2 years ago, it
will be only 30 million tons more than
3 years ago.

Improvement in Russia

Much of the increase in world grain
production this past year can be ac-
counted for by a better crop in the
Soviet Union. Last year, the Soviets
harvested only 140 million metric tons
of grain. Our cunent estimate in the
Agriculture Department of the 1978
crop in the Soviet Union is 215 mil-
lion tons.

Better world crops this year will
result in a buildup in world grain
stocks during 1976/77. But carryover
stocks at the end of 1676/77 will be
much smaller for the world as a whole
than those of a decade ago. For ex-

ause lurum and semolina are now
competitively with  hard
heats wnd flours. With relatively
¢ wi -Id supplies available for ex-
[t an' favorable durum crops in
orth . frica and the USSR, US.
byrum ¢ -ports may fall under the 52
illion Lashels of 1975/76. The North
dean area has accounted for nearly
bl of cur reports in recent years,

ample, we in the Agricultur: Depy
ment presently estimate world sl
—excluding those in the Soviet Ui
and the Peo¥1e3' Republic of Ci
—of wheat, feedgrains and rice

be around 134 million tons at i
close of the 1076/77 crop year. Th
will be a buildup of 11 million to
above the stocks at the end of
crop year fust ended, but far beb
the 207 million tons of stocks on hu
at the close of the 1968/69 marketi
ear,

All this would seem to indicate th
you farmers should be getting a b
ter price for your wheat than yo
are now receiving.

You will need to get better pric
if the American public and the wo
want you to continue to produce
your full capacity.

Durum Hard Hit

Stimulating Sales

The Department of Agriculture has
ken several steps aimed at stimulat-
e export sales of wheat. The use of
heat and flour have been stepped
pin the Food for Peace program.
hore short-term export credit is be-
e made available for wheat from the
mmodity ~ Credit  Corporation
CCC).

The Food for Peace program—
nore commonly called the P.L. 480
ogre —provides food assistance to
wedy countries through the grant-
g of long-term, low-interest credit.
In the fiscal 1677 budget, funds have
een allocated to export 3.6 million
welric tons of wheat and flour under
You durum producers are especil Tde I of P.L. 480. This will be
hard hit, bout & million tons more than was
The acreage seeded to curum ilieported under Title 1 of P.L. 480 in
1976 is estimated at 4.7 million, dovJillical year 1976, About 79 percent of
2 percent from the record of a ye e Ascal year 1077 P.L. 480, Title 1
ago. Here in North Dakota, the led budget has been allocated to wheat
ing durum producing statc, acrragiliud four.
was down nearly a tenth. Plant'@8l The CCC short-term export credit
in Montana and South Da'ola ¥t \ has been increared to $1
also down. These reducti ns W EE:H'-; fiscal year 1077. This is
largely offset by the exp nsion St §1)0 million more than in fiscal
new durum areas in the Sc thwesl-BEg © er 45 percent of the 1877
Arizona, California, and Ne  MesQlidget 4] be used for wheat ex-
Consequently, although ac age ", v creas wheat accounted for

lower this season, yields per arve"Slluly 9] sercent of the overall fiscal
acre are up because of the harp “VRITE b sram.

pansion in the irrigated we: 2m a
On October 12th Crop ‘cporiin larket Development
Mark:  development efforts for

Board forecast this year's d um pe
duction at a record high o 138 ™ Weat s + also belng Intensified. The
sheat ¢ owers of the United States

lion bushels, 10 percent la .'.r.'rl .

it \ s
the 1075 crop and 67 perci it ©7 Ry 4 yoie 1950 through two
tiport ; sociations have been servic-

the 1874 production, Thoug!: ﬂtﬂf:
was down 2 percent from 1 1Ll g an expanding overseas. markets
br thei: wheat crops.

average ylelds increased 3. ushel
per acre from a year ago.

A durum crop this size, coupl Creat Plains Wheat, Inc. is one of
with a carryover that is double la assuciations, It is headquartered
season’s, places our total supply ‘MR Washington, D.C. and maintains
durum about a fifth above the 197 overseas offices. One is located in
76 level. Jl'erdam, The Netherlands, and is

Domestic grind is expected t0 e nlﬁtmd office for Europe, Africa

Middle East. The second
(Continued on page 19) Is in Caracas, Venezuela and

moderately above the 1975/76 16
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serves as the regional office for South
America, Central America and the
Caribbean.

The other association is Western
Wheat Associates, Inc. which has its
central office in Portland, Oregon and
a liaison office in Washington, D.C.
It operates in the Far East under the
name of Wheat Associates, USA, with
offices in Tokyo, Japan; Manila,
Philippines; Singapore, New Delhi,
Indin and Souel, Korea,

The two associations, each lookin
to a different part of the world, worﬁl
closely together in carrying out co-
ordinated programs,

For both cooperators, their internal
operations are financed by wheat pro-
ducers through a self-imposed assess-
ment on each bushel of wheat they
market, Their overseas operations are
primarily financed by market devel-
opment funds administered by the
Forelgn Agricultural Service of the
U.S. Department of Agriculture.

In promoting U.S. wheat overseas,
the cooperators have in general pro-
vided three broad functions—market
information, consumer promotions
and technical assistance. Through
market information the importers and
millers of other countries are kept
currently informed of quality, avail-
ability and purchase terms for U.S.
wheats, Consumer promotions are
used in parts of the world where per
capita consumption of whea shows
promise of increasing. Representatives
of the organizations assist local miller
and bakery associations in promoting
greater consumer use of bread, cake,
pasta and related wheat products.
Through technical assistance millers
and bokers of other countrics are
given professional technicul guidance
in turning out first-rate products from
U.S. wheats, Also buyers, millers and
bakers are brought to the US,, in-
dividually or in teams, to get ac-
quainted first-hand with U.S. wheat
supplies and utilization techniques.

Foreign Outlook

Now n few words regarding
changes In the foreign production,
trading and consumption patterns In
durum wheat.

Perhaps the most significant
changes have taken place in the Medi-
terranean region. This is also the re-
gion of the world where pasta prod-
ucts are most popular, Within that
region, Turkey is currently the largest
producer of durum. Italy, also a pro-

AR SR O THESPEE S SR AECUR R RS

ducer, has the distinction of being the
world’s largest consumer of durum
wheat.

Moroceo, Algeria and Tunisia have
undergone consideruble change in
their production and trade in recent
years. These North Alfrican countries
were at one time rather substantial
producers and important suppliers of
durum to Europe. From exporters of
durum they have become importers
—importing in the neighborhood of
a million tons annually.

Durum production is fairly stable
in Western Europe—their produc-
tion gencrally being something over
4 million tons annually. Amongst the
Woest European countries Italy is the
largest single producer, usually pro-
ducing well over one half of the total.
French production is generally some
500,000 tons annually, Western
Europe has long been, and remains
a large importer of durum. The re-
gion generally accounts for about a
third of the total annual trade in
durum. Within Western Europe,
Italy, despite the fact that it is a large
producer, is also a large importer of
durum,

Near Enst

The Near East countries, particu-
larly Turkey and Syriu, are important
in the over all durum picture because
their combined production is gener-
ally over a quarter of the world total
excluding the Communist countries.
However, the Near East countries
rarely have much of an influence
on the world durum market since
they produce mainly for their own
consumption.

It is interesting to note that in North
Africa and the Near East durum
is used differently from that in Eu-
rope. Durum semolina in these areas
is used to make the Arabic type
bread, thus explaining why quality
considerations are not so important.

An area of importance to the du-
rum market and one about which the
least is known is that of the Com-
munist countries, It is fairly certain
that East Europe and the USSR pro-
duce relatively large quantities of
durum, They are an important con-
sideration in the world durum mar-
ket because of their buying activity
during times when their own crops
are poor,

From year to year the world durum
trade follows a very irregular pattern,

(Continued on page 19)

15




r ¥y

S
——
-

/

|
=
=

-

igher temperatures, straight-through,
ncomplicated mechanical operation
usures you of:

. BETTER QUALITY
. BETTER COLOR

BETTER COOKING RESULTS
- BETTER BACTERIA CONTROL

Call or write for illustrated literature, or for immediate assistance,
a factory trained field representative, without obligation.

DE FRANCISOI MACHINE CORPORATION

‘g, {
L E R

» %) WALLABOUT ST., BROOKLYN, N.Y. 11206 T e R
o R.p Hocklns Co., Box F lecrtwlllo, llinols 60048

 Phone; ‘3 236’2 (212) 963-6000




Durum Export Markets
(Conlinued from page 15)

It has increased from some one mil-
lion tons in 1061 to something over
three million tons annually. The
growth is largely attributed to the
considerable increase in imports into
North Africa, The variations in the
level of imports which we sce from
year to year are due almo.. entirely
to the irregular purchasing practices
of the Soviet Union and China. For
example, the Soviet Union bought al-
most a million tons in 1872/73. The
following year they bought only
about 250,000 tons. Again, a year ago,
they bought about a million tons.

China is also an irregular buyer.
They tend to purchase durum only
when it is priced cheaply relative to
other wheats, In the Far East, the
Chinese, like the Japanese, purchase
some durum for noodle production.
Again, quality is not the most vital
consideration since they often make
their noodles from normal hard
wheat,

Current world demand in relation
to stocks offer little cause for opti-
mism, though with durum prices such
as they are in relation to spring
wheats—the demand for durum
should return to traditional levels,

Durum wheat growers should be
aggresively promoting their product
in Italy, North Africa and the Near
East. Modest results could also be
expected from promotional activities
in the Far East and Central America,
I am glad to see that you are already
taking steps in this direction as evi-
denced by the Italian Team with you
today. Also I understand plans are
underway to send a durum technician
to Asia, These are steps in the right
direction, and I wish you the best of
suceess,

Market Promotion Trip

North Dakota State Wheat Com-
mission Chairman Norman Weckerly
of Hurdsfield, Commissioner George
Smith of Amenia and Professor Len
Sibbitt of the North Dakota State
University Cereal Chemistry and
Technology Department made a late
fall trip to Europe and North Africa
to promote durum and hard red
spring wheat.

Weckerly noted that the millers,
traders and processors in nearly every
country visited agreed that demand

for U.S, produced wheat will be down
somewhat this marketing year, “In
the EEC countries we also heard
widespread criticism of their own
import levy system. The Italians said
they would buy larger quantities of
U.S. durum if the levy system didn’t
exist, It seems that the Italians have
a greater problem operating within
the EEC levy system than do other
member nations,” he said,

Smith and Weckerly also reported
on questions they received in many
countries, especially Russia, regarding
export shipments of durum produced
in southwestem U.S, states. The
Russians complained about weaker
gluten, lower molisture and semolina
color they have experienced with such
imported U.S. durums.

Best Hope in East

Both men agreed that the best hope
for increased U.S. wheat markets lies
in Eastern Europe and the Soviet
Union, “The Soviet satelite nations
cannot rely on the Soviet Union for
their food needs every year, Histor-
fcally, Russia wheat production has
varied greatly from one year to the
next. I think this is where increased
sales promotion emphasis should be
placed in the next years,” Weckerly
noted.

However, neither official counted
Western Europe out as a good market
for US. wheat and durum in the
future. “This was a banner year for
wheat worldwide,” Weckerly stated,
Smith added that it is extremely un-
likely that all the world's nations can
again have such simultancous success
in wheat production, “For example,
the English millers we talked to told
us that their crop this year was ane
in a hundred. Markets could turn
around rapidly with adverse weather
this coming crop year,” He noted,

G.T.A. Meets

A national food policy protecting
the interests of consumers and farm-
ers and a stronger export posture on
the part of farmer cooperatives were
called for by delegates attending the
unnual meeting of Farmers Union
Grain Terminal Association in St,
Paul Nov. 80-Dee. 1.

More than 2500 farmer-members
attended the 39th annual meeting of
G.T.A., an Upper Midwest grain mar-
keting and processing cooperative
based in St. Paul. Speakers at the

convention stressed that coop ratjye
must become more active j gril
export activities, pointing ot fhy
only 7% of US. grain expe ts ape
shipped by cooperatives,

B. J. Malusky, president of 3TA,
told delegates that the coojcrative
has joinecF other regionals “to yive s
more clout in the export market apg
to focus more brain power on the
problem.” He emphasized, however,
that continued investment of men,
bers is required to bulld or uequire
facllities that will provide for s
larger share of grain exports,

To support the expansion, Mr, Ma.
lusky urged continuation of G.T.A's
grain marketing service, a plan for
voluntary grain pooling by members,

Shows lower net savings

In a joint report with Jewell Haa-
land, G.T.A. board chairman, Mr
Malusky said that the cooperative hal
lower net savings in the fscal year
ended May 31 as a result of lower
grain prices, Net savings for the year,
at $15,611,500, were the third largest
in G.T.A. history, but off from $29.
178,948 in the previous year.

Net sales for the year came to
$1,161,976,821, against $1,260,776,304
in the previous fiscal year, Volume of
grains and oilseeds handled by the
cooperative for the year amounted to
about 281 million bus, Mr. Malusky
said. Grain volume moved by G.T.A.
in fiscal 1975 was 257 million bus,
while in 1974 it was 328 mill:n bus.
Cash payments to farmers for ¢ ¢ year
were  $4,627,815, compare’ with
$7,087,294 in fiscal 1975.

G.T.A. sells grain on a cor ission
basis from over 600 local coc -rative
elevators, The cooperative a 1 sup

lies grain to its plants for alting
Earley, crushing oilseeds and illing
durum wheat.

Mr. Hnaland told delegate to the
convention that cooperative need
both involvement and comn tment
Pointing out that production « broil
er chickens, Auid milk and ma - other
farm products is largely und ¢ m"ci
tractual n angewents, Mr, l.nnlnn
said grain producers should give con
sideration to contracting at feast 8
portion of their production for export:

Adopt food policy resolution

In a resolution, the delegates sald

a national food policy is needed “;
“undergird the family farm system 0
(Continued on page 20)
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G.T.A. Meets

(Continued from page 18)

food and fiber production.” Key ele-
ments of the policy would be “more
adequate commodity loans, better tar-
get prices with deficiency payments
if needed, storage incentives and an
undated standby production adjust-
ment plan,”

The resolution also reconmended a
return to the comodity loan program
in which Commodity Credit Corp.
guaranteed storage payment of grain
under loan to elevators, The delegates
also called for participation by the
U.S. in discussions leading to world-
wide agreements on grain prices.

Record Canadian Crop

The Canadian wheat harvest for
1876 is estimated at a record 864.3
million bushels, up from 627.5 million
bushels in 1975, Statistics Canada re-
ported.

OF the total wheat estimate, durum
accounted for 100 million bushels, up
from 83.2 million in 1975 and 51.8
million for the ten year average.

Farming in Canada

Farming in Canada in the 1970s re-
flects the country’s urhanized, indus-
trial nature—capital investment in
farms and degree of mechanization
have risen in proportion to increased
productivity,

Agriculture is an extremely impor-
tant part of Canada’s economy, ac-
counting for 80 per cent of the activity
in the primary industry sector, In
terms of employment, it continues to
be the leading primary industry ahead
of forestry, lz:hlng. mining and oil
production. In 1973, more than twice
as many workers were engaged di-
rectly or indirectly in agriculture then
in all the other primary industries
combined.

Dry Land Farming

Canada's special area of expertise is
equipment for large-scale dry land
farming, since 82 per cent of the
country's farmland lies in the Western
Canadian Praries,

A broad range of farming is carried
out across Canada with emphasis on
five main types: dairy; livestock;
grain; combination grain and live-
stock; and special crop farming,

While 82 per cent of Canada’s farm-
land lies in the West, farming is
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carried on in all provinces and the
Yukon and North West Territories.
Farms specializing in geucral live-
stock production are found mainly in
Alberta and Ontario, and to = lesser
extent in Quebec and Saskatchewan,
Quebec and Ontario have the most
dairy farms but almost half of Nova
Scotia’s farms are devoted to dairying,

General grain farms with such crops
as wheat, rapeseed, oats, barley and
flax are found mostly in Saskatche-
wan, Alberta and Manitoba, These
g;ovincea also have the largest num-

r of farms engaged in a combina-
tion of grain and livestock production,
The Prairie Provinces’ most important
crop is spring wheat, more than 23
million acres (9,308,100 hectares) of
which were seeded in 1074,

Canadian Pasta Promotion

Public Relations Services Ltd.
by Una Abrahamson

The Canadian Pasta Manufacturers
two press luncheons in Montreal and
Toronto resulted in excellent and fre-
quent use and mention of pasta in all
media. The luncheons generated not
only print features, but also full
colour spreads in weekend rotos. A
30-minute TV film of pasta cooking
was made by a well-known food edi-
tor for bicycling around a TV net-
work. Other activities have included
a number of radio broadeasts on pasta
for budgets, pasta for entertaining,
and pasta parties.

A request was made by a major
utility company for their home econ-
omist demonstrators to visit a pasta
manufacturing plant, and this was a
successful afternoon. Pasta Is now
part of the food demonstrations given
at their showroom cooking schools,

Leaflets

There are still continual roquests
for the first leaflet Pasta Fun and this
is mailed in either English or French,
On the press is the second leaflet:
Pasta, Plain and Fancy. As before, it
will be available in both French and
English In addition, there have been
cooperative efforts with a number of
other leaflets including one issued by
the canned salmon insustry. and the
other, a large winery,

Pasta samples have been distrib-
uted to selected food writers on a
regular basis for “testing and telling.”

We have received excellent pub-
licity in free editorial space since

August, 1976 in the leadiip
newspapers and magazines 1 Eleh
clude:

The Toronto Star, Victora P,

Times, Regina Leader FPos , W;

peg Free Press, Vancou er §

Kitchener-Waterloo Recor|, §

ford Beacon-Herald, London Fy

Press, Brantford, Expositor, Oty

Citizen, Peterborough Examip

Kingston Whig-Standard, Niagpy

Falls Review, Windsor Star, i

monton  Journal, Montreal §y

Sherbrooke Record, Weekend Myg

azine, etc., etc. (Weekend magarm

has a circulation of 1,663,691),

It should be noted that thescpa
and magazines have given over i}
food onFumns more than once in thi
period.

Craft Accessory

During the Christmas scason
series of articles on using pasta as
craft accessory were pm(f:lced o
were picked up by Canadian Pres
the wire service that is recejved by al
Canadian media, This resulted int
mendous coverage. In addition
Montreal Star did a full feature o
this aspect using local children. Th
Toronto Star photographed a chil]
pasta-crafter.

The Incredible Egg

America’s egg producers, represen:
ed by The American Egg B.ard, i
troduce their first-ever nat im-wid
advertising campaign for cgy withs
full-page, four-color ad in [anuay
Family Circlo.

At the same time, televis n con
mercials for “The Incredibl Edible
Egg” will begin appearing n eals
evening news shows on all th: e majr
networks, The network sche: e wil
be supplemented by additic al spot
commercials in the top 20 m: kets.

A nationwide radio cam; ign o0
the CBS and Mutual networl - also i
scheduled. And additional 1 lli{!ﬂ:::

ages will appear in Better Ho
E: Carduus.p Redbook anc  Gool
Housekeeping,

Each magazine ad, including the
first ad in Family Circle, will offer2
prize-winning recipe booklet for just
25¢.

“The Incredible Egg” is a pretefflﬁ].
campaign that has proven its abilit
to increase egg sales during tests I
Chicago and St. Louis.

THE MACARON] JOURNAL

ASEEG%] \

Bl | STORAGE

A | !ly automatic bin storage system for
free | owing materlals —Product is con-
veyed from processing into the Aseeco Bin
Siorape System by means of conveyors.
The operator can fill any bin by operating a
selector switch at floor level, In a few hours,
when the bin is full and a signal is actuated,
the next bin can be selected manually or
wiomalically. 3

Material is discharged from bins on de-
mand from packaging or processing ma-
chines. Automatic discharge gates at bottom
of bins control material flow into belt or
Vibra-Conveyors,

are available in sanitary construction with bolt
ornw:ld on support structures. Optional equipment
provides for a complete automated storage system for

surge storage or overnight storage.

OPTIONAL EQUIPMENT:

¢ Bin Full Signal System

¢ Bin Empty Signal System
¢ Bin full light indicators

* Bin empty light indicators

* Lucite view ports on side and boltom of bins

* Y type multi discharge outlets
* Spiral lowerator chutes

* Multi-station infeed conveyors
* Under bin collector conveyors
* Pneumatic control panels

* Electrical Control and indication panels
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by Dr, Phillip ], Wingate
a research chemist of the
Photo Products Department of the
DuPont Company

The civilized part of the Luman
race in recent years has become
frightened by chemicals and at times
seems to wish that it could do away
with them entirely, This is unfor-
tunate for two reasons. First, it is
not necessary, and, second, it is im-
possible.

The world is made up of chemicals,
and the air above us as well as the
oceans and continents around us are
seething masses of chemical reac-
tions, Happlily, this has always been
true, so there is nothing to be alarmed
about. The human race grew tall and
strong or soft and round, according
to your preference, while exposed for
countless centuries to all sorts of
chemicals. In proper doses they do no
harm and actually are necessary for
a healthy human race.

Most people learn early in life—
from exposure to such things as horse-
radish, Tabasco, and even table salt
—that while a little bit of something
can be very goot, a whole lot can be
a disaster. Not everyone learns this, to
be sure, and some people have trouble
all their lives with such things as
alcohol, chocolate sundaes, and gar-
lic. Nevertheless, the idea is sound,
and most people agree,

However, it is astonishing how
many people have trouble if they
start at the end and work back to
the beginning. They tend to think
that if a lot of something is very bad,
then even the tinlest amount must
surely be a little bad and will destroy
the human race in a few years. Give
us zero exposure to chemicals, they
say, and the cyclamates were banned
entirely because huge doses caused
cancer in some experimental animals,

They persistently ignore a multi-
tude of well known facts, The salts of
copper, tin, cobalt, and even iron, in
large quantities, are poisons, but every
onc of them, in small quantities, is
necessary for healthy human life, The
freshest fruits and vegetables, grown
using only natural fertilizers, are filled
with an astonishing array of chemi-
cals such as hydrocarbons, ketones,
esters, lactones, acids, alcohols, and
mercaptans. But despite all this, or
more accurately because of it, they
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Horseradish and Humility

smell delighitfd, taste deliclous, and
are exceedingly nutritious,

A Slice of Onion

Many people like a slice of onion
with their hamburger, but one reason
why an onion tastes like an onlon is
that it contains some propyl mercap-
tan, Garlic contains aﬂyl mercaptan,
and an oyster on the half shell has just
enough methyl mercaptan in it to
make it smell like an oyster, Mercap-
tans, in their proper place and con-
centration, are delightful. However,
that foul odor often found near ol
refineries is also largely due to a
variety of mercaptans, and the effec-
tive ingredient in the spray released
by an angry skunk is mostly butyl
mercaptan.

What would be the likely reaction
of the public if a manufacturer of
breakfast foods proposed to improve
the taste of his products by adding
small amounts of the following chemi-
cals to them: acetone, actaldehyde,
methyl butyrate, ethyl caproate, hexyl
acetate, methanol, acrolein, and cro-
tonaldehyde?

No doubt the air would be full of
flying injunction sand sticky lawsuits
because every one of these chemicals
is a poison. Methanol, for example, is
another name for wood alcohol, ‘a
deadly poison, and crotonaldehyde
has been used in making “Mickey
Finns." Bartenders in rough sections
of town have used it in drinks to get
rid of unwanted customers for many
years, A tiny dose will quickly re-
move the customer from the bar and
a larger does will remove him per-
manently.

Ripe Strawberries

Nevertheless, all eight of the chem-
fcals listed above are found, along
with many others in ripe strawberries.
Skeptics may question these facts but
they are well documented in Hel-
vetica Chimica Acta (Vol. 47, page
1215, 1064), one of the soundest and
most respected scientific journals in
the world.

Not only is a ripe strawberry loaded
with chemicals, but it acts as a chemi-
cal reactor right while it sits on the
breakfast table waiting to be eaten.
The acetaldchyde is belng oxidized
to acetic acid, the crotonnﬁlehyde to
crotonic acid, and the methanol to
formaldehyde. In fact a single straw-

berry may have going on In  reae
tions almost as complex and iverse
as those going on in the atm phere
above all of Arizona, Here ¢ e i
belng formed and destroyed nitro.
gen oxides are attacking the esters
and ketones given off by bill.ons of
orange blossoms and trillins of cactus
flowers, carbon monoxide from thou.
sands of cars is being oxidized to
carbon dioxide, and terpenes drifting
in from the redwood forests of Cali.

fornia are reacting with the ozone and |
oxides of sulfur blowing up from B

Mexico.

Helvetica Chimica Acta, in Volume
67, also gives an onalysis of n
raspberries, but if Volume 47 has
ruined your appetite for strawberries
perhaps you should not look at Vol-
ume 67, Raspberries also are good
with cornflakes.

Sauce of Humility

Scientists, aware of these facts and
thousands of otheis showing that
chemicals are all arovnd us and can-
not be removed, are amazed that
nonsclentists pay little or no attention
to it all. They think the nonscientisis
should pour a generous helping of
the sauce of humility on the recom-
mendations which they offer so freely
to the rest of the world.

A reasonable suggestion. Dut the
sauce of humility is just as badly
needed by the sclentists who almost
never leamn, soon enough, all ! ¢ haz-
ards associated with the produ s they
make and handle. Things whic' chem-
ists thought to be perfectly | mless
a few years ago, such as vinyl « loride
and beta propiolactone, hay  been
found to be carcinogenic, V le it
is neither necessary nor pos e o
have zero exposure to chemic. -, itis
wise to handle them with a cgree
of caution proportionate to 't Ig
norance—which is often grea!

’So give us a little lmlr)m lﬂll‘-“]i

ease, to things up, bu' don
Everdo it bggguso l.hb::re is quit abit
of allyl isothiocyanate in horsc adish-
We do not know all the hazards which
may be associated with allyl isothio-
cyanate, but we do know that if you
put a spoonful of pure, freshly groun
horseradish in your mouth all at oncé:
you probably will be cautious with
allyl isothiocyanate the rest of your
life,
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Use of Various Protein Sources in Pasta
Merlin D. Breen, Orville J. Banasik," and David E. Walsh®

1 Published with the approval of the Di-
rector of the Agricultural Experiment Sta-
tion, North Dakota Stale University as
Journal Series No. 716,

2 Assistant Professor and Frofessor re-
spectively.

3 Present address: General Nutrition, Far-

go, North Dakota,
C orn, wheat, rice and soy furish
most of the food energy and food
protein consumed in the world, Pasta
products form a class of foods which
are economical, easy to prepare, shelf
stable, and can be served in many
different ways. Since the products
are extruded, additives can be easily
blended into a formula. The major
nutritional limitation with wheat pro-
tein is its low lysine and to a lesser
degree threonine content. Also, its
protein efficiency ratio is less than
half of that of casein.'® Therefore, by
the selective addition of protein to
vasta, nutrition can be improved and
protein content increased.

The amount and type of additives
permitted in pasta are controlled by
FDA as published in the Federal
Registry, In 1855, egy whites were
allowed to 2.0%, milk to 8.8%, nonfat
dried milk (NFDM) could be added
in levels to 12.25% and soy flour to
49.9%.4

Macaroni when made with whole
milk deteriorated quite rapidly but
when made with NFDM at the 15%
level, produced pasta of high pro-
tein quality, required less cooking
time but still tolerated heating better
than conventional paste us reported by
Glabe, et al?

Durr?® studied the effect of milk
protein on the cooking quality of
macaroni and found that whey pro-
teins have low water absorption and
cause reduced firmness. Casein can
be prepared in numerous ways and
all types tend to cause a disruption
in the essential gluten frame work of
pasta, The use of whey also causes
some processing problems.

Seibles® reported that heat coagu-
lated whey, eliminated the processinﬁ
problems normally encourtered wit
whey protein. A slight, but acceptable,
texture and taste dilference was noted
for this macaroni product,

Soy products which are economical
quality protein sources has been used
in feed rations for many yecars and
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has recently become a major food pro-
tein source, Soy flour was studied
early and was allowed in wheat and
soy macaroni! Paulson" reported
testing soy fortified pasta in 1060
and concluded that the pasta had im-
proved firmness, particularly for
canned foods and had acceptable
flavor. Generally, early soy products
produced pastas with darker color, a
slightly bitter taste and had reduced
elasticity.!®

After the USDA started buying
high protein pasta for various pro-
grams a number of new combinations
were Investigated. After the change
to allow increased levels of N1 DM,
the purchases included this product.
In 1971, the USDA started buying
enriched macaroni with improved pro-
tein quality,” A product meeting these
requirements was being tested by
General Foods Corporation under the
name of “Golden Elbow Macaroni”,
The cooking qualities were poor be-
cause the major ingredients were
yellow cornmeal and soy flour with
wheat products comprising a low
level. After much discussion and ob-
ections from the pasta Industry, the

DA published a new standard of
Identity which stipulated that mac-
aroni products may contain other safe
and edible products as long as the
wheat endosperm is the largest com-
ponent.

Yeast protein has recently become
a real possibility in pasta fortification,
A scries of new products have been
introduced containing torula yeast
produced from ethanol. The yeast was
blended with semolina to produce
high protein pasta. A product contain-
ing 9% torula yeast and 91% semolina,
had a protein content of 18.0% and
the PER value was almost doubled
nver conventional pasta.” The cooked
weight was slightly lower, the cooking
loss was unreported and the product
retained a slight meaty flavor. An
elastic texture was reported as well as
good stability to heating. No report of
method of flavor evaluation was
given,

Fish protein concentrate was re-
ported to be an acceptable additive
in noodles.! Ten per cent fish pro-
tein concentrate increased the PER to
3.35 compared to 3.21 for casein,

Since there have been nuinerous
attempts to fortify the protein i\ pasy
products, there appeared to be a need
to determine what effect each type of
product has on t aste, cooking quality
and on the color of pasta. Very litle
attention has been given to the testing
of cooking quality or the arganolepti
cal properties of protein fortified
pasta. The objective of the study was
to study a variety of protein materials
and to determine their effect on the
quality of the spaghetti as measured
by a color determination, a uniform
cooking test and a taste panel cvalu-
ation.

Materials and Methods

High protein food materals were
selected to represent the variety of
types available or under study for
commercial production. A preliminary
processing with the micro method
eliminated 17 protein materials from
further consideration on the basis of
unacceptable color. The remaining
thirty-four protein products investi
[g):ted in this study were supplied by

e following firms: Central Soya,
Chemurgy Division; Archer Daniel
Midland Co., Ralston Purina; A. E
Staley Co.; Far-MarCo.; Grain Proc
essing Corp.; Cargill, Inc.; Vorden,
Inc; CPC International, Inc: Pills
bury; Viobin Corp.; Breed: Food
Products Corp.; Keep Chemi: 1l Co;
Midwest Solvent Company I ; Egg
City; National Cottonseed 1 oducts
Association, Inc.; Northem 1 gional
Research Laboratory and the ~epart:
ment of Commerical Fisherie: within
the Department of Commerce. Jurum
semolina was obtained from th North
Dakota State Mill an: Elevat. -

Each protein product was | ended
dry with semolina in levels tha would
produce final protein levels ! 15%
17.5% and 20%. A product pt wluced
from 100% semolina was process
each day as a control. Tinme: liately
before pi ssing, each 2000 g .\am[.)lf
durum was thoroughly mixed with
distilled water to produce a dough
containing 31% moisture (som¢ vark
ation was used when necessary to %
sure proner processing). The mised

dough was rocessed on a DEMACO
Laboratory press and extruded ¥
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ghet!'. A teflon coated die (1.6 mm

ping: | was used and 18 lbs vacuum
s mi atalned on the feeding sec-
in of the extruder. The die and
atruder tube were temperature con-
olled .t 49° C.

The v =t spaghetti was held for 15
ginutes at 70% relative humidity and
7°C bofore being transferred to a
bboratoiy macaroni dryer.® The dryer
ns operated at a constant tempera-
wre of 43° C and the relative humid-
ity lowered linearly from 5% to 65%
nan 18 hour cycle. After the cycle
wis completed, the spaghetti was
dwly cooled to room temperature
ud stored ut ambient temperature
ind humidity.

Moisture (Method 44-15) and pro-
win, N x 5.7 (Method 46-10) were de-
kmined for each protein and spa-
gettl product as described by AACC
\pproved Methods.! Spaghetti color
vis determined on the dry, uncooked
anples using the reflectance colori-
weter according to AACC Approved
Method 14-22.' Cooked weight was
ktermined by boiling 10g of each
umple for 20 minutes in 300 ml of
biling water. Twenty minutes was
w as a uniform cooking time which
dlows for cooking stress to be placed
w the sample. After cooking, the
umples were drained, rinsed and
weighed to determine cooked weight.
?Mmoking loss (residue) was deter-

Firmness was determined by cutting
Wostrands of cooked spaghetti using
i1pecia’ tooth assembly and 1easur-
of the 'otal work required with a
Uiivers:. Instron instrument.”® Each
whked mple was tested in tripll-
average reading was con-
g.-cm. units,

. ture and flavor of each high
aghetti was determined by
nel evaluation. A taste panel
sople was selected on the
their ability to distinguish
nd taste differences of se-

kied 5; nples, Samples representin
e di' arent levels of protin prod-
M and o control were cooked in
g \-ater for 15 minutes {normal
ing lime), drained and served to
pncl. The samples were ex-
Bined under reduced red lighting,
The cvaluation of the samples
g soy products is reported in
Tble 1. Full-fat soy flour reduced
nuI"‘tg:nlﬁmmt.l at all levels and the
est levels would he unpecept-

e an
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able for color. Defatted soy flour color
score was not changed significantly
at the 15% protein blend but was
reduced when used in high levels,
The color values for 17.5 and 20.0%
protein blends would be acceptable
color values even though they were
lower than the control. The toasted
and the lecithinated floziz have com-
parable results.

The soy protein concentrates re-
quired less product to reach high
protein levels compared to soy flours,
These blends contained higher a-
mounts of semolina and thus pro-
duced a higher color score for the
20% protein blend. The color values
are highest in the blends (17.5 and
20.0%) when soy protein isolates were
used.

The wheat germ proteins (Table 11
were unacceptable for color at all
levels. The color of the nonvital wheat
gluten blends was acceptable for the
15 and 17.5% protein blends but not
t asted without use of salt or seasoning
and were rated on a hedonic scale of
1.9 (9 bLeing the highest score) for
mouth feel (texture) and flavor. A
numerical taste score was assigned
to each of the randomized samples,
each series of samples were evalu-
ated on two different days and the
average result recorded, All data was

converted to per cent of the control
value.

Results and Discussion

Color Changes

A homemaker, when buyinF pasta,
will compare the color with other
products and choose first on color.
Repeat buying will probably be based
on cooking of the pasta but initinl
buying requires that pasta have n
golden amber color and a bright
translucent appearance, This can be
objectively measured by utilizing a
color reflectance meter using the
yellowness and brightness readings. A
better color comparison is made if the
values are expressed as per cent of
the color of the control sample
processed on the same day as the
test samples. The normal variation
for these values is =+ 2.2%. Relative
color scores of above 80% are in the
acceptable range.

Tables I and II report the product
iypes, the number of samples aver-
aged to obtain the scores, *he aver-
age protein content of the products
tested and the relative spaghetti
color scores for the 38 levels of pro-
tein used.
at higher levels. Only the 15% pro-
tein blend had acceptable color for
vital wheat gluten, Spaghetti from
com protein isolate was acceptable

TABLE 1
Average Change In Spagheitl Color Using Soy Protein Products

Products

Color, % of Conirol Coler

Soy Product Tested Profein % Protein in Blend

No. % 0 17.5 20.0
Full fat flour 1 364 93.7 B1.2 62.5
Defatted flour 48.7 98.2 913 86.6
Defatted flour, toasted 2 48.2 94.1 B4.9 78.8
Lecithinated fAour 1 39.8 107.1 85.7 B7.5
Protein concentrates 3 61.0 100.0 91.9 85.6
Protein isolates 9 82.7 97.1 95.7 91.1

TABLE 11

Average Change In Color In Spaghettl with Incrensing Amounts of Various Proteln Products

Products
Tested l‘ro.leln

Color, % of Control Color

Product % Proteln in Blend
., No. % 15.0 17.5 200
Wheat germ protein 2 69.3 B2 17.6 14.6
‘Wheat glulen, vital 2 623 85.2 R2.6 82.6
Wreat gluten, nonvital 1 82.0 94.1 94.1 16.4
Corn protein isolale 1 82.4 93.7 81,2 68.7
in isolate,

ot o A 86.7 764 64.7 529
Oat protein concentrale 1 79.0 B1.2 68.7 56.2
Defatted cottonseed meal 1 504 62.5 50.0 3715
Defatted fish meal

co.ncenlrlt:d i 1 88.8 100.0 100.0 100.0
Egg albumin 716 1059 100.0 100.0
Whey protein ,acid 1 573 100.0 105.6 105.6
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(Continued from page 27)

in color at low levels of use but not
at higher levels. Oat protein and
cottonseed meal conrtibuted to poor
pasta color, Defatted fish meal, egg
albumin and whey proteins were very
acceptable and their blend spaghetti
had even better color than the con-
trol at all levels. The various addi-
tives had different effects on the final
color, The soy blends tend to be
yellow to brown with low brightness,
The egg albumins have natural yellow
color and whey adds primarly bright-
ness,

Cooking Properties

The cooking qualities of pasta are
thably the most important quality
actor after color, Our cooking test
measures  water uptake (cooked
weight), cooking loss or residue, and
cooked spaghetti firmness.

The cooked weight of soy fortified
samples are reported in Table IIL
All values were significantly different
than a 100% semolina product (con-
trol) but these values were generally
acceptable. Only the full fat soy flour
and the lecithinated soy flour have a
relative value of less than 90% and
were considered low. Table IV dem-
onstrates that the wheat gluten, de-
fatted cottonseed meal, egg albumin
are poor additives relative to the
cooked weight of the blends parti-
cularly at the 20% protein level. Oat
proteln concentrate, defatted fish
meal, and corn protein isolates pro-
duced blends with excellent cooked
weight at 15 and 17.5% protein levels
and acceptable at the 20% level, Whey
protein had good water absorbtion
at the first two protein levels.

The cooking loss data for soy-
wheat pasta is reported in Table V.,
Full fut soy flour had very high and
unacceptable loss even at the lower
protein level. The toastlnf of soy
flour reduced the cooking loss com-
pared to untoasted defatted soy flour
except for the 20% protein blends,
The soy protein concentrate had very
good cooking loss values and was the
best of soy products, including the
soy isolates, Wheat gluten (Table VI)
had a reduction in cooking loss with
the vital gluten being better than
nonvital, Egg albumins also reduced
spaghetti cooking loss but all other
additives caused a high increase in
cooking loss. Wheat gluten would
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TABLE Il
Average Cooked Weight of Spaghettl with Increasing Amounts of Soy Prod oy

——

Products Cooked W, % of Coutrol V
Tested % Preiels in Kool v ine
No. 150 17.5 0.0
Full fat flour ] 91.9 B6.1 18
Defatted flour - 96.4 93.6 1.6
Defatied flour, toasted 2 96.2 91.6 2
Lecithinated flour 1 91.5 877 44
Protein concentrate k] 934 91.9 722
Protein isolates 9 98.5 95.0 927

TABLE 1V

Average Spaghett] Cooked Weight with Increasing Levels of Varlous Protein Products

Products
Tested
No.

Frotein Product

Cooked We! % of Control V,
% 'ﬁ:'eh in Blend " ™
15.0 175 200

Wheat germ protein 2 974 92.5 87.5
Wheat gluten, vital 2 88,2 824 80.1
Wheat gluten, nonvital 1 949 933 90.1
Corn protein isolate 1 959 939 B4.3
Corn protein isolate, deoiled 1 978 1039 97.7
Oat protein concentrate 1 98.9 91.9 911
Defatted cottonseed meal 1 B8.3 89.6 853
Defatted fish meal, concentrated 1 101.5 102.1 1049
Egg albumins 1 92,6 89.8 874
Whey prolein, acid 1 97.1 93,7 722

TABLE V
Average Cooking Loss with Incressing Levels of Soy Prodeln Products

Products Cooking Loss, % of Coatrol Value
Tested % Proteln In Blend
Soy Protein Product No, « 15.0 17.8 200
Full fat flour | 150.6 198.7 1
Defatted flour 6 130.8 144.6 1504
Defatted flour, toasted 2 1124 124.6 151.7
Lecithinated flour 1 106.6 98.6 1306
Protein concentrate k] 10013 1243 1112
Protein isolate 9 109.9 122.6 1223
1 Sample completely disintegrated.
TABLE V1
Average Spaghetti Cooking Loss with Incressing Amounts of Various Profeln )' sducts
Products C of Coatrol \ ue
Protein Product Tented mm!:‘.‘ l‘mh*h In Blend
No. 15.0 17.5 10
Wheat germ protein 2 126.6 1736 4l
Wheat gluten, vital 2 856 . 768 5.1
Wheat gluten, nonvital 1 109.4 1113 68
Corn protein [solate 1 95,7 1142 0.0
Corn protein isolate,
deoned 88.7 138.0 1.3
Oal protein concentrate 1 121.7 116.6 5.5
Defatted cottonseed meal | 94.2 104.2 14
Defatted fish meal,
concentrated 1 1108 126.5 i3
Egg albumins 1 96.3 90.7 S
Whey protein acid 1 102.4 1326 36l
p—

thus be helpful to reduce cooking
loss if added in low levels along with
high cooking loss products .
Spaghetti firmness measures a part
of the desirable factor referred to as
a_characteristic bite, The resistance

to cutting can be measured as th¢
work required to cut two

strands of spaghetti, Table VII report
the firmness scores for the soy pr*
ucts when blended with semolina 0

(Continued on page 32)
THE MACARONT JOURRAL

Invest 1¥%c per cwt. ﬁ;#”m
monthly in pasta d*”
production promotigh, "= o
consumer education, ="
and trade advertising

to keep sales up.

Constant promotion of macareni, spa-
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(Continued from page 30)

produce high protein pasta. Full fat
soy flour caused reduced firmness at
high levels while all other products
produced firmness equal to or greater
than control spaghetti. This agreed
with early reports which recommend-
ed soy as a factor to maintain firmness
of canned products.

Other products and their effect on
spaghetti firmness are reported in
Table VIII. Wheat germ, and whey
Fmtein reduced firmness values
rom 96.1 to 762% and from 1009
to 35.0%, respectively. Corn protein
isolates caused decreasing spaghetti
firmness as the level of additive in-
crensed and fish protein concentrate
reduced firmness when used in the
20% protein level. Wheat gluten, de-
fatted cottonseed meal and particu-
larly egg albumins caused increased
firmness with increased levels of
product. Egg albumin was the most
significant, as it had a value more than
twice that of the control (258%) for
the 20% protein level, This important
quality of egg albumin and to a
lesser degree wheat gluten, must be
considered wiih other characteristics,
such as a taste evaluation, to decide
upon the value of this product in high
protein pasta.

Taste Panel Evaluation

Each spaghetti sample was evalu-
ated by a five member taste panel.
The samples were compared to a
100% semolina control product and
scored 1-9 with 9 being best and 4
or below unacceptable. These values
were averaged and expressed as %
of control, All soy products were ac-
ceptable but low at the 20% protein
level (<50% acceptable) except full
fat soy flour (Table IX). This product
was rated unacceptable at the high
protein level. The taste quality was
diluted even at the 15% protein level
but the soy isolate gave the highest
value at this level. Wheat germ, corn
protein isolate, egg albumin and whey
protein as summarized in Table X all
produced poor taste scores even at
the lowest level. Fish protein con-
centrate, ont protein concentrate, de-
fatted cottonseed meal and wheat
gluten produced the best taste panel
values,

Summary

High protein pasta was prepared
adding numerous types of protein ma-
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TABLE VIl
Average Firmpess of Cooked Spagheitl with Increasing Amounts of Soy Profeln

A W ey
ARG CICRER

Products Firmpess, % of Costrol Valu,

Soy Proteln Product  Tested % Proksin tn Blend
No, 150 17.5 W0
Full fat flour 1 177 88,8 16
Defatted flour 106.0 107.0 148
Defatted flour, toasted 2 109.7 102.7 16
Lecithinated flour 1 107.5 8.6 1031
Protein concentrates k) 1222 117.7 14,6
Protein isolates 9 974 101.5 1048

TABLE VIl

Aversge Firmness of Spaghelt] as the Level of Varlous Protein Products Increases f§

Products

Firmness, % of Cowntrol Value

Proteln Product Tested % Protein In Blend
No. 15.0 178 200
Wheat germ protein 2 96.1 770 762
Wheat gluten, vital 2 124.2 137.0 1584
Wheat gluten, nonvital 1 1257 124.1 150.7
Corn protein isolate | 100.5 88.4 79.1
Comn h)rol:ln isolate
deoiled 1 100.0 53.7 56.0
Oat protein concentrate 1 1113 136.1 156.1
Defatted coltonseed meal 1 129.8 136.4 159.7
Fish protei nconcenirate 1 97.8 99.1 944
Egg albumin 1 1516 200.2 2580
Whey protein, acid 1 100.9 74.1 350
TABLE IX

Average Taste Panel Scoves with Increasing Level of Soy Proteln Products In Pasta |

Taste Score, % of Control Value
% Protein in Blend

Soy Proteln Product Tested |

No, 15.0 17.5 2040
Full fat flour 1 80,7 57.6 474
Defatied flour 86.6 79.2 60.2
Defatted flour, toasted 2 87.8 71,2 618
Lecithinaled flour | 90,0 85.0 60.0
Protein concentrates 3 86.1 789 4.5
Protein isolates 9 92.4 B2.4 124

TABLE X

Average Taste Panel Scores with Increasing Levels of Various Proteln Products

+ Past

Product Taste Score, % of Control ¥V e

Protein Product Tested % Proieln In Blend
No. 15.0 175 0
Wheat germ protein 2’ 81.2 63.1 5.6
Wheat glulen, vital 2 85.1 68.4 04
Wheat gluten, nonvital 1 80.8 67.5 15
Corn protein izolate 1 85.7 71.4 W7

Corn prolein isolate,

deoile 1 794 51.2 74
Oat prolein concenlrale | 95.0 90.0 15
Defatted coltonseed meal 1 B7.8 82,9 07
Fish protein concentrate 1 914 828 18
Egg albumins 1 68.4 737 2.3
1 83.3 47.2 17

Whey protein acid

{

terials w0 semolina at various levels,
The so0y Jamtein isolates and soy flour
are good additives when judged by
color, cooking loss, cooked weight and
finnness of the resulting product,
With high levels, the taste panel
evaluations rated the soy wheat pasta
lower than control. However, the
organoleptic properties of the soy

wheat spaghetti are not object mabl§
Corn and wheat germ protein ssolatl
produced poor taste and poor col
in spaghettl, \Whey protein t'umsl !
ment the semolina protein to yiel
high quality protein product but
would be a poor mar')r ingredient i
pasta because of high cooking los
and low firmness.
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Whe . you buy freshly-milled truck-delivered SAMCO No. 1 Semolina

“no wait” weights!

fom Seaboard there's no weight guessing. You
fece: a the exact amount of product you pay for, Here's why:

E'ach ampty truck is driven on to the platform scale at the mill

Site i nd the tare welght recorded on the weight ticket.
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fravity-filled in minutes. Back to the same scale for

fecor:ling of gross welght. Then product, accompaniad by the weight
ticket, s quickly on the way.

SAMCO No. 1 Semolina . . . treshly-milled, truck-delivered,
xact weights,

Seaboard , . , the modern milling people,

Seaboard Allied Milling
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i A R S o Y i




Protein Additives
(Continued from page 32)

Acknowledgment

Ths authors would like 1o thank Thomas
Thielges, Jo Ann Bell, and Bruce Johannes
for thelr technical assistance. The financial
assistance supplied by the National Wheat
Institute and the North Dakola State Wheat
Commission Is gratefully acknowledged.
The assistance of K. A. Gilles in coordi-
nating this project is also acknowledged.

References

1. American Association of Cereal Chem
ists, 1962, Approved Methods of
AACC, The Association: St. Paul,
Minnesola,

. Clausi, A, S. 1972, Cereal grains as
dietary sources for developing highly
acceplable high protein foods. Food
Technol. 25 (B): 821,

. Durr, P, 1973, Enrichment of macaroni
with milk protein Buhler Diagram 57:
12

. Federal Registry 20: 9575. December
20, 1955.

. Federal Registry 31: 5618. April 9,
1966.

. Federal Registry 37: 18527, Seplember
13, 1972,

. Food and Nutrition Service, USDA no-
tice 218, February 22, 1971.

. Gilles, K. A., Sibbitt, L. D., and Shuey,
W, C. 1966, Automatic laboratory
drler for macaroni products. Cereal
Scl. Today 11 (8): 322,

, Glabe, E. F., Anderson, P. W., and
Goldman, P, F, 1967, Macaroni made
with nonfat milk. Cereal Sci. Today
12 (12): S510.

. Hoskins, C. M, 1961. Additives and
new products for the macaronl in-
dustry, Macaronl Journal 43 (6): 36,

k15

. Kovacs, L. E. 1964, The values of de-
fatted wheat germ in macaroni. Mac-
aronil JoJurnal 46 (4): 64,

. Matsuo, R. R., Bradley, N. W., and
Irvine, G, N. 1972. Effect of pro-
tein conlent on the cooking quality
of spaghettl. Cereal Chem. 14 (6):
707.

. McCormick, R. D, 1975, Improved
flour and nutritional enhancement for
pasta products, Food Product De-
velopment 9 (6): 11,

. Paulson, T. M. 1960. A study of maca-
roni produ:s containing soy flour,
Food Te.hnol, 15 (3): 118,

. Seibles, T. S. 1975. Whey protein for-
lification of ma-aronl, Cereal Foods
World 20 (10): 482.

. Walsh, D. E, 1971, Measuring spaghelli
firmness. Cereal Sci. Today 16 (7):
202.

. Walsh, D. E,, Youngs, V. L., and Gilles,
K. A. 1970, Inhibition of durum
wheat lipoxidase with L-ascorbic
ncid. Cereal Chem. 47: 119,

. Woo, H. C,, and Erdman, A. M. 1971,
Fish protein concentrate enrichment
of noodles, J. Home Econ. 63 (4):
263,

Macaroni products have a high co-
efficient of digestibility.

Can Nutrition Sell?

from The Professional Nutritlonist

Question. Can nutrition considera-
tions serve as effective forces in food
marketing?

If the answer is, “yes,” that means
consumers perceive nutrition as a pri-
ority area of concern and a key to
their food purchasing behavior, Thus,
in turn, would suggest a marketplace
need and therefore a marketing op-
portunity. The inputs of nutritionists
would be critical to fully meeting this
need and developing this opportunity.

The question is indeed the key.
Let's explore the answer,

Answer, The traditional answer of
food marketers generally has been a
strong, “no”l Efforts to market foods
primarly on a nutrition basis in the
past had not met with much success,

As a result, the inputs of nutrition-
ists were elther not sought at all by
food manufacturers or were relegated
to minor roles. The inputs of food
technologists, dietitians, home econo-
mists, biochemists, and food market-
ers, tended to focus more on taste,
texture, appearance, cookability and
storability than on the intangible
quality of nutrition per se,

Focusing on the products’ basic
characteristics, those obvious to the
consumer, is indeed a necessary con-
dition for effective marketing. Con-
sumer acceptability is determined by
a whole series of product attributes,
not just nutritional value. Addition-
ally, the acceptance Is critical to meet-
ing nutritional needs because “food
is not food untll it is eaten.”

Nutrition Awareness

Still, the nutritional dimension of
food has been relatively neglected by
the food industry, The neglect, how-
ever, appears to be disappearing be-
cause the nutrition factor has become
of more concern to public policy-
makers, consumers and to perceptive
food manufacturers.

It hos become quite obvious that
nutrition awareness finally is increas-
ing among all these groups,

The roots can be traced (in part) to
the recognition in the late 1860's that
more than ten million people in the
United States were ill-fed and under-
nourished, Congress held hearings,
and in 1960 the President inaugurated
the White House Conference on Food,
Nutrition and Health, This gathering

set in motion many public and p vate
nutrition activities.

On the government side, { lera)
expenditures for food nnd nuitioy
programs rose Seven Jold betwee
1869 and 1975, rcaching morc thay
seven billion dollars, The regu atory
agencles also began taking mo.= ag.
gressive nutrition-related action, such
as the Food and Drug Administra
tion’s nutrition labeling requirements,
The underlying concern was that the
food industry had neglected nutri.
tional value and that consumers were
losing control over their Jdiets. Labe\
ing would provide both a stimulus to
industry and more food information to
consumers.

The Federal Trade Commission be-
gan considering regulations for fonl
advertising which would require the
provision of accurate nutrition intor.
mation in food ads, The rationale was
that it is necessary information for
consumers and, therefore, failure to
disclose it would be deceptive adver-
tising,

In tumn, consumers increasingly
have focused their attention on nu-
trition. The world food crisis, rising
food prices, and growing distrust of
the food industry have all combined
to generate greater consumer concem
with the quugiity and price—the value
of food. Even with the recent soften-
ing of food prices, many consumer
appear to be continuing to switch
from *junk” foods of low nutitional
value to more basic items, Con - imers
expectations of food quality ar
and must be met if further
faction is to be avoided.

Nutrition Understandin;

Nutrition interest is up. B
about the consumers’ under: |
of nutrition?

An FDA survey conclud: !
shoppers have a working kne ¢
of nutrition—with 28% of the s
scoring high on the nutrition <
edge score, 38% moderate, a ¢
low. The younger, more ¢
consumers tended to score b

Consumer nutrition knowle:ge _l!
pears to be greater than food marke
ers’ traditional perceptions. Yt co
fusion and misunderstanding still i
prevalent among coisumers. Interes
exceeds knowledge, :

The resulting ignarance gap I‘T .
sents a peoblem for all. It can i

\Continued on page 36)
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The Clean Machine

Piisamatic Il doesn’'t mess around when
ycu've got work to do.

Herc s the swift and steady form-
fill scal system that not only looks
after itself but makes looking after
itareal pleasure.

Pulsamatic |l |s loaded with lots
of little things you'll ar.preciate.

Thoughtful features like a clean
and simple frame that won't trap
product. A forming tube conve-
niently extended beyond it. And

that let you clean under it.
mart touches like a splash-
proof enclosure for the drive. And
electronics in adrip and dust-proof
cabinet that swings out for easy
access to centrally located
preumatics.

(Good ideas like routing elec-
trical, pneumatic and water lines
cable-style, and supporting them
loextend their lives and keep
things neat.

You make timing adjustments
easily since the jaws always close
inihe same position. There's
even a big door at the back that
opens wide for stroke changes.

S0 much for some of the little
things that add up to The Clean
Machine.

Now for exclusive features that
make Pulsamatic Il your profit
center.

You get the industry's first all
integrated solid state circuitry.
And that means a packaging
machine that takes care of itself.

Like continuous self-monitoring
and instant adjustments. And a
pulse generator that replaces the
cam shalft and its tricky adjust-

ments, to make changing product,
bag size and weight a real pleasure.

And to cut downtime! You can
even fine tune while it operates.

Pulsamatic II's diagnostic lights
continuously monitor functions,
telling you everything is running
fine. Or pinpointing a problem.
Again cutting downtime.

If need be, you can change its
plug-in printed circuit boards in
seconds. And no limited life
switches or a cam shaft mean you
package smoothly straight through
every run.

Even its high-speed poly sealing
system assures swift and more
flexible packaging.

And it's all set for your dala
processing needs, now or in the
future.

Run it with a net weighing sys-
tem, like our Flexitron 1600, or
link it to our volumetric or auger
feedors.

No matter where you look, this
system says we know what you
need. You can pay less and get
less. Or you can get a Pulsamatic
Il and watch it pay for itself.

Get the full story. Write us at
Triangle Package Machinery
Company 6655 West Diversey
Avenue, Chicago lllinois 60635.
Or call (312) 889-0200.




Can Nutrition Sell?
(Continued from page 34)

to misdirected or even exploitative
food marketing efforts and misguided
government regulatory actions,

Inadequate nutrition knowledge is
understandable. As a nation we have
made little more than token efforts
toward nutrition education, In addi-
tion, the existing flow of nutrition in-
formation to consumers, managers,
and government officials is frequently
fragmentary, inconsistent, and unin-
telligible to lay people.

Despite this knowledge Larrier and
the traditional food marketers’ bias
against nutrition, companies have in-
creasingly begun to respond in vari-
ous ways,

Several major food manufacturers
have formulated and issued explicit
corporate nutrition policy statements.
Many companies have begun to nu-
lrilion-lnber their products. Nutrition
research budgets are expanding, New
nutrition-oriented products have be-
gun to emerge from product develop-
ment departments. Supermarkets also
have increased their nutrition-oriented
consumer activities. Several chains
have undertaken nutrition education,
nutrition labeling, and have organized
consumer advisory boards. Even fast
food chains have begun to analyze
their foods nutritionally, undertake
vitamin fortification and promote nu-
tritional themes.

This increased food industry move-
ment into rutrition has been a result
of mixed factors: the necessity of
bending to government or consumer
advocate pressures; a desire to meet
rerceived corporate soclal responsi-
l)llity; a need to match competitors’
actions; and an cffort to develop a
marketing epportunity.

Quualified “Yes” Answer

This mounting experience in nutri-
tional food marketing leads one to
conclude that the answer to the open-
ing query about nutrition’s salability
is a qualified, “yes.”

By itself, nutrition will sell little,
But given reasonable organoleptic and
usage characteristics, and competitive
pricing, the nutrition dimension ap-
pears to have considerable import-
ance for consumers,

The increased emphasis on nutrition
is not a fad. It has become institu-
tionalized in national legislation and
by wvarious programs, Nutrition is
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firmly on the minds of consumers and
on the dockets of public policymakers.
The real question for food marketers
(and nutritionists) is no longer whether
to deal with nutrition, but rather how
to do it.

To fully realize the potential will
require greater inputs from profes-
sional nutritionists, Fortunately, the
heightened corporate awareness of
and interest in nutrition has created a
favorable environment in which nu-
tritionists ma: * more important
role.

One of the ke, varriers to be over-
come in this area is inadequate nutri-
tion knowledge.

Before food manufacturers can suc-
cessfully sell nutrition, they have to
understand what they are sellings
Nutrition education tegins at home,
and it is here that foad technologists,
dietitians, home ecouumists, and other
nutritionists plav a key role. Educa-
tion and guidance is also needed at all
levels in the corporation,

Nutrition Knowledge Needed

Top executives need specific knowl-
edge in order to intelligently formu-
late a corporate nutrition policy state-
ment. Marketing managers require it
to make wise decisions on product de-
sign and promotion. Sales people nced
it to do an effective job of selling from
the nutritional perspective,

Food technologists have two im-
portant roles to play: First, they
should provide nutritional profiles of
existing and new products so that the
company’s executives can understand
the nutrient package they are selling;
and second, they have a prime task in
designing products to maximize their
nutritional value within the con-
straints of other produ:t character-
istics important to consumer accept-

ability.

Nutritional blochemists and food
scientists can make an increasing con-
tribution on the research side. Corpo-
rations should increase their research
and development allocations to the
nutritional area to pursue ideas which
eventually will better meet the nu-
tritional needs of consumers.

The market researcher, in turn,
would be wise to employ the skills of
home economist people and dietitians
in gathering more relevant data on
consumer attitudes and ‘desires to-
ward nutrition and foods. Product

promotion managers should 1 ake ,
greater effort to provide consm or .
trition education.

To achieve these goals will Nuire
the fusion of the skills of co: imui.
cations personnel and nutri' onists,
and probably the joint effort: of in.
dustry and government,

Nutrition Has Many Dimen:ions

If the nutritional needs of the pop
ulace are to be adequately met, it
will take the combined commitment
and resources of government and in.
dustry, And it will also require an in- |8
creased involvement of nutrition pro-
fessionals in both the public and pri
vate sectors. This larger role will only
be effective if there is closer interac-
tion and innovation (1) among the
different disciplines within the nutr.
tion profession, and (2) between nutr-
tion and non-nutrition professionals.

Nutrition is not rigid; it has many
dimensions, and involves many disci
plines, To successfully incorporate

etter nutrition into the mainstrean
of our national food system, so that
it can help sell the products, the prac
titioners in our nutrition community
must accept the challenge of an inte-
grated and interdisciplinary approach.

Will Nutrition Labeling Help
Build a Stronger Ame:ica?

Preliminary reports of a: FDA
study indicate that consun 'rs art
concerned about the nutrition 1 value
of food and are willing to p / mor
for extra information, But ¢ ly 1%
consuners out of 5 (figure at on
out) use the information tc chouse
food and beverages. And so = ¢ wo
der how they came up with he fg
ure that 85% of shoppers wi 1d ¥
more for the labeling. ‘

At any rate, then we have Dr. J-i
cob Jacoby, professor of ¢ isum¢
psychology at Purdue Univer: t, 2"
ing, “The program is unlikely ‘0 have
any significant effect on chan:ing the
food consumption habits of Amer
cans.” And as far as we knov, thits
the whole purpose of the program

Doris Derelian of the Cull[nrnl‘:
Dairy Council says most people are!
interested in becoming nutn_lluniﬂ"
anyway (and that's what you'd ol
to be to figure out the labels). TH
just want basic guidelines—like 1

(Continued on page 38)

THE MACARONI JoURWY

o

In a 1973 survey of the enlire
pasta Industry by an indepen-

dent research firm, 67% ol
respondents siated thal a
combination ol microwave and

convenlional drying is “the
method of the fulure.”

Three-stage dryer, 8" x 27’

\Y'S DRYER

- 2 H The microwave dryer is standard 24 hour|7 day
The ploneel'lng IS Over! equipment for any size mac.troni or noodlc plant

Upto 4 times the production in the same faet of floor space (a bargain In
iself vith construction cosls In the $20 sq. ft. range).

Redu' »s Infestation up to 99.89%. Kills: bacteria, Salmonella, E. Coli,
Colife ns, mold, yeast, weavlls and eggs.

—

Mast - asily sanitized dryer. Hose it down or steam it clean.

—

Make a richer looking product; no blanching.

Ener;  savings reported: 52% less BTU's, 6% less KW's,

—_—

lowe  downlime, “We keep an accurale record of all downtime and
expre 31t as a percentage of time down to time s sheduled. Microdiy leads
ourli atless than 2%" — PIt. Mgr., leading mid-wes! operation.

—

"Ml re equipment will be Microdry" — Tech. Div., large pasta plant.

—

Kow! Diewasher by Micro-
. Mare' compact; 2000
PL waler nozzie pressures.

Fnuany, 1977

Compared with conventional dryer
Units In these Ibs./hr. Capacitius: 1500, 2500,
3,000 and 4,000.
Operaling loday al: Golden Graln, San Leandro
(2 units); Golden Grain, Chicago (2 units);
D'Amico, Chicago; Catelll, Montreal; Gooch, Lin-
coln; O. B., Ft, Worth; Lipton, Toronto (2 units);
Gilster Mary Lee, Chester, Il

Completely fabricated and assembled in our
plant. All stainless steel construction. Com-
plete microwave and process control In-
strumentation systems with the unit — no
extras to buy. Personnel generally can learn
operatlon in one day. Continuing consultation
privileges with Microdry.

4
MICRODRY

3

MICRODRY CORPORATION

3111 Fostoria Way, San Rumon, CA 84583
416/837-9108
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Nutritional Labeling
(Continued from page 36)

Four Food Groups (milk, meat, fruits
and vegetables, and breads and cer-
cals). “Teaching people a survival
system of food groups—rather than
the more technical nutrients propo-
nents want listed on everything—Is
the simplest method available.”

We say money speaks louder than
words or legislation. If consumers are
really concerned, let them stop pur-
chasing products that aren’t labeled
to their satisfaction. That's a sure-fire
way of getting a manufacturer’s at-
tention. And his action—without the
benefit of more government regula-
tion, which in the long run just in-
creases the price of consumer goods.

591% Review

@ nation’s laying flocks produced
53 billion eggs during November,
slightly below November, 1975 and
2% below the previcus month. The
number of layers during November
averaged 278.6 million compared with
279 million a year earlier. The num-
ber of eggs produced per 100 layers
produced during the month was the
same as o year ago. Layers on Decem-
ber 1 totaled 280 million, slightly
more than a year ago.

Egg type chicks hatched during
November totaled 36,100,000 up 27%
from the 28,400,000 produced a year
ago. Eggs in incubators on December
1 were 32,500,000, about 15% above a
year earlier,

January output was estimated to
be slightly above last year's level and
about the same as the most recent
three-year January average.

Rccent developments indicate that
pasta plants may be subjected to
an increased number of sanitation in-
spection by the F.D.A. The F.D.A,
sanitary survey report reveals that
17-20% of macaroni and noodle plants
are in violation of good Manufactur-
ing Practices, (GMPS). The Federal
Insecticide, Fungicide and Rodenti-
cide Act (FIFRA) as Amended in
1972 an dagain in 1075 has brought
about changes in the us aend hand-
ling of pesticides. In view of these
developments it is essential that we
review the fundamentals of pest con-
trol in a pasta plant.

A pest may be defined as an organ-
ism which harms man or his prop-
erty, or is likely to do so. The harm

K}
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PEST CONTROL IN A PASTA PLANT
by Surjit S. Kamra

Director of Technical

must be significant, the damage of
economic importance.? This definition
of pest would include insects, rodents,
weeds, microorganisms, nematodes,
ete. Here we will deal only with the
control of insects and rodents most
frequently found in a pasta plant,

Methods of Pest Control

Pest control in a pasta plant may
involve some or all of the following:

1. Sanitation

2. Mechanical Exclusion

3, Other Non-Pesticidal Controls

4. Application of Pesticides

Sanitation

The single most important factor in
successful pest control is sanitation
inside and outside the plant. This re-
quires a commitment by the top man-
agement, teamwork between QA and
production; and, an appropriate use
of both materials and labor. The QA
department at Foulds has developed
a Master Sanitation Schedule which
divides the whole plant into different
sections, Each section is under the
supervision of a foreman who assigns
and supervises the celaning crew. The
QA department in cooperation with
the production department carries
out sanitation inspection and records
the deficiency, if any. This approach
not only assures that each srea has
been cleaned os required, but also
serves as an evaluation of our sanita-
tion efforts; should a problem arise at
a later date, It also provides a perm-
anent record that is available for in-
spection by our customers and regu-
latory agencies.

Mechanical Exclusion

Pests should be kept out by gpre-
venting them from entering the
premises. This involves closing all the
openings, however small, Mice can
enter the buillding through openings
as small as ¥ inch, Windows and
doors should be kept screened at all
times, Eliminate conditions in the
plant that encourage infestation.
Cracks and crevices, especially in the
processing area, accumulate flour and
product dust and provide breeding
ground for stored product insects.
Examine incoming raw materials and
supplies such as flour, wooden pallets

Services, Foulds, Inc.

and packaging materials for .ny sig
of rodent or insect contariinatim
before these supplies enter your ou
system, Corrective action should be
taken in case Infested supplies arg
received,

Other Non-Pesticidal Controls

These would include non-baited
traps for rodent control, inscctocuta
for flying insects, and ultrasonig
sound devices for repellin, ;
Non-baited traps or Ketch-All
effective against mice in food proces
ing areas, Insectocutors control flying
insects and are especially useful dur
ing spring and summer months, Ul
trasonic sound devices offer o
limited protection against rodents in
the plant,

Application of Pesticides

Effcntive pest control will n E;
use of posiicides, along with abow
mentioned measures. Persons respo
sible for use of chemical pesticid
in and around the pasta plant shoul

e L B e R e
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THE HI-SPEED ST-71 Checkwalgher I8 the uitimate in simplic-
Ity, from top to bottom. Features modern, low-prolile design.
Open top construction, simplified scale chaln drive. Remov- it for Bulletin. . . or send detalls of your requirements,
sble side |, for access lo scale and drive. Dual legs with
minimum ftioor contact. All of which means sanitary operation
and easy, low-cost maintenance. Only 38 long 1o fit easily HI-SPEED CHECKWEIGHER CO. INC.
Into any packaging line, P.0O. BOX 314-MJ) ITHACA, N.Y, 14850
HE(?OND 1'8 thNE In performance too! Tha 8T-71 han- PHONE 807/273-5121 « TELEX 937408
dles packages, carlons or pouches wnlnhlré% up lo 32 oz

With excellent accuracy and speeds 'i'f to 350 per minute. Checkweighers * Nel Welghers

Hi-Speed's advanced single board SD-74 contral |s atandard. Melal Deleciors + Material Handling Bystems
Three l\g:en of rejects are avallable: push-off (shown), Conlrol Systems « Walgh/Price/Labelers
moﬁpl;? and drop-through, Counlers and other oplions Micro-computer Systems

avallable.

have an understanding of FIFR/
Some of the highlights of this act in
clude:?

a) All pesticide uses must he clasi
fied as either general or rest: cted.

b) Restricted use pesticide is to b
applied by a certified pes' conto
technician, Some states requ ¢ cert
fication of people using any kind of
pesticide, whether classifiec as
stricted use or general use. i

c) It is illegal to use a csticids
other than as the label or ibelling
directs.

d) Pesticides and its c
should be disposed of as dii
it's label or labelling.

€) You should know your : ite 8%
local regulations. They may ¢ mor
prohibitive than the Federal law.

f) Those who violate FII (1A o
subject to penalties (fine .nd B
terms),

Pesticides should be storcd in
fire protected, dry, well w-nlil:ﬂ“]
and locked separate room. "}h" ]
have a sign on the outside indicati®
“Pesticides Stored. Authorized Perso?
nel Only”, There should be a Wi
ing facility close by, Labels on Pt“"
cide containers should be clean 3

(Continued on page 40)
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When you keep up
on news of the indusiry
it is easy to tell who doesn't.

Send the MACARONI JOURNAL to:

Title ) .
Company.
Address

IT'S YOUR MOVE,

Keep City.
YOUR KEY MEN =
INFORMED, State S, | O

Bill me —__ Bill the Company -

Twelve monthly issues $10; add $2.50 for foreign postage.
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Pest Control
{Continued from page 38)
legible. A smeared or torn label on a
sticide container constitutes a vio-
ation. Never store pesticides in un-
marked containers, especially food
containers.

If the FDA inspector notices any
violation of FIFRA, during his plant
visit, he is supposed to inform FPA
of this violation.

Effective use of pesticide requires
that you must:

1. Identify Problem Pest, This will
determine type of pesticide to be
used. Remember, using a wrong
pesticide is not only uneconomi-
cal, but also against the law.

2, Determine The Extent of Prob-
lem. If an insect you found was
an incidental intruder, it may
not call for insecticide treatment.
It may require action to prevent
future intruders.

3, Select the Appropriate Treat-
ment based on the type of prob-
lem pest. You are limited to
what can be used in food
processing areas.

4. Evalunte the Effectiveness of

Treatment, Did you achieve the
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Manufacturer of Pasta
Machinery Shows
Talented Side

When Kenneth Snelson, sculptor needed o
machine manufacturing firm to construct
the 20-foot | stainless steel cylinders for
his sculpture, he called on De Francisci
Machine Corp., Brooklyn, N.Y., manufoc-
turers of a complete line of pasfo making
machinery.

The photo shows the completelv uss mbled
sculpture, owned and erected on the (rounds
of the San Diego Community Catler,r. It Is
called “Tall Tale” and measurs. .0 high
x 20" wide x 10’ deep.

results you were seeking? This
will help you decide ccntrol
measures to be used in future.

Pest control in pasta plants must be
a continuing effort. Use of fumigant
cr non-residual insecticides may kill
the insects present at the time of ap-
plication, but provide no protection
against  subsequent  contamination.
Residual insecticides used for crack
and crevice treatment are effective
for a limited time only. A well organ-
{zed pest control program is essential
to assure that pests do not become a
problem in the plant.

In recent years the public has been
very vocal in demanding clean foods.
As a result, FDA is requiring the food
industry to upgrade sanitary condi-
tions inside the plants. This discussion
has provided a tramework to organize
a pest control program, based on the
needs of each individual plant,

References
1. James J. Winston, National Macaroni
Manufacturers Association, Bulletin
No. 456.
2. Anthur Woods, Pest Control: A Survey,
.:Jg?rl;n Wiley and Sons, New York,
3, Federal Insecticide, Fungicide, and Ro-

denticide Act (FIFRA), as Amended,
1972,
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R-F Officers

Emest J. Ravarino, newly |
president, chief executive offi :r
treasurer of Ravarino & Fresc i, In ‘
recently announced the elec lon §
new officers of this 75-yearold 8
Louis, Missouri firm: Willam
Freschi to Chairman of the Bo.urd ag
Secretary; and Richard A. Zajac §
Vice President and Assistant Secrs
tary. é

Ravarino & Freschi, Inc., manufae
turers and distributes pasta produgh
under the R-F, Red Cross and Ne
Mill Brands. i§

3

Mergers :
Prince  Macaroni Manufa
Company of Lowell, Massach
has announced the mergers
Shreveport Macaroni Manufacturis
Company, Inc. of Shreveport, Lou
fana and Jenny Lee, Incorporated o
St. Paul, Minnesota with Prince,

Joseph B, Cordaro is president ¢
Shreveport Macaroni. Walter
Villaume is president of Jenny Lee

Prince pasta and sauce lines
being distribnted in each new marke
ing area and the company has es
barked on an extensive national ad
vertising campaign on the Johnm
Carson Tonight Show and the Tod
Show television programs. !

Diamond Intemmational Corporation
Packaging Products Division

te

Hi-Speed Establishes
New Sales Oifices

Hi-Speed Checkweigher ( ., In
announces the transfer of Oistr
Sales Manager, Frank Mc El  fro
the Mid-Atlantic States are to
Midwest area. In his new rritory
Mr. Mc Elroy will cover Iow:. an
Missourl, Nebraska, and .uthe
linois from his office at 11 No
College Avenue, Geneseo, Illine
61254, Telephone: 309-944-5 .B.

Hugh Conklin, of Hugh H. onkl¥
Co., has been appointed to ¢ ver
states of Virginia, Marylan Dels
ware, Southern New Jersey, :nd g
eastern two-thirds of Pem lvani
The Hugh H. Conklin Co. is
400 Foulk Road, Wilmingto
ware 18808, Telephone: 802-0:2-2

Mr. Conklin has been involcd Wi
the sales and marketing of & WIS
range of packaging machines @
allled systems for the past twenty
eight years. He has previously rer
sented Hi-Speed in the New Yo
City metropolitan area.
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MULTIFO

INDUSTRIAL FOODS DIVISIO®

Multifoods natural goodness is always in good\




