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b teen- e daughters who spend 38
t o the food budget, the male
tef whe shares cooking chores with
s wife -« girl friend, gle apartment
er, < ¢ senlor citizen, as well as
old-fi: rioned typical homemaker.”
Her auilio-visual presentation then
ustratec! placements in major maga-
bines, newspapers, and other media,

In the area of food service, chefs

10, 11, and 12,

He reported that timely rain
had made for good prospects, but
that there are spotty conditions
throughout the durum territary. He

observed that most Arizona durum.

went to exports and that production
is now out of the picture. New varie-
ties with better gluten strength will
be coming next year, and the program

able: left to right-
Willlams,

The 73rd Annual Meeting of the
National Macaroni Manufacturers As-
sociation at Hershey Motor Lodge and
Convention Center was well attended
and generated exceptional participa-
tion.

Present officers and directors were
reelected with Ernest Ravarino of
St. Louis added to the board as a
director-at-large.

Look at Food Field

President Lawrence D. Williams
opened the meeting with his greetings
and turned the discussion on a look
at the food field over to Jerry Guerrisi
who had invited the panel of food
merchandisers,

Fred Fishman, ARA Arca President,
Philadelphia, in the food service con-
tract business with schools, in-plant
feeding, and sports concessions, said
there is . major war going on between
super markets and the fast food indus-
try for the consumer’s dollar. He said
the food service industry is not brand
conscious, but if pasta dishes can be
developed to use existing equipment
in fast-food operations, you'll really
have something.

Joe Leahy, V.P. Frankford-Quaker
Grocery Co., n cooperative out of
Philadelphia, briefly related the his-
tory of the 88-year-old firm. He ad-
vised family organizations to let sons
and daughters have the head but hold
the reins in order to stay independent,

Ed Porter, V.P. Giant Engle Mar-
kets, Inc, Pittshurgh, reported a
doubling of volume in the past five
years with a high percentage of mar-
ket share based on low prices, high
quality, top grade perishables, and the
featuring of regular brands.

Jim Sumas, of Village Supermarkets,
Inc,, represents 21 stores in northern
New Jersey with better than $200 mil-
lion volume, His organization features
private label, Three million rotogra-
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~Secretary Bob G
Second Vice President Angelo Guido, Fran and President Larry

0 g #EM N
reen, Lily and

vures mailed six times n year have
almost doubled private label business
in the past year. He reported they are
scanning at the check-out counter, but
price marking each item. While costly,
this operation gives them daily per-
formance records and curbs out-of-
stock.

Joe Viviano presented statisties in-
dicating that beef consumption by
1999 would be about the same or less
than today because of rising costs.
Dairy consumption would be about
the same with half the products made
fram imitation sources. Fish will be
as cheap as beef and fowl as well,
Consumers will eat more grain to re-
place some of the ment protein. The
15 to 25 year age group, dominant
for the past 15 years, will level off
while the 85 and over group will grow
slightly. The young adults will be the
fastest gmw[nﬁ segment of the market,
“We will be doing business with an
cducated majority so we must exam-
ine our methods and profit structures.”

One manufacturer in the audience
contended that retailers have failed
to increase linear footage in sections
devoted to pasta even though per
capita consumption of the product
has grown. Jim Sumas countered that
argument by saying, “You have not
spent as much as the Florida Citrus
Industry does in promoting its prod-
uct. Instead, you've been sitting back
saying, “We've already got n 25 per-
cent growth rate.’”

Concerns in Washington

Dr. Ogden C. Johnson, Vice Presi-
dent of Scientific Affairs, Hershey
Foods Corp., said that we mustn't
complain about Washington and then
turn to Washington for help on our
preblems,

Commenting on product liability,
he emphasized both federal and state
concern for the improvement of prod-

Left to right: First Vice President Poul and Noncy Vermylen, wd
Vice President Les and Nancy Thurston, Fron Green.

uct safety. He predicted a food sur
veillance bill would pass In some fom
soon. He urged macaroni manufac
turers to have some program ready
for product recall,

Energy is a key issue outside of the
product area. Policy will move in fits
and starts, but it will move, and the
food industry is a big user of energy,
so it will be put under pressure as to
the type and quality of energy that
can be used.

In the people area, consumer and
public health programs, preventive
medicine, and the economies of health
care with the food industry as a par
ticipant will become more important.
Food and nutrition plus healtl educe
tion is the best way to spend money.

Federal and state officials will not
become more quiet—it is more likely
that more sophisticated prugims of
regulation will be issued, Thi is not
time for industry to sit back rathe
they must stand up and be he.rd and
develop alternatives,

Concerns in Marketplac -
Eleanor Ehrman of Burso

teller described our concern:
marketplace and the Lob bei
in product promotion by the » itional
Macaroni Institute, She pointe. toour
concern in the struggle for t.
sumer food dollar between th
grocery outlets and the food ¢
fost-food industry, The char;
America’s eating habits brough: about
by evolving social and econon ic pat:
terns in the decade of the 70's espe
cially the vastly increased Ind.pent
ence and earning power of the Amert
can woman, have altered drastically
the profile of our target audicnce—
The American Homemaker. “As public
relations communicators, we are cot
cerned with reaching this emerging
family food buyer whose profile 8
multi-faceted: the working woman
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at North Dakota State University is

d food service operators of motels,
helping research go the extra mile,

aurants, and institutions are being
couraged to serve more pasta dishes
e with durum wheat, “How to
wk Perfect Pasta” is the basic food
ice fact sheet along with cooking
ructions and data on storage and
eating, Placements have been hit-
ing major publications in the field
din the July/August issue of the
Journal of the American School Food
fenvice Association will be a major
ory describing the universal menu
ling Type A school lunch require-
pents to be served on Wednesday,
ober 12 (Columbus Day), to the
Bmillion students participating in the
ool lunch program, The main menu
ill be Lasagna da Vincl jointly pro-
oled with Hidden Valley Ranch sal-
pd dressing mix, Armour Food Com.
ry, and the California Apricot Ad-
iry Board,

Spaghetti Safari I1 is coming up
dugust 23-28 and will involve some
tienty food editors of major consum-
magazines and newspapers on an
ducatiosial trip through durum coun-
M, & durum mill, and a macaroni
funt,

Time Management

In the final session Dr, ]J. Watson
from The Pennsylvania State Univer-
sity declared the pressures for doing
more with less resources affect us all.
We each have 168 hours a week—no
more, no less. There are no ten easy
steps to time management at your
level, but five principles are vital to
elfectively using your time:

(1) Planning Time—listing goals
and setting priorities,

(2) Recording Time—know how
you spend it,

(8) Saving Time—eliminate the un-
necessary.

(4) Consolidating Time—multiply-
ing the power of an hour.

(5) Managing Time—using strate-
gies such as planning large chunks of
time, delegating and insisting upon
completed staff work, planning ahead
to prevent crisis repetition, sending
meeting plans in advance with pur-
pose, questions, and time schedule.

Routine, meaningless activity should
be delegated. People development
takes time and is at the heart of sue-
cessful operations.

The Business Climate

Dr. David H. McKinley, professor
emeritus of banking at The Pennsyl-
vania State University, sald economics
is not an exact science, because it is

‘‘'oncerns on Farm

Hofstrand, President of the
m Growers Association, re-
it the International Durum
‘w name for the Durum
! be held at The Ramadn
t, North Dakota, October
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Seated: Kathleen La
sephine Viviono, Flora Winston, Stonding: Vincent F. LaRosa,
Nick Rossi, Vincent DeDomenico, Jim Winston,
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tied into human activity, The average
business cycle now runs 48 months—
the period of expansion increases on
the up side and is shorter on the down
side, The current boom will run ont
by the end of next year. This cycle
has sputtered with the food and en-
ergy crisis contributing, Energy policy
has been woefully inadequate in stir-
ring up consumer concern, The bad
news is in the import-export sector
with our hugn importation of oil. In-
flation Is the big problem and Mr,
Carter has no chance of balancing the
budget in 1981, Faced with the deht
situation and the energy problem
federal spending is bound to rise.

Past Presidents Honored

At the final dinner past presidents
were recognized including:  Jack
Wolfe, 1041-48; Bud Norris, 1948-50;
Lloyd Skinner, 1958-58; I'manuele
Ronzoni, Jr., 1960-62; Robert Cowen,
1966-68; Peter ]. Viviano, 1908-70;
Vincent F. LaRosa, 19/1-72; Vincent
DeDomenico, 1872-74, Nicholas A,
Rossi, 1974-76.

Thanks was expressed to the Her-
shey Foods Corporation and San Gior-
gio Macaroni for the efforts of their
personnel to make this an outstanding
meeting,

Suppliers’ Socials

Our thanks to the hosts of the Sup-
pliers’ Socials:

A D M Milling Company

Shawnee Mission, Kansas
Amber Milling Division

St. Paul, Minnesota
Ballas Egg Products Corporation

Zunesville, Ohio
Braibanti Corporation

New York, New York
Buhler-Miag Corporation

Minneapolis, Minnesota

(Continued on page 6)
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Suppliers’ Socials
(Continued from page 5)
Clermont Food Machine Co.

Brooklyn, New York
DeFrancisci Machine Corporation
Brooklyn, New York
Diamond International Corporation
New York, New York
Faust Carton Corporation

Central Islip, L.L, New York
Fibreboard Corporation
Englewood Cliffs, New Jersey
General Mills—Sperry Division
Palo Alto, California
Henningsen Foods, Inc.
White Plains, New York
Hoskins Compuny
Libertyville, Illinois
International Multifoods Corporation
Minneapolis, Minnesota
D. Maldari & Sons, Inc.
Brooklyn, New York
Microdry Corporation
San Ramon, California
North Dakota Mill & Elevator
Grand Forks, North Dakota
Peavey Company Flour Mills
Minneapolis, Minnesota
Rossotti Consultants Associates/
A. L. Garber Company

Fort Lee, New Jersey
Seaboard Allied Milling Corporation
Kunsas City, Missouri
Staufler Chemical Company
Westport, Connecticut
Vitamins, Inc.
Chicago, lllinois

Concerns on the Farm

Harold Hofstrand, president of the
U.S. Durum Growers Association, de-
clared: “We have a good relationship
throughout the segments of the durum
industry because we discuss our con-
cerns at these macaroni meetings and
at the Durum Show.” This year the
Show is being moved to Minot, North
Dakota on October 10-11-12 and will
be called the International Durum
Forum in participation with our Cana-
dian neighbors.

What's the crop like? “Well, it's
spotty,” Hofstrand said. After a dry
fall ~ud winter without snow cover,
the molsture situation was the worst
in 114 years. But timely ralns in May
have produced a good to average croj
with some sections coming very well
and others not so good. But there will
be plenty of durum with a large carry-
over.

Mr, Hofstrand observed that sun-
flowers are becoming a popular crop
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(Based on USDA Acreage Report releised June 30, 1977)
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in North Dakota and if present trends  for livestock probably took the bulk
continue will be a competitor for of the remaining 12.5 mil. bu. Domes
acreage which might make it timely tic disappearance of all U.S. durum
to consider contract growing, was estimated by USDA at 58 mil, b
He paid tribute to Dick Saunders, for 1976-77 compared to 45 mil. bu
Sccretary of the Durum Growers As-  in 1975-78, A review of durvin grind
soclation for twenty years, killed in an  data for human use would ot ind
auto accident returning from a durum  cate a usage of 58 mil. bu., t'crefor,
meeting, He mentioned that he and significant quantities must h.ve bee
the new Secretary, Tony Braunager, fed. The July 1 estimates « dunun
were enroute to Washington to sce Planted in this area in 197 show
that nothing happen. to farmers in  drastic reductions. About 83, 10 acre
the new Farm Bill, are planted to durum in Ariz na com
pared to 325,000 ix» 1976; abe: t 3000
et HE T . acres planted in California « mpard
Disposition of Arizona Durum to 90,000 last year; and 4,001 ‘l&r;‘]!:
An analysis of shipment b rt New Mexico compared to
areas and countrics receiving dunm  1976. Thero should be no ) oblens
ylelded some estimates of the final therefore, with durum in ti se imt
disposition of the durum that was 8ated areas this year,
raised in the southwestern U.S, in
1076. Durum production in Arizona, Early Harvest
Californin and New Mexico in 1976 In a special report to the \ssodit
is estimated by USDA at 315 mil. bu. tion Convention the Crop Qualiy
Of that amount it is estimated that 19 Council predicted upper inidwedt
mil. bu, was exported. The remainder durum  prospects good but drough
was used domestically, It is under- may cause some reduction. A sunt!
stood from discussions with people in  was conducted during the last
that area that there is nothing left in June. 4
storage except small quantities of Harvest of some early fields 2
seed, The remaining 12.5 mil. bu. then  southern North Dakota was t'!i\‘d_
probably went to domestic millers, in mid-July, In the north, combinit
seed use and feed for livestock. Feed

= /!

s
t takes highly skilled, experi- checking; too light means packag-

=
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- nced personnel to engrave teflon-  ing problems. é
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Acres Planted Acres Harvested g
1977 as 97 g
IND % of IND &y
State 1975 1976 1977 1976 1975 1976 1977 13 g
Thousand ncres % Thousand scres % g
Minn, 105 95 85 89 87 93 2§ 2
N.Dak. 4,080 3710 2600 70 3960 3620 2500 ¢ W=
S. Dak, 250 210 145 69 243 160 132 u [WE
Mont. 380 300 20 70 375 295 205 6
Calif, IT; 90 0 3 15 80 2% 3
Ariz, (1) =, 325 93 29 s 319 o0
NM. () — 18 4 22 — 17 4 u
us. 4830 4748 3,167 67 4680 4384 3041 66 (=
DURUM WHEAT 1977 CANADIAN DURUM g
Produc- Yield INTENDED ACREAGE
tlon 1977 (Based on Statistics Canada, June 17, 197
1977 1976 1975 1977 (1,000
{1,000 Bus) (Bus) Acres Aty Vit =
Ariz. (1) 6480 23,925 720 INT sdli=
Calif, 200 6400 1,095 750
Mion, 2100 2744 2828 330 Covmce1978 1976 1M 1=
N‘;flm(l) 4';;3 il.{gs 10,125 533 Thousand Acres & HIE
D. " 67,500 90,500 104940 270  Man. 150 200 100 50 g
S.D. 2,640 1,600 4,374 200 Sask. 3,100 290 1500 8
—  Albe 0 %
US. 86,625 134914 123,362 28.5 ,,,,i,';::' _4_‘2 ﬂ 1_ = g
(1) Included in winter wheat prior to 1976, Prov. 3,650 3,500 1,800 SI §

-red extrusion die inserts to the It is a Maldari practice to train
ritical tolerances required for  young apprentices (photo) to as-
roducing pasta products of per-  sure the continuance of these spe-
:ct size and weight. cial skills so that Maldari dies will

continue to produce perfect prod-

‘or example, a Sea Shell that is  ucts, not only now, but also in fu-

‘00 heavy means bad drying and  ture years,

D. MALDARI & SONS, INC.

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

America’s Lorgest Macaroni Die Makers Since 1903 - With Management Continuously Retained In Some Family
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Early Harvest
(Continued from page 6)

was not expected to start before July
2. Durum harvest operations were
expected to become general over wide
arcas by August 5. A number of late
fields in the Devils Lake-Leeds area,
a result of reseeding, will not be ready
until late August or early September.

South Dakota durum prospects are
1ated average or better,

The July crop summary issued by
the Department of Agriculture put the
expected durum crop at 86,625,000
hushels,

Export Prospects Improve
Prospects are good that there will
bu a significant increase in the inter-
national trade of durum during the
1977-78 crop year, Some of the major
durum consuming areas are facing ad-
verse weather conditions and reduced
production, Italy has been dry in the
southern durum producing arcas and a
shortfall of approximately 20% or
more is expected, Production has been
estimated by Great Plains Wheat—
Rotterdam at about 24 mil. ton: in
1977 compared to 3.1 mil. tons in
1976, Italy, a member of the EEC, is
not expected to purchase from France
since stocks there are of a varlety
which is not acceptable even to
French pasta makers, The Italians are
expected to tender for around 15-20
mil, bu, of durum in the near future,

Small Crop in France
France, the main EEC durum pro-
ducer, is expecting a small crop as a
result of reduced seedings. North
Africa (Algeria, Tunisia and Morocco)
are also experiencing drouth related
problems resulting in lower produc-
tion, Algeria, until last year when they
had a bumper durum crop, has been
the number one single country im-
porter of U.S, durum, In Algeria pro-
jections are for a 40% reduction in all
wheat production. Their import re-
quirements for 1077-78 are likely to
be about 44 mil. bu. of all wheat, a

significant portion of which will be

durum, This is double their takings
during 1976-77. Moroceo and Tunisia
are also good prospects for significant
durum imports, Both of these coun-
tries have already mude some pur-
chases and more is expected. The com-
petitive situation between durum ex-
porting nations is also expected to
case siightly.

Keen Competition

Argentina’s 1978 crop is committed
and plantings this year are expected
to be down significantly as feed
grains take more of their acreage.
Competition will be keen, however,
between the U.S, and Canada. Can-
ada will carryover about 88 mil, bu, of
durum with fair crop prospects on re-
duced plantings. Whether world de-
mand will draw down these stocks
enough to improve durum price out-
look is a matter for speculation but at
least prospects appear to be improv-
ing,

Quarterly Durum Report

The Crop Reporting Board on July
1 forecasted durum wheat ,roduction
at 87,000,000 bushels, 36 percent be-
low 1876 and 80 percent under 1975
production, The sharp production de-
cline from last year is the result of a
34 percent decrease in acreage for
harvest. Yield is expected to average
285 bushels per acre, This compares
with 20.4 bushels in 1076 and 26.4
bushels in 1975, Late June, early July
the hot dry weather brought high
temperatures causing early maturing
of crops. Rains have been spotty in
the Upper Midwest, but provided
sufficient moisture to permit the
durum crop to make normal progress.
Mid-July J:e first new crop of durum
wheat reached the trading floor from
South Dakota. Quality was pood
being of good color, 98 percent hard
and 64-%2 pound test weight, North
Dakota durum crop was fair to good
with 7 percent turning ripe, 81 per-
cent milk to dough, 48 percent headed
to flowering and 16 percent not yet
headed.

Stocks

Durum wheat stocks in all posi-
tions according to the Crop Reporting
Board on June 1, 1977 amounted to
85,500,000 bushels, 60 percent more
than last year’s 53,500,000 bushels.
Disappearance from all positions dur-
ing April and May amounted to
17,800,000 bushels compared with
17,600,000 bushels for the same
months a year ago.

Overseas demand remained slow
and prices held near the loan level,
Durum wheat exports decreased to
39,600,000 bushels for this past crop
year, which was 11,200,000 less than
a year ago. Market undertone remains
soft as rains improved world wheat

crop and demand for U.S, d: -y
creased.

Canadian Situation

Canadian farmers, accordis 4 to i}
Canadian Grain Commissi m, g,
creased durum acreage to ! §000
acres, compared to 8,500,000 ucres i,
1876. Durum stocks remain relatively
steady at 35,800,000 bushels, Export
of durum wheat from Canada amou.
ed to 57,400,000 bushels in the June
1976-May 1077 season, compared
54,700,000 shipped last season. Majn
importers this year of Canadia
durum wheat were Algeria wil
11,900,000 bushels and Russia with
16,500,000 bushels, Algeria was ako
the best customer of the U.S. with
Yenezuela second and U.S.S.1. thind

Statistics

North Dakota Crop & Livestok
Statistics for 1978 and revisions for
1975 are available on request to the
Agricultural Statisticlan, P.0, Ba
3166, Fargo, North Dakota 55102

Wheat Commission Officers

J. Ole Sampson was elected Chalr
man of the North Dakota State Wheat
Commission at its annual reorganiz
tional meeting in Bismarck July &
Sampson, who produces durum whea
and other small grains on bis fam
near Lawton, North Dakota, b is send
as District No. 4 representati e since
1873 and was Vice Chairmar during
the preceding year.

Selected to the post of Vie: Chair
man was George Kubik, \ wning
Kubik represents District Ne 1 and
has also been a member since 1973

Named to serve on the Gre.. Plains
Wheat, Ine. Board of Direct: s were
J. Ole Sampson; Herman ! hmitz
Williston; and George Smith, menit

In another developmer . the
NDSWC voted to fund a ' neha
membership in Western Wl at A
soclates, a regional producer organk
zation similar to Great Plains Wheat
Inc, with U.S. wheat promotion 1¢
sponsibilities in the Far East, I'lected
to serve on the Western Wheat Boa
of Directors were George Kubik, Mav
ning and Ludger Kadlec, Pisek.

International Durum Forum
Minot, North Daketa
October 10-"-1_2
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- Yankee Noodle |
Dandy

Pasta, one of the great American foods served
since 17786.
; We've sarved the flour since 1902...the finest Durum
: grown, milled into golden Semolina. Clean, consistent,
| quality pasta flour.
A Yankee Noodle Dinner. It's a dandy way to celebrate,

ADM VILLING (@,

4880 Wast 108th Strast, Shawnaa Mission, Kansas 88211
Phona 813/381-7400




Durum Wheat Improvement — Progress Report — Industry (3rant Support, 1976-197)—

Semiannual Report No. 2, May, 1977

J. 5. Quick, Project Leader

Significant Accomplishments:
October-May 1977

1. Confirmation of high yield and
:luality of an experimental semidwarf

urum,

2, The first experimental durum
possessing strong pluten properties,
along with excellent agronomic and
quality traits, was seeded for final
pre-release increase,

3. Results of the 1876 Uniform Re-
gional Durum Nursery were sum-
marized and showed record yields,

4. The 1976-77 Mexico Winter Nur-
sery was planted to a record number
of rows, The materials were selected,
harvested and planted in North
Dakota.

5. The durum improvement pro-
gram decided to include stronger
gluten as a requirement for future
varietal release,

6. The effect of sample size on pre-
liminary semolina color evaluation
was determined,

7. Selected cultivars were evalu-
ated for differential root development
in greenhouse soil chambers.

8. Large numbers of crosses, rust
tests, and quality tests were com-
pleted during the 1978-77 winter in
cooperation with the Departments of
Agronomy, Plant Pathology, and Cer-
eal Chemistry and Technology.

9, Current breeding program ob-
jectives, methods, range of genetic
variability, and accomplishments weze
presented at the 1978 U.S. Duruin
Show and a: the National Macaroni
Manufacturers’ Association winter
meeting.

Grant Objectives

Four sectors of the durum industry
combined resources to provide a five-
year supplementary grant to the
durum breeding program, The sectors
include: 1) the National Macaroni
Manufacturers Association; 2) North
Dakota farm producers represented
by the North Dakota Wheat Comimnis-
sion; 8) the Durum Wheat Millers, via
the Durum Wheat Committee of the
Durum Wheat Institute; 4) a group
of U.S, durum exporters.

The major objective of the grant is
to provide additional support for

Dr, James 5. Quick
vaucty development to allow durum
production to compete on an equal
basis with hard red spring wheat and
other altemate crops. The funds are
intended to provide benefits in two
general areas: 1) immediate results
from short-term experiments and
thesis rescarch; 2) improved varieties
for future production, The short-term
results will be immediately utilized to
produce new varieties. Varietal de-
velopment is a long-term  effort
usunlly requiring 8 to 10 years for
completion after the final cross be-
tween two or more parents.

The results reported are those ob-
tained from the total program tince
the grant funds are used as an Inte-
gral part of the total effort. Where
L}gssiblc, additional research and

nefits resulting directly from grants
will be identified. Also, the progress
rc‘)urted may include significant con-
tributions from our continuing team
effort approach involving the Depart-
ments of Agronom» Cereal Chemis-
try and Technology, Plant Pathology
and Soils,

Progress:
October 1, 1976-May 81, 1077

The major thrust for additional re-
search has been toward Increasing
yielding ability, These efforts were
outlined in the first semiannual prog-
ress report in September, 1976. The
study involving the comparison of
breeding methods was successfully
planted in 1877. The 1976 and 1977
data will provide information to de-
termine the efficiency of our breeding
effort for yield. Two of the six crosses

used also possess adequate g ity 1
produce potential varieties fo: release
in 1980,

Data from research to eval.ate |}
cllects of primary yield comjonen
on grain yield have been jartialy
summarized, The high yleld levels o,
tained appear to be assoclated moy
strongly with number of heads P
unit area,

Two Releases Considercd

Two new selections will be con
sidered for variety release in October,
1977, One is a semidwarf durum simi.
Inr to Cando but possessing improved
test weight, kerne w::lght,glmmcl size
distribution and wheat protein, It hs
excellent quality characteristics and
has been slightly inferior to Cando
for grain yield. The other selection i
the first experimental line possesin
strong gluten properties, along wi
excellent agronomic and quality traits
including higher kernel weight.

The 1876 Uniform Regional Dunm
Nursery (URDN), the final yield tes

rlor to release, was conducted at i
ocations in four U.S, states and two
Canadian provinces. Cando had the
highest average yield of all cultivas
in 1976 and was 8 percent higher than
Ward. Only one experimental aut of
21 exceeded Cando in yield, Tle high
est experimental was 11 percent high
er than Ward and indicates th:t pres
ent advanced experimental: have
some yield advantage over W rd and
Cando, which in themselve: repre
sent a 10-15 percent increa @ ovr
Leeds, Also, the 1876 URL 1 pr-
duced record average yiclds « about
75 bu/a at two locations, The » were
about 20 percent higher than t + high
est previously recorded, Th: ¢ rec
ords were obtained with the largest
number of entries, 80, ever g wnin
the test.

The 1976-77 Mexico winter durm
nursery included the largest -umlxt
of materials ever grown. Uti ization
of shorter rows and narrow.r 1%
sli)ar:lngs made possible by imprm}d
plant type allowed improved spacinf
efficiency, Many promising early gev
eration selections and several i
creases were made, Any major shi
in breeding objectives such as the *
cent change to stronger gluten typ®
or the rapid increase of other promi*

(Continued on page 12)
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Conanny

If it looks good and tastes good. That's good pasta!
But goud pasta requires goord products. Like Amber’s
Venezia o, 1 Semolina, Impetia Durum Granular, or

» Crestal Vaney Durum Patent flour.
IS Thanks to uniform high quality, color and
' granulation, these ingredients make your pasta

operations run more smoothly.

Amber works exclusively with the finest durum
wheat grown by farmers of the northern plains, And
Amber grinds this fine durum in its modern efficient mill.

And Amber serves you right...by matching your
specs and by shipping whea promised. And the
consumer gets a break, too, because the proof is in
the eating. Call Amber now for your own proof.

AMBER MILLING DIVISION of THE GRAIIN TERMINAL ASSOCIATION

Mills at Rush City, Minn, » General Offices at St. Paul, Minn. 53165/Phone (612) (409431
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Durum Research Report
(Continued from page 10)

ing materials, is greatly accelerated
by the use of this winter nursery. The
materials were successfully harvested
and planted in North Daketa,

Stronger Gluten

The need for stronger gluten in
North Dakota durums and the rela-
tive ease of Fenct[c incorporation has
prompted the decision to include
strong gluten as a quality require-
ment for future varicties. Several
romising lines have been developed
or variety release consideration in
1077 and 1978, Gluten strength is de-
termined by the mixogram and will
be another requirement in the quality
testing phase of varlety development.
The Cereal Chemistry Department
will need additional technical assist-
ance if we are to continue our de-
velopment program at the current
pace. It should be noted that the in-
dustry grant did not reach the pro-
posed level of $20,000 in 1876, and
probably will be short in 1977, and
this may mean that adequate fund;
for an increase in quality tests will not
be available.

Part of a thesis rescarch project sup-
ported by industry grant funds and
conducted by Mr, Roy Johnston was
designed to determine the effect of
sample size on preliminary semolina
color evaluation, Color determinations
were made on 2, 20, and 200 g milled
samples representing a wide range in
color. The correlations among sample
sizes were positive and highly signifi-
cant, The utilization of 2 g for single
Fz plants, 20 g for F3-Fs bulked rows
and 200 g for yield tested materials
will effectively cover our range of
present preliminary needs for variety
development. The use of the 2 g size
will also allow determination of herit-
ability (genetic vs. environmental ef-
fects) and gene action involved in the
inheritance of semolina or flour color,

Root development studies were ini-
tinted as described in the first semi-
amual report. Eight durum wheats
rossessing different growth habits and
l‘nuwn root differences were grown in
greenhouse root boxes during the win-
ter season. Significant difference in
total root growth were noted among
the dunun wheats tested. The dif-
ferences were greatest 10-12 weeks
from planting. These differences are

being evaluated under field condi-
tions in 1677,

New Crosses

New crosses were made during the
two winter greenhouse seasons to in-
corporate or recombine the follow-
ing: higher yield; higher color; strong-
er gluten; higher test and kernel
welghts; earliness; various height
classes; solid stem; pubescent leaves;
stronger straw; higher number of ker-
nels per spike and spikelet; improved
tillering; lax spike for pollen dis-
persal in hybrid wheat production;
sources of durum germ-plasm diver-
sity from Mexico, California, Chile,
Canada, Italy, USSR, Turkey, France
and chemical mutagens.

Nearly 3700 samples from the 1076
crop were evaluated for quality by
the Departments of Cereal Chemistry
and Technology an! Agronomy, This
was slightly fewer than from the 1975
crop, but represents a doubling since
the 1872 crop. Early generation analy-
ses requiring little time and utiliz-
ing a small sample size are keys to
improvement.

During the winter season about
1200 lines were tested for stem rust,
leaf rust, and leaf pubescence by the
Departments of Plant Pathology and
Agconomy. All potential varieties and
segregates from crosses possessing
susceptibility to stem or leaf rust
are screened for resistance prior to
release.

In addition to the above mentioned
arcas of research directly benefiting
from the industry grant, the addition-
al personnel and operating funds in
cooperation with the state appropri-
ated funds have allowed a modest
(10%) increase in the numbers of ma-
terials evaluated in the regular breed-
ing program as well as more timely
planting and harvesting operations.
The increased funding will help guar-
antee a continuous succession of im-
Froved varieties which will encourage
arge production and a continuous
supply of high quality durum at a
competitive price. Donors of these
grant funds and all interested persons
and agencies of the durum and pasta
industry are encouraged to provide
suggestions and comments on re-
search needs and progress.

Food Marketing

“It's a war out there and advertis-
ing is the weapon,” says an advertis-

ing executive, “TV is the

that have mass impact, and
dia and couponing are the
for the hand-to-hand combal

The battlefield analogy is « t.

ing food in America is not
business, it is highly com
Food advertisers will spend «
billion this year, up about 7

the 1876 level. Billions of coupons wil
be offered as added inducement, Ang
by the time the year is out, food mar.
keting specinlists will have designed,
packaged, tested—and sometimes dis
carded—dozens of new food combin.
tions you never knew you wanted,

Nutritionists Wined

Nutritionists wince at this approach
but nutrition doesn't sell as well &

eye and taste appeal.

The selling of food begins outside
the grocery store. Take the television
commercial for Hunt-Wesson spaghet
ti sauce. The theme of the ad i

simple: It emphasizes Lov

members of Boston’s Italian commun-
ity happen to like the sauce,
people who eat the most spaghett
sauce use it, it lends credibility to th:

product.

Inside the grocery store the retail
er has to determine whether his cus
tomers will buy the item, Courme
foods, for instance, are seldom found
in stores catering to blue-collar neigh

borhoods, And black-eyed pea
tell well in North Dakota,

Pricing Important
Pricing is important. The
supermarket carries 10,000 it
about 20% of them are sold
a loss or no profit, industry
say. But these foods, usually
are priced low to entice o
into the store and expose
merchandise that does pr
profit.
Atmosphere
Atmosphere and store desi
Good lighting can easily boo
While the warchouse store id
rowed from discount outlets,

to a segment of the trade, the « ppositt
A mar
ket research organization determin®
ople complain a o
about high food prices, what mes
really want are short check-ont lin®s

end of the spectrum does too.

that whii~

and pleasant surroundings.

National Macaroni Weck
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Macaroni Makes Sense / Cents

Macaroni makes sense for the consumer to balance her food budget.
Macaroni makes cents for the grocer in building related item sales.

The Institute makes sense for macaroni manufacturers by building a
bigger market for macaroni. Send your pennies in each month.

NATIONAL MACARONI INSTITUTE

P. O. Box 336, Palatine, lllinois 60067
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A Look At the Food Field

Jerome V., Guerrisi, Vice President
for Sales sud Marketing, San Giorglo
Macaroni, introluced the panelists
who gave a brief background about
their operations.

Fred B. Fishman, President, Mid-
Atlantic Area, ARA Food Services
Company, Philadelphia, is in the food
service contract business with schools,
in-plant feeding, and sports conces-
sions, He said there is a major war
going on between supermarkets and
the fast-food industry for the con-
sumer’s dollar. He said the food serv-
ice industry is not brand conscious,
but if pasta dishes can be developed
ta use existing equipment in fast-food
operations, you will really have some-
thing,

Joseph Lenhy, Head Buyer for
Frankford-Quaker Grocery Co.,, Phila-
delphia, related the history of this 88-
year-old cooperative, He advised fam-
ily organizations to let sons and
daughters have their heads but to
hold the reins on them for guidance
in order to stay independent.

Edward L. Porter, Vice President-
Merchandising, Giant Engle Markets,
Pittsburgh, reported a doubling of vol-
ume in the past five years with a
high percentage of market share
based on low prices, high quality,
top grade perishables, and the fea-
turing of regular brands,

James Sumas is Senior Vice Presi-
dent of Operations for Village Super
Markets, a chain of 21 Shop-Rite

stores in northern New Jersey. He is
Chairman of the Grocery Buying
Committee and a member of the Sales
and Advertising Committee of Wake-

14

fern Food Corporation, a cooperative
of 180 stores. His organization strong-
ly features private label, Three mil-
lion rotogravures mailed six times a
year have almost doubled private la-
bel business in the past year, He cited
the movement of Shop-Rite curly la-
sagne as the result nfp;t recent mail-
ing,

New Village Supermarkets are
40,000 square feet and employ IBM
scanning although they price mark
each item. While costly, this opera-
tion gives them daily performance
records and curbs out-of-stock which
Mr. Sumas estimated as 10 percent
ofe:]otal sales where scanning is not
used.

Joseph P, Viviano, President of San
Giorgio, presented demographics and
statistics as background for further
discussion. He cited data showing
beef consumption by 1999 about the
same or less than today because of
rlslnﬁosu. Dairy consumption would
be about the same with half of the
products made from imitation sources.
Fish will be as cheap as beef and
fowl as well. Consumers will eat more
grain to replace some of the meat
protein,

The 15-25 year age group, doml-
nant for the past 15 years, will level
off while the 85 and over group will

row slightly, The young adults in
the 30-45 year age group will be the
fastest growing segment of the mar-
ket—where the action is. “We will be
doing business with an educated ma-
jority so we must examine our meth-
ods and profit structures to keep up”,
he declared.

o opcrations rather than the super-
parket. | tricd to establish a single-
erving +<ction of 12 to 16 feet in our
gores 0:-d could only come up with
55 item:.

Fred Fishman: It is interesting to

wte that more and more supermar-
kets are getting into eat-in facilities
o take-out foods.
Ed Porters You could stand some
jmovation in your business—I don't
tnow. exactly what direction, but 1
would like to see us get off of dead
center. SAMI indicates Pittsburgh is
(e of the highest pasta-consumption
nakets in the U.S.

Joe Leahy: One innovation could
be individual packs or small packs
for two or three people.

Fred Fishman: I recently saw a full
ge In the June issue of Institutions/
olume Feeding magazine on maca-
mni products. It quoted the 1077
Mlenu Census which ranked spaghetti
as the No. 3 best selling entree in the
US. In schools and colleges, spaghetti
is the No. 1 entree. Macaroni and
cheese is the No. 8 selling entree in
employce feeding facilities. Lasagne
ties for No. 8 with fried chicken on

, wllege campuses, It told how to
We are a business of survivors rath- Bhandle pasta—very important aren.

er than innovators. Frozen foods are ll You might think about getting
still booming in our stores, Backhaul Wtrng promotions in restaurants, De-

might be a windfall that comes from [yl tions that identify your
the energy situation. mfllm%l:.umo o huien ot £

Fred Fishman: Contract feccingac [t \e developed a 1040 Special for
tually went up during the enc-uy cf- Blome Tax time. Buy the meatball
sis—eating out increased altho zh the B and yoi get the spaghetti free,
consumer did not make a specal trip B Bushi s Week magazine recently
to go out. There is going to I much Buid P, \ Hut is emphasizing pasta

more done in restaurants to ¢ 1sent Wad oth: « Italian foods in addition to
energy—turning off ovens, ming W ning,

down lights, many obvious th g

James Sumaes

Mr, Viviano expressed concern over
the enerEy situation and asked each
panelist how they were meeting it.

Ed Porter: We were in a gas short-
age area last winter. Schools were

osed, bakeries were down. We wil
no longer use gas in our stores—we
are employing heat reclamation so ob-
viously, energy is going to cost usall
maore.

Jee I ahy: Macaroni manufactur-
Joe Leahy: There fs a retur: tothe i, may e ’:'nissing the boat when it

inner city (Philadelphia) aidec 1y the
energy crunch, .\iun?icl 21] gove nment ?:":}: s ':;:}\:' I;rgt‘iucts. cll{ﬂ eso‘l;;::!lﬁ
is encouraging the building of homes Bl gy ’ e psiry h
and markets in the inner city. Pen :51 :: el,::\.':" pliuodu\:znlﬂf:nf“?g
Jim Sumas: The store of the futurt Wiuced, “ 1t 100k l; company outside
will be larger—more diversifi: l W!r“; !!a‘e fieli: to make the line come alive.
general merchandise, We are. xp;?m We had primarily Kool-Aid until R, J.
menting with take-out fnm.l—. ' Meynold: came in with Hawalian
:l;::;le]c:ﬂ& :lcs::i be o 'tril;d :]’:;a' f:ll.lds‘ vd started to capture the mar-
e n l‘ence ;or b e Bt 1 ince then Wyler's (makers of
; meat markets and concess I:o -Aid) has been phenomenal. May-
s :;I:; iI’n a lnrlge bulldlng‘.l S e ‘m::ulr indust“r{l has been stagnant
orter: I see a trend that s ut new ucts,”
me—most of the fast-food operatio” B E4 I'ortcnp r\%:t are you doing
’x;r'le owned by big food ma;ullj};-‘l"m; ut microwave cooking?
he innovators like Pillsbury an Eling ;
General Fuz;:’:nny zmke tshe jnnove* ‘hﬁtr;'hf‘h"‘:]m expla}i‘ned brltﬂ.y
tions to bring the consumer into thei Blae; ) RinK-Gone:in; the, conaumor
B €a through nation's food editors and
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through supermarket consumer spe-
cialists, Her full report will appear
in next month's issue,

Pasta in the Supermarket

Chain Store Age—Supermarket
sales manual, July 1977, puts 1976
pasta sales in supermarkets at
8618,940,000; 0.55% of total super-
market sales; 0.51% of 1976 gross profit
dollars with an average gross margin
of 21.1%.

Gross Margin

Gene Gerke, an economist for Food
Marketing Institute, says stores that
market products that sell quickly—
like grocers—can use lower markups
than those who make fewer sales—
like jewelry stores. “The greater the
gross revenue and total transactions,
the lower the markup”, he concludes.

Here are some estimates of gross
margin ranges that typically appear
in Chicago area grocery stores:

Gross
Product Margin
Canned vegetables 19-23%
Canned fruit 20-23
Canned juice 16-22
Canned soup 17-21
Breakfast foods 16-22
Pasta products 18-23
Frozen foods 23-31
Dairy products 16-23
Soft drinks 21-26
Colfee 7-10
Beer 22.29
Cookies 24-30
Sugar 7-11
Candy and gum 24-35
Salad Dressings 14-18
Dietetic foods 22.28
Pet food 19-23
Flour 12-18
Baby food's 10-14
Nuts 19-27
Cleansers 22-28
Waxes and polishes 21-29
Produce 27-33
Meats 17-26
Why Grocery Ads Are

More Vital Than Ever

1. Price-conscious consumers.

2. Coupons have n newspaper
home.

3. The “Best Food Day” boom.

4. Technological advances in
printing.

5. Costs bigger factor.

6. Better utilization of space.

R AT R M T AT

Shopper Study

The average American shopper
spends about 32 minutes on each trip
to the supermarket and buys about
$18 worth of groceries.

Also, customers are muking fewer
trips to the supermarket than 12 years
ago, but they're spending more money
cach time they shop.

All this comes from a new study
of consumer habits conducted by
Point-of-Purchase  Advertising Insti-
tute and Du Pont.

Based on 4,000 consumer interviews
in more than 200 supermarkets, the
study made these findings:

® The average shopper spends 121
percent more on a trip to the super-
market than in 1963, up to $17.68 from
$8.01.

* Only about 38 percent of the su-
permarket customers make shopping
trips more than twice a week. lincE
in 1985, about 48 percent of the shop-
pers stopped at the supermarket more
than twice a week.

® Shoppers stand in check-out lines
for an average of 7 minutes after
walking through the aisles for an aver-
age of 25 minutes.

¢ Shopper spend an average of 80
cents for every minute over the aver-
age that they spend in the supermar-
ket aisles, “Obviously, it is to the-re-
tailer's advantage to keep the shopper
in his store,” the study concluded.
“An extra 10 minutes in the supermar-
ket theoretically will add $9 on the
cash register tape.

® About two-thirds of all purchase
decisions are made at the store, down
slightly from 1965. The survey called
this figure “a dramatic testimonial” to
the importance of product advertising
at the supermarket,

* Today's shoppers are more likely
to use shopping lists and newspaper
advertising. About 40 percent of the
surveyed shoppers prepare shopping
lists, up from 874 percent in 1965.
And 38.3 percent of the shoppers use
newspuper advertising, including cou-
pons, to prepare their shopping lists,
up from 32.2 percent in 1965,

The study concluded that product
displays at the supermarket “are grow-
ing in importance. They create a sell-
ing environment, fagging and stop-
ping the consumer.”

Notional Macaroni Week
October 6-15, 1977
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Highher temperatures, straight-through,
unc »rmplicated mechanical operation
ass res 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 fleld representative, without obligation.

gE FRANCISCI MACHINE CORPORATION

WALLABOUT ST., BROOKLYN, N.Y. 11206

Western Rep: Hoskins Co.. Box F. Libertyville, lllinols 60048 Please note our new phone number
Rep: Hok e e 13209, imels (212) 963-6000
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Washington Meeting

The National Macaroni Manufac-
turers Association holds its annual
Whashington meeting Thursday, Sep-
tember 15,

A briefing session will be held in
Rooms 1 and 2, U.S, Chamber of
Commerce Building, 1615 H Street,
N.W. from 10:20 a.m. to nuun,

We then bus to Capitol Hill to
lunch in Room B-369, Rayburn Office
Building, with our Senators and Rep-
resentatives.

An afternoon meeting is scheduled
with ugency and departmental per-
sonnel at the Hotel Mayflower, 1127
Connecticut Avenue, N.W., from 2:00
to 5:00 p.m. in the Chinese Room.

An evening reception will be held
in the same room from 7:00 to 8:00
pm.

Things that Bug
Small Businessmen
Listed in order are a dozen prob-
lems small businessmen describe as
“most urgent” in a survey conducted
across the country by the U.S. Cham-
ber of Commerce,
1, Government regulations in gen-
eral
2, Inflation
3, Taxes
4. Government paper work
5. Labor unions
8. Federal deficits
7. High interest rates
8. Environmental restrictions
9. Lack of available capital
10, Minimum-wage laws
11, Insufficient deprecistion allow-
ances
12, Crime

Perhaps now that the proprictor of
a small business is occupying the
White House, other entreprencurs
across the U.S. can hope for a sym-
Enthclle ear from a President who

nows their concerns first hand.
Though, we would like to hope it will
be more than just a sympathetic car.
Because many of the 17,000 bills in-
troduced in the Congress ench year
deal with business, but only a small
minority of the 535 Senators and Con-
gressmen have any direct personal
experience in business,

High-Cost Regulation
Government regulation not only
costs business a great deal of money,
it has become a bigger and bigger
item in the federal budget, according

to a compilation by Washintgon Uni-
versity’s Center for the Study of Amer-
ican Business. The fiscal 1978 budget
now before Congress requests $3.7
billion for federal regulatory activities,
This is 85% more than the agencies
spent only four years ago. The largest
share of the regulation money is in-
tended for consumer safety and health
activities ($1.7 billion). In second

lace is environment and energy
FWSG million) and number three is tﬁe
overseeing of specific industries such
as airlines and railroads ($627 million),
The biggest percentage increase over
the four-year period—a hefty 185%—
was for energy and environment reg-
ulation,

Energy Brigade

As energy costs escalate, everyone
is searching for fast ways to cut con-
sumptioa without too much suffering,
At a North Brunswick, New Jersey,
plant of Johnson & Johnson, the war
against energy waste is waged with
the help of a special, employee-vol-
unteer force called the “Energy Bri-
gade.,” With representatives in all
arcas of the plant and on all work
shifts, the 30-member watchdog group
Is trained to recognize and follow up
on opportunities to save energy in the
course of the workday. The group's
activitics are focused on the half of
the plant’s energy consumption that
is not directly related to the manu-
facturing process, and may range from
turning out lights in vacant rooms to
early discovery of equipment mal-
functions. For their extra awareness
and responsibility, Brigade members
are awarded two $25 US. savings
bonds each year.

Ronzoni Installs
Turbine Generators

A macaroni plant in Long Isln|
City, New York, will install t o .
bine generator sets in a coge: “ratioy
energy system with a design etiicieny
of nearly 73 percent. 1

Ronzoni Corporation has ordered
two 800-kilowatt generator umits man.
ufactured by Solar Turbines intena. Ji
tional to provide electricity for it [l
60,000-square-foot expansion. |

One of the liquid fuel-burning tur-
bine generator sets will supply 610
kilowatts of Dhase load for the three
story addition and part of the exig
ing plant, The remaining 20 percent
of the operating generator set’s
pacity will be utilized as a spimiing
reserve in the system. The system uti
lizes nearly 100 percent of the turhine
exhaust heat, The second generator
set will be used for standby and peak-
ing duty.

The system is designed to provide
15 PSIG steam for large dryers for
the company’s macaroni, spaghetli
noodles and frozen foods.

The contractor plans to alternate
the generator sets carrying the base
load in order to keep the same num
ber of hours on each of the 120k
horsepower engine-driven units. The
base load gencrator set will operate
for about two weeks, Then the plant
will be down for two days for main-
tenance and general cleanup. During
this time, a 200-kilowatt recipr cating Ji
engine-driven generator set wi.' carry
the reduced load of the plant which
has been owned and operated hy the
Ronzoni family since they fou ded i
in 1910,

Solar will deliver the genera r st
late this summer, and they - ill b
operating by the first of ne: year
Plans are to install two more of the
800-kilowatt units within thre yeas
when there will be anothe: plat
expansion,

Faddisti Cost Jobs -

Foud Faddists are costing Daker!
workers jobs, unions complain.
AFL-CIO food and beverage trades
department blames food and
“faddists” for encouraging less b
consumption. The group endorses
legislation to promote “the use
wheat and wheat products as hum
foods.”
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WHY YOU MUST PUT YOUR
BEST FACE FORWARD

These are basic facts of selling in today’s market:

1. Shoppers have a food budget. It may be rigid—it may be
flexible but, by-and-large, food purchases are contained
within decided amounts.

2. Aside from predetermined items on a list, the vast majority
of purchases are made on impulse. If a shopper buys ltem A,
Item B is out for that trip.

3. Packages designed to catch the eye and Sell have a far
greater appeal and are selected more frequently than out-
moded “‘winners”. But styles change, competition comes
from even dissimilar products. Some dominant appeals of
yesteryear are ‘old hat" today.

While the Fossotti Method is distinctive—we and several other
producers can print excellent cartons and labels. But designing
selling packages that are individually yours is a unique talent.
Rossotti has created and produced resultful packages for a great
many of the leading organizations throughout the country. IN
ADDITION we offer a marketing service that is uncopied to date.
Under the guidance of our Marketing Director, who has attained
a background of international accomplishments . . . we will
analyze your products as related to your market and make specific
recommendations that promise greater profits from your sales.

There is no cost . . . 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

CHARLES C. ROSSOTTI, President

JACK E. ROSSOTTI, Vice President

T T R T T YT
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F rom a public relations promotion
‘ point of view, perhaps our major
\ concern in the marketplace is tied to
‘ the struggle for the consumer food
| dollar between the retail grocery out-
lets and foodservice/fast-food indus-
try. The changes in America's eating
l habits brought about by evolving

social and economic patterns in the
decade of the 70%, especially the
vastly increased independence and
caming power of the American
woman, have altered drastically the
profile of our target audience . . . the
American homemaker.

According to the U.S, Department

of Labor, I.Ec “typical American fam-
ily of 10 years ago: a husband bread-
winner, a homemaker wife and two
children” now makes up only 7% of
the nation's families,
i Today 51% of all wives with school-
i age children hold jobs. Thanks to her
: eamning power, a major market re-
search firm forecasts that in 1981 more
: than 60% of all households will have
i incomes of at least $15,000 and discre-
tionary income will reach 24%.

Other trends in consumer demo-
graphics indicate that the Eighties
will see an increasing number of one-
and two-member families, as well as
apartment dwellers. The percentage
of elderly people will rise, and the
' largest population increase is expected
: in the 18-44 year old's, who inciden-
tally are more frequent eat-outers than
the rest of the population.

As public relations communicators,
we are concerned with reaching this
emerging family food buyer whose
profile is multi-faceted: the working
woman, her teenage daughters who
spend 38 percent of the family's food
budget, the male chef who shares
cooking chores with his wife or girl-
friend, the apartment dweller, the
senior citizen, as well as the old-
fashioned typlcal homemaker.

All of these divergent types must be
lured to eating pasta in, if the maca-
roni industry is to survive at the gro-
cery retail level in the supermarket-
restaurant struggle for the food dollar
which according to some experts will
be shared 50-50 by 1880,

Fortunately pasta has attributes
which appeal to the American family
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lifestyles in the 80's, It is appetizing,
casy-to-fix, a convenience food that
competes favorably in price and effi-
ciency with comme:cial fast foods.
Furthermore, the al dente quality of
macaroni products is most often best
prepared in the home eat-in environ-
ment,

Not a Matter of Money

A recent editorial in Institutions/
Volume Feeding, a major publica-
tion for the food-service industry,
noted that the supermarkets have
attacked fast food outlets “fortunate-
ly in the wrong direction since most
of their ads concentrate on money.”
It went on to say that the reason
people eat out has very little to do
with the few cents difference in cost.
The reason people eat out is not he-
cause it's cheap. It's because it's easy.
I¥'s because it's fast,

We believe this is a valid point, and
as the trend to eat out contirues to
increase in momentum, we are modi-
fying our thrust to concentrate on
CONVENIENCE—easy and quick to
prepare, At-home dining can be effort-
less as well as BETTER tasting, It can
be AN EVENT with the help of a
little imagination, and not just
“another family meal.”

As part of our story, microwave
ovens and other tme-saving apphi-
ances are part of our campaign to
keep macaroni products a staple on
the pantry shelves of the Eighties.

Reviewing Results
Let's review our results since we
Inst met in February which address

Our Concerns in the Marketplace

by Elinor Ehrman, Vice President, Burson-Marsteller

our divergent consumer in the narke.
place.

We made Convenience a ki y atis.
bute to macaroni products, :nd de
veloped stories for Ladies Circle—
Fast Foods for Women Who Worl—
and Complete 20-Minute Dinners fo;
Family Circle.

The fastest of all cooking methods
is the Microwave. The industry e
mates by 1980 there will be 33,7000
units in use throughout the world &
compared with 8 million in 1975, W,
developed a special series of recips
which appear in the Spring issue o
Microwave Cookbook.

An excellent example of todsy)s
typical American family was cap
tured in the May issue of Belter
Homes & Gardens—Sharon au
Daniel Powell of St. Paul, Minnesoty,
with two young children. Both aduls
work a minimum of 35 hours a wed,
as well as being involved in commun
ity activities and night coursc at the
University of Minnesota, Their systen
is a “freeze now—bake later” plan ir
volving foods they prepare themselves
in advance in quantity, A [lavorit
entree for a l}re‘ez'ar-lt:n-n'nirmwan.r
meal is Stuffed Jumbo Shells Italian
Easy Dinners for One or Two = Dir
ner for Four—Cosmopolitan Mags
zine, April Issue;

Addressing one- and two-1 .ember
families, are these menus for t.o; and
for home entertaining, 2 +4 £ menw
scaled down to four.

With women now a major Jart o
the work force, more and mc ¢ ma
are taking to cooking for the ‘amil.
or for their own pleasure. W en W
discussed this personality story forms!
with Family Weekly, we hac an i
stant winner {n Emie Ra arinos
easy-to-fix recipe, which he g ve m
at the Dinner-Dance last Jan ary it
Boca Raton. Emie and Ton c: rtail
don't follow the eating-out trend
since the Family Weekly story relatd
how on a two-week vacation, they &f
out only one night with Ernic doirf
the cooking the other evenings

For the homemaker interested i
nutrition, the May Family Circle, fe¥
tures this Lasagna with Collaff
Cheese, described as lusclous, protei®
rich and economical. The M

THE MACARONI Jou}!w‘t
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prent’s pictures “Lots for Little"—a
aserol - clted as an excellent source
o prote n at reasonable price,

still -1 the area of nutrition, our
*Scor. High with Pasta” theme as
i relates to active sports has made
i with untdoor sports and camping,

Our hasketball story has been
]un‘ntcd in the suburbs, and our news
nlease just out, will be on Pasta for
Track as well as for joggers,

Three significant breaks, since Feb-
nary, reached additional divergent
wdiences:

Epicurean Category

In the Epicurean category, Bon
Appetit is targeted to a 400,000 cir-
alation of upscale readers who earn
an average of $33,000 annually and
who entertain a median of 7.7 times
amonth. Our macaroni product cover
sory gives exciting ways to feature
macaroni products for at-home enter-
tining making eating at home a fun
oent: “una spaghettata”—what the
Romans call a big spaghetti bash with
the ideu of presenting a symphony of
favors in the Show-Off Sauces,

The March issue of Ebony reaching
a black circulation of 1% million4-
leatured a variety of pasta dishes for
use as a first course, side dish or en-
tee, The same month Essence, the
magazir. for today’s black woman, in
their ¢ sntemporary Living Section
include 2 pasta recipes for the ca-
reer wonan, especially one with a
family, o freeze ahead and bake
when © wly, First two items on her
shoppi:  list are Spaghetti and Pasta
Shells,
And
those

¢ important youth market . ..

n-age daughters responsible
ling 38% of the family's food
budget thought Pasta os a result
of this mjor feature in the February
sue ¢ Co-Ed,

S0 11 1ch for the consumer. At the
lade | vel, our Supermarket News ad
series continued to remind the retailer

at pasta is profitable, and gave him

fuick promotional jdeas month by
month,

Foodservice

On the other side of the coin, we
e talking to chefs and foodservice
Yperators of hotels, restaurants and
istitutions to encourage them to

Smmnr_n, 1977

Gordon Stoddard, ot right, head athlctic trainer at the University of Wisconsin ot

-t e JELT

Madison, shows o couple of his chorges on the track team how to twirl spaghetti. On the
days ust prior to @ meet, Stoddard recommends that his runners "load up the furnace’
by eating a high carbohydrate diet such as spaghetti, other pastas and pancakes. Stoddard
reports that this nutritional technique called “carbohydrate loading” is particularly useful
where extra stamina Is required in an athletic event such as steeplechase, mile and other
long distance runs. Left to right: Universily of Wisconsin track team members, Jim

Stinzi, ard Steve Locey.

serve more and more pasta dishes
made with durum wheat. We include
cooking tips, which help the food-
service operator serve a better prnd-
uct, as well as menu ideas which will
increase pasta popularity and profit
potential,

Business Week's recent cover story
on “Fast-Food Stums” noted  that
Pizza Hut, with support from Pepsi
Co., plans to develop ather Kinds of
restaurants, including  one in test
which features a menn of pasta and
other Italian food.

Fact Sheet
Iow to Cook Perfect Pusta is our
basic foodservice Fact Sheet which
stresses the importance of durum and
semaolina in producing a quality maca-
roni product with a golden color and
firm texture, Cooking Instructions are
included as are Storage and Reheat-
ing, On speeinl stationery carrying the
name of the three contributing asso-
clations at the bottom, we have coined
a new title for our information serviee.
It is called the Durum Macaroni
Foodservice Program. This creditline
will be used where possible to back
up our placements with an authorita-
tive source. 5,000 of these Fact Sheets
have been printed, most of which will

soon be in distribution,

Using the smne stationery, to give
our program uniformity, we bhave
printed to date three of six mailers
which cover proper preparation and
handling of pasta. Each maillng con-
sists of a “Pointers Sheet” with several
menu-oriented merchandising sugges-
tions plus an attached recipe. The
mailers are targeted to our general
foodservice publications and are de-
signed to be used us small features or
filler, especially by regional publica-
tions, such as the Kansas Restaurant
which printed our first mailer in full,

Our personal contact is confined to
the Big Books, where we work along
with the editors in providing back-
ground, case histories, color illustra-
tions and tested recipes featuring
durum macaroni products.

The April issue of Institutions/
Volume Feeding, the leading book in
the foodservice category, covering all
types of outlets, printed the results of
its annual Menn Census, o survey of
customer preferences. Pasta is pic-
tured on the color cover as well as in
the story itsell since it is on the rise
in various foodservice categories.

Some interesting census statistics:

Spaghetti is the top entree in

Schools, including Colleges  and

Universities,

(Continied on puge 24)
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Pasta
Partners.

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

In facl, pasta is a way of life with many of our Peavey
people. Everything we do has one objective. To bring yo. the
finest Durum products. With rich golden color, The color of
quality King Midas Semolina and Durum flour.

That's why we begin with the North Country's finest Durum wheat. And mill it
in facilities designed specifically for the production of
Semolina and Durum flour.

We make pasta in miniature press and dryer operations.
And we check the pasta for color and constancy. We also
work with our customers on new product innovations. ..
creative shapes . . . with this miniature equipment.
Confidentially, of course.

We even develop recipes using pasta. Like the dishes at

: — the left. Recipes are available to you with no obligation. Just
wrile to Peavey. Anything that helps make pasta more
| appealing to the housewife is good for the pasta makers.
I And good for Peavey.

Today, Peavey is the first supplier of Durum products with
a total range of grades and granulations. To match your needs.
Plus people who look upon themselves as your pasta partner.

Peavey

Industrial Foods Group




Concerns in the Marketplace
(Continued from page 21)

Lasagne is now ranked third (after
Roast Beef) in Colleges and univer-
sities.

Macazoni and Cheese ranks third
in Employee feeding, preceded by
Ronst Beef and Beef Stew.

Rice dishes are being dropped by
many schools because of lack of

popularity.

Food Formula

In the June issue of this magazine,
we developed this article for Food
Formula, a monthly column devoted
to successful merchandising case his-
tories of a specific product category
served at a foodservice outlet. This
one, based on Paoluccl’s Restaurant
in New York, gives basic nutrition and
handling i{nformation, including our
color photo of the many different
types of pasta available. Creditline to
Durum Macaroni Foodservice Pro-
gram.

Hospitality is a leading magazine
targeted to White-tablecloth restau-
rants. The February and April issues
featured our color photos and recipes
for a hearty soup and a convenience
entree, Both recipes, stressing correct
preparation of pasta, with credit line
to the assoclation.

Club and Foodservice reaching
military clubs nationwide. Here is a
good example in the April issue of
how we can get extra mileage from
our Consumer photos, This Macaroni
Casserole ran with a recipe for Sum-
mertime serving in an article bylined
by Jo David, who heads up our Foad-
service Division.

School Food Service

One of our major targets is the
foodservice operator in the schools,
where 28 million children are served
every day. The February issue of the
definitive school magazine, School
Foodservice Journal, included this
spread with copy highlighting proper
handling methods of pasta, with three
of our pasta recipes geared to Type A
requirements: Spaghetti Chili, Tuna
Lasagna and Elbow Macaronl &
Vegetable Casseroles.

In May, we had our full color photo
on the cover, with a recipe for Orange
Noodle Pudding with our Durum
Macaroni eredit line,

And now, In The Months Ahead—

Foodservirc

The July August issue of the maga-
zine will herald a major school lunch
promotion which will take place dur-
ing National Macaroni Week,

Each year, the USDA in coopera-
tion with the American School Food
Service Association, develops a spe-
cial menu to celebrate National School
Lunch Week, which this year, falls
within National Macaroni Week . . .
from October 10-14. The special
menu is called the Universal Menu,
meets the Type A pattern require-
ments and will be served on Wednes-
day, October 12 (Columbus Day) to
the 26 million students who partici-
pate in the school lunch program.

Since we had worked with the
ASFSA on this program in 1976, we
were in a prime position to recom-
mend the choice of lasagna as the
entree selection for the 1977 Univer-
sal Menu which has an Italian theme,

In the July/August issue, this full
color photo will appear with a major
feature story describing the foods and
their Italian background, along with
our recipe for Lasagna da Vinci,
crediting, the Durum Macaroni Food-
service Program. This same photo and
ment. will run again in either the
September or Octoher issue of the
Journal to support National School
Lunch Week . . . with special empha-
sis on American macaroni products.

Our co-op partners in this joint pro-
motion who help us in financing some
of the costs are: Hidden Valley Ranch
Salad Dressing Mix (a division of
Clorox), Armour Food Company and
the California  Apricot  Advisory
Board. Here are some of the tie-in
collateral:

1. 50,000 full color souvenir menu/
invitations which describe and illus-
trate the Universal Menu, This mail-
ing piece, which also contains a tear-
off recipe card for Lasagna da Vinci,
is designed for use by school food-
service professionals who want to
alest their many publics to National
School Lunch Week. It will be mailed
to 1,200 lunch directors, along with a
special letter signed by each food
sponsor, including Durum Macaroni
Foodservice Program,

The mailers will also be distributed
at the National School Foodservice
Convention in Houston in August, as
well as be part of ASFSA’s 2,000 press

kits which are sold to school ‘pod.
service directors, Our Fact She t ip.
cidentally will be a part of the: - ks,

2. Recipe Cards

12,000 black on beige recipc cards
have been ordered, with L sagna
recipe and picture on one sice and
the salad recipe with picture on e
verse, 10,000 to be distributed Iy
Clorox thru thelr Sales network and
2,000 for the Special School Foodser-
vice Journal press kits.

If any of you are interested in oh
taining the mailer, let me know. We
can provide limited quantities.

In the months ahead—Consumer,

SPAGHETTI SAFARI 1I is coming
uﬁ August 23-26, and we are well
ahead in our planning,

Major consumer magazines and
newspapers to be represented include:
American Home, Better Homes and
Gardens, Good Housekeeping, La-
dies Home Journal, Redbook, Lady’s
Circle, Seventeen and Woman's Duy.
Family Weekly Sunday Supplemen,
and newspaper dailies of Cincinnati
Post, Los Angeles Tmes, Phoenix Ari
zona Republic, Sesttle Post-Intell
gencer, St. Paul Dispatch-Pionecr
Press. Two publications recommen-
ed by the Wheat Commission to be
part of the tour are the Bismarck Tri-
bune and North Dakota Rural Electric
Magazine. From foodservice public:
tions we will have representatives
from Fast Service and Restaurat Bus:
iness,

Judi Adams and 1 in April vis :edall
facilities in North Dakota, anc 1 me!
also with Larry Williams an' Bob
Howard to work out the Minn: apolis
arrangements,

Each editor will be given safari
equipment of pith helmet and alch:
ing brief case containing cc plett
press kit as well as a Pastaport of a¢
tivities. Here are some of th high
lights:

Tuesday night—Pitchfork 1 mdue
at Medora on the Mouniinto!
overlooking the Badland:, fol
lowed by the Musical in the A
phitheatre,

Wednesday—Drive from Devils
Lake to Edmore with Pienk
Lunch at the home of Vivian ad
Bud Wright, including tour
wheatfields with combines in 8¢
tion. From there to the Expe™

(Continued on poge 26)
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You'll recelve raves about your product
if you start with the best quality durum
products. And the best fan mall of all
wlll be yours . . . repeat orders. People
today are discriminating, they want
quality first of all. That's what you give
them when you start with Durakota No. 1
Semolina, Perfecto Durum Granular or
Excello Fancy Durum Patent Flour. The
durum people know. They have quality
control.

NORTH DAKOTA MILL

Grand Forks, North Dakota 58201
Phone (701) 772-4841




Concerns in the Murk:rl!uee
(Continued from page 24)
mental Station in Langdon and
thence to Grand Forks for the
Governor's Dinner at the West-
ward Ho Motel. Both Governor
and Mrs. Link will be there, and
we will serve the favorite pasta
recipe of the Governor’s Mansion.

Thursday—Tour of the North Da-
kota Mill and Elevator followed
by trip to Fargo and lunch at the
University and a visit to the Labs.
Flight to Minneapolis and for-
mal dinner at the Minneapolis
Club,

Friday—Moming visit to the Grain
Exchange, followed by tour of
Creamette plant, with Farewell
Lunch on the Porch of the In-
terlachen Country Club.

All of the pasta recipes to be served,
including those on the picnic, have
been tested in the Sills kitchens; pho-
tographs in color and black/white
have been taken of several dishes; as
well as advance pix made of the Chef
of the: Minneapolis Club, and the
Pitchfork Fondue at Medora.

It should be a grand affair.

Press Party

Our Annual editor luncheon at Tiro
a Segno is scheduled this year for
September 14, with press releases
geared to “eating at home” and mak-
ing “eating at home” a fun event. 1
saw Ed Walzer at Progressive Gro-
cer a couple of weeks ago, and he
feels too that “entertainment”™ is a
key reason people eat out. With a
little imagination the at-home meal
can be as “special” us well as easy
and quick to prepare. We're planning
a “Quarter-of-an-Hour” series—Pastn
Menus complete from entree to des-
sert in 15 minutes,

Macaroni Week—October 6-15

A. For Macaroni Week our TV Kit
will incorporate the sports and
cating-at-home themes,

B. We have more Advance Maga-
zine placements than ever, with
an impressive list scheduled for
the month of October, to usher
in Macaroni Week:

Seventeen—3-page color spread,

with working title “The Big
Noodle” to emphasize easy-to-
make dishes, using a variety of
shapes,

Daisy—Magazine published by Girl

Scouts of America, for 6-11 age

National Macaroni Institute — Box Score
July 1, 1976 — Juse 30, 1977

Medium

Consumer magazines —
Women's,
Negro, Spanish,

Newspaper Syndicales

D;l:‘v and Weekly Newspaper releases

Syndicated Newspaper Supplements
cwspaper Color Pages

Nearo ress releases

Radio releases

Network Television kils

New York Press Luncheon

Youth Program

al Interest

Supermarket Consumer Specialists
Extension Home Economists
Cooperative Publicity

'outh, Romance, Shelter, Farm,

Placements Circu! ation
363,/ 48,28
142 l.lm.-ua.ivi
161 468 00,000
18 65,704,501
7 40.:6891|
lﬁ; 97,264
4 to 2,800 stations
2 on 313 stations
3 releases with press kit

970 Pasta Porifollos
22,620 Pasta Primers
233 chains, nationwide

"'56 companics and organizations
with 61 uses.

group, 3-page story titled “Pasta
Primer”, featuring materials from
our Pasta Portfolio including
sketches and recipes. {~ 200,000)

Teen Beat—Reaches 500,000 young-
sters, from 9 to 18 years, Color
story, based on one or more of
our transparencies,

Flying Colors — Braniff Airlines
magazine—color story, possibly
geared to men cooking,

Bon Appetit—Background pasta
story Eu.sed on Portfolio content,

Sepin—Black maiuzinc.

TV Guide—October or November
issue: color feature geared to
“quick, quick, quick” pasta
sauces,

Weight Watchers—October or No-
vember issue; emphasis on pasta
sauces using variety of shapes,

In the Sunday Supplements, we
have a photo scheduled, for Macaroni
Week, in Family Weekly, and another
Fall placement in Parade,

And for 1978—January

Before we meet again, be sure to
watch for our Family Health story (8
million readers) “From Soup to Nuts
with Pasta.,” We have tested 25 re-
cipes specifically for this feature.

Another important January place-
ment is with Co-Ed—"A Family Din-
ner"—2-page color which we are pho-
tographing next month,

Until the Winter Meeting—Thank
You.

In Supermarket News

You can move a lot more ham if
you move a lot more pasta.

When a little piggy goes to mar-
ket he ends up as ham, roasts, bacon
and sausages—all great profit part-
ners with pasta products,

—National Macaroni Institute

Push Pasta

Creamette Company advertising in
Chain Store Age Supermarket Sales
Manual says: “Each 7 oz. package of
Creamettes macaroni generates $2.00
in related item sales,

“1000 case order (48-7 oz. Ceam-
ettes elbow macaroni) will retum
$108,000 in grocery sales,

“Gross profit per 1000 case order
above is $21,600,

“Last year, close to 20,000,000
Creamettes packages carried cross
coupons for other major nationally
advertised grocery products.”

Push Pasta I

A northeastern grocery chain re-
ports:

A 24 foot macaroni departn:nt of

480 lineal feet produced weekl. sales
of $225.30 per lineal foot.

A 28 foot macaroni departn nt of
498 lineal feet produced weck! sales
of $218.03 per lineal foot.

A 32 foot macaroni departn nt of
512 lineal feet produced weekl . sales
of $211.23 per lineal foot.

A lineal foot is determined @y the
number of shelves used in a by, Ex
ample a four foot bay using four
shelves is s* ~en lineal feet of shel
space.

25 percent has been deduclcd_frﬂm
the above figures for a truer pictur
of shelf sales, as it is estimated thal
portion of sales of macaroni produ
is moved on special promotion.

Macaroni Week —
Celebrate with a Friend!

THE MAcARONI JoURN
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Vibrating Convoyors: Ideal for convoying malterlals gently
without broakage. One plece stainless steel trays which are
self cleaning meel the most stringent sanltation requirements.
All units ulilize corrosion free “Scotch Ply" reaclor springs
which can be washod down plus simple maintenance freo
positive eccentric drives, Capacilies of up to 2500 cu. ft. hr.
with lengths over 60 feel.

hulletin cve-30
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Plant Engineering and Layout
tervices offered: Electrica En%nee Ing and Control Panels
Erectlon and Start-up

ASEECO 8857 W, Olympic Boulsvard, Bevarly Hills, Calif. lﬁlﬂ
TWX 910-480-2101

@13) a52-5780
BER, 1977

/4
/" | chain’ bushings where lubrication is not possible. Section-
* " "alized uni-frame construction permits easy changes in helght
_-or horlzontal run—allows for ease In cleaning and inspec-

/1. USDA APPROVED "
/* OPEN TUBULAR FRAME

SEECO

| 'BUCKET ELEVATOR' ;
“ 4. '/ 'The Versatils Bucket Elevators with Space Age Dosign-Sdni-
~TEAZL 0 Plas Buckets (Polypropylenc) FDA approved, Sanltary Delrin -

rollers on chaln—reduce friction and wear, Pro-lubricated

tion. ' Available as standard with conventlonal frame or sani-
tary open lul:ulnr'lrnm_n dosign, Capacities to 4000 cu, {t./hr,

Writa for Bullatin CAL-50

Tubular sanitary open frame model permits
sasy Impection and cleaning., Alse wvall-
able In inlesy stesl el

The Modu-Tran IL Vibrat-
Ing Conveyor feeds product
sldeways as well as in the
normal forward direction.
This unique development by
Asceco Corporation makes it
possible to split a stream of
praduct, 1o any rales of Mow
desired, with sanitary esthoti-
cally designod  vibrators,
Units can bo installed inserles
to distribute product to mul-
tiple packaging machines or
to several use polnts simulla-
neously on demand,

bulletn ent/T10
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Buhler-Miag, Inc.,, Opens
New Plant In Minneapolis

Buhler-Miag, Inc. has begun manu-
facturing operations at its new U.S.
headquarters complex in suburban
Minneapolis,

The §4 million plant, with 103,000
sqquare feet on a 20-acre site, includes
u manufacturing facility, a warehouse,
rescarch and development space, and
u separate 4-level office building.

The move consolidates several
plant, office and warchouse facilities
that housed the operations of the
Buhler Corporation and Miag North
America, Inc. The two U.S. corpora-
tions became Buhler-Miag four years
ago when their European parents
merged,

Dr. Rolf Buhler, vice chairman of
the board and grandson of the parent
firm's founder, flew over from Swit-
zerlund to speak at opening cere-
wonies,

Lee Vann, Minnesota Commissioner
of Economic Development, stressed
the importance of foreign investment
in the state to provide new jobs and
stimulate economic growth,

Designed for Expansion

The new plant, designed for antici-
pated expansion, represents the firm's
first venture into full seale manufac-
turing in the United States. Buhler-
Miag has done its own systems de-
sign and assembly work, but has con-
tracted with others for the manufac-
ture of components.

The American firm and its Swiss-
German parent, Buhler Brothers Ltd,,
manufacture n wide range of food
processing, bulk material handling,
and dust control equipment. The firm
has been a major producer of four
milling equipment for 100 years, and

A ey

in ruburbar: Minneapolis,
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Dr. Rolf Buhler, Uzwil, Switzerlond, speaks
ot the grand opening of a new plant for
Buhler-Miag, U.S. subsidiary of the firm
his grandfother founded. The oker's
platform was built from o dust fl"el"g:llling.

established Minnesota operations in
1952 through its long-time involve-
ment with Minneapolis milling com-
panies,

Muny Products

Buhler-Miag's new facility produces
filters for dust control, chain con-
veyors, and components for pneu-
matic conveying and flour milling
machinery. By dolng its own manu-
facturing, company officials said, the
firm will be able to increase produc-
tion, provide better quality control,
and reduce delivery time.

According to Buhler-Miag president
Curt Schneider, the buildings were
designed for minimum energy con-
sumption through the long Minnesota
winter.

The office building will use heat
Immps to redistribute heat generated
1 people, lights and office machines,
while }nrgc ieat exchangers on the
plant roof will reclaim heat from
exhausted air.

Kungsornen A/B in Sweden
From Buller-Miag Diagram 62

Scandinavia’s largest and most mod-
ern macaroni factory is located at
Jarna not far from Stockholm, Swe-
den's capital, Since its recent expan-
sion by a long goods line, the plant
has a daily capacity of 70 metric tons.
Its J)ruximity to Stockholm allows
rapid and economic delivery to whole-

kit T R A A R S D T T

salers, Within a 100-km (60-n. l¢) ra.
dius of the plant, one-fifth of § cden)
population can be suplied wit!. mac.
roni products,

History

1942 Installation of the first n:..caronf
plant at Uppsala,

1958 Afliliation of an existin; plant
at Aby.

1967 Construction of the new maca.
roni factory at Jarna; ofter ity
start-up, the Uppsala and Aby
plants were shut down,

1971 Expansion by a short goods line
(capacity 1000 kg or 2200 Ibs/k).

1973 Further expansion by a long
good line (capacity 1000 kg or
2200 lbs/hour).

Desiring to benefit from modem
technology in the construction of mae
aroni plants and macaroni production,
Kungsornen entrusted Buhler-Misg
with the engineering of its new planks
and the expansion of existing ones
Their staff is experienced in determ.
ining suitability and efficiency of ma-
chinery, economic planning, automs-
tion and remote control techniques,
sanitation and, of course, in the tech
nology of macaroni production,

Facilities

Four production lines have been
installed in the manufacturing area:

* Two TDC-2000 continuous long
goods lines with a total ouput
of 38 tons/24 h.

* Two TRT/TRNA-TTNA .ontin
uous short goods lines witl a total
output of 32 tons/24 h.

All dryers are equipped wit. auto

matic climate controls,

All raw materials (semolin. _mid:
dlings, flour) arrive in bulk - hicles
at the storage bins which have 1 total §
holding capacity of 300 metr tors.
The raw materials, conveyec pn'ﬂl'
matically to the foor manufu turing
bins, pass through dunip scales ndre
bolters. The entire plant is coi iect
to a central dust collection syst ‘m.

Both the silo plant and all fo r pr
duction lines are monitored anl co
trolled from a master central pane

To utilize gravity flow, the pickig’
ing machinery is located directly be
low the bulk storage units for finish
macaroni products. The packﬂ5|“§
machines are automatically fed wi
short goods from the storage bins 2
with long goods from the st 'i'
Eassing through the cutter and a \

rator channel.
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Report of the
Director of Research

by James J. Winston

Microbiological Standards

Microblological standards are being
sought by FDA, Mr. R, B. Read, the
Acting Director of the Division of
Microbiology said, to combat abuse
of imported foods and of foods in the
distribution system.

Noting that under present law,
FDA cannot keep abused foods off
the market unless they are decom-
posed, FDA’s Read said that micro-
biological standards would fill the gap
in the Food, Drug, and Cosmetic
Act caused by not considering bac-
ttirli:l growth during transport “added
filth.”

“We are going to have microbio-
logical standards for food,” Read said.
The limits set will not be “just short
of decomposition,” but “stricter” than
that, he added. However, they will not
apply to foods while they are being
manufactured.

When FDA proposed microbiologi-
cal standards for bottled water, cream
pies, and gelatin, Mr. Read noted that
comments were split between: “hand-
written letters from consumers trying
to get us to promulgate” the standards
and “typewritten letters” from lawyers
“telling us this is not really a good
idea.”

Requests for hearings on the pie
and gelatin standard stayed the pro-
posals, Read noted, adding that these
proposals would be withdrawn and
replaced with new ones,

The FAO/WHO Codes Alimen-
tarius is considering microbiological
standards for egg products, dried
milks, molluscan shellﬂsh precooked
frozen shrimps and prawns, frozen
froglegs, foods for infants and chil-
dren ond edible ices, according to
FDA's Dr. Joseph C, Olson, Chair-
man of the Codex Committee on Food
Hygiene,

He added that foods meritin
“prompt attention” for future consir.E
eration of microbiological standards
include chilled frozen poultry, chilled
frozen meat, cheese, precooked froz-
en crabmeat, desiccated and pre-
cooked lobster and related items.
Foods to be considered after that are
cooked meat and poultry, fishery
products, dried soups, dried fruits, en-
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James J, Winsten

zymes, gelatin, yeast, protein concen-
trate, and low acid salad dressings.
The reasons that the foods cited
were chosen, Dr. Olson explained,
were (1) they were frequently impli-
cated in food-borne illness, (2) they
were pathogen sources, or (3) they
might transmit foodborne disease if
mishandled. Codex has already ac-
ce?ted criterin for specifications for
Salmonella in dried and frozen eggs.
Nur policy should follow the pres-
ent pattern of monitoring our prod-
ucts in order to obtain microbiological
data for any future proposed regula-
tions of the FDA on Pasta Products.

Fiber

Scientific observations by British in-
vestigators appear to emphasize the
role of fiber especially dietary fiber
in reducing the incidence of several
diseases affecting mankind. These
consist of diverticular disease and
cancer of the colon,

Dictary fiber refers to the combined
undigested carbohydrates in food and
include the cellulose and lignin
found in crude fiber as well as hemi-
cellulose, Ezctic substances, gums and
other carbohydrates which are not
normally digested by man,

The old theory that diverticulitis,
which involves an “out pouching” or
ballooning” of the intestinal wall, can
be helped by a low residue or low
fiber diet has been replaced by the
current thinking. This is that an in-
creased amount of dietary fiber will
tend to accelerate the passage of body
waste material in the colon and there-
by reduce the incidence of diverticu-
lar disease,

Cancer of the colon has also been

related to a low. intake of ietary
fiber, The available evidence < :mp.
strates a lower degree of caiver of
the colon in countries con uming
greater quantities of dietary fiber,
This is particularly evident in d~velop.
Ing countries, especially Africa_ where
the diet, in general, is less refii.«d and
high in dietary fber,

Fiber is provided in our dict pri.
marily from cereals, fruits, and vege.
tables, Unfortunately, in this coun.
try, our consumption of cercals and
related products has decrensed by
50% dulin;i, the last 70 years ac
companied by an increase in the pro-
portion of our total calories derived
from animal products which contain
no fiber. According to the opinions
of American researchers in this fleld,
“the avallable evidence is certainly
not adequate to warrant a major
change in the diet of the total US.
Population; however, the nced for
further research is apparent.”

Symposium

The role of fiber in food produds
has become important enough to
convene food sclentists on an inter
national basis to a symposium en
titled “Food and Fiber”™ at Marabou
Sundyberg, Sweden, This is the firt
important seminar held on fiber and
the U.S. was represented by the fol
lowing scientists: William J. Darby,
The Nutrition Foundation; Mark
Hegsted, Harvard University Depl
of Nutrition; Ogden C. Johnson,
Hershey Food Research Labs.; Peter
J. Van Soest, Cornell Universily;
Frederick J. Stare, Harvard Iniver
sity; Philip L. White, Americo: Med:
ical Assoclation.

At the conclusion of the :onfer
ence, which lasted several d: ys. Dr.
Philip White in his summar; stated
that mure accurate methods i st be
developed to determine dic ary
ber. Also, the conference recom
mended that a variety of [-od b¢

included in the diet so as tc assur B

the consumption of good miyture o
plant fiber. In conclusion, th. fod¥
fication of foods with specifi+ poly
saccharides is not justifed hy the
present state of knowledge.

Enrichment

FDA Standards of Identity referd
the use of only the word “Enriciit
when indicating the addition of vit*
mins and fron,
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GAGOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

| Consulting and Analytical Chemisis, specializing in
all matters Involving the examination, production
and labeling of Mucaroni, Noodle and Egg Products.

1—Vitamins ond Minerals Enrichment Assays,

2—Egg Solids and Color Score in Eggs and
oodles.

3—Semolina and Flour Analysis.
4—Micro-analysis for extraneous matter.
5—Sanitary Plant Surveys.

6—Pesticides Analysis.

T—Bacteriological Tests for Salmonella, etc.
B—Nutritional Analysis

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

REVOLUTIONARY
DIE WASHER

daveloped and proven at Goiden Grain

45 minutes 1o 1% hours washing lime, depending upon
die thickness.

Y2 as blg.

Much less maintenance: in 10 months at Golden Grain it

has required NO mainlenance, whereas their conventional

die washers require about four hours a week. Fewer

moving parts. Fixed nozzles. No leakage

All parts standard Off-the-shelt

Serves as two pleces of equipment lor the price of one:

pump cleans olher equipment

When you keep up
on news of the industry
it is easy to tell who doesn't.

Send the MATARONI JOURNAL to:

Title S
Company. —
Address. SO
IT'S YOUR MOVE,
Keep City
YOUR KEY MEN
INFORMED. o e
Bill me Bill the Company
Twelve monthly issues $10; add $2.50 for foreign postage.
EMRER, 1977
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General Mills' Approach
To Metrication

Early last summer General Mills
formed a task force of managers from
all over the company to stusy metric
conversion. After several months of
work they came up with a set of pol-
fcy guidelines, some research that sug-
gested they approach the issue cau-
tiously, and some specific approaches
to food packaging that they felt were
workable for their product line,

‘The metric policy guidelines are not
a corporate-wide commitment to con-
vert by a specific date, Instead, they
fix specific responsibility on each of
" the division managers to examine the
impact of conversion on his operation
and take appropriate action. Each di-
vision manager will be responsible for
developing a plan that:

® Minimizes costs and avoids dis-
ruption of marketing services, and
buying practices;

® Conforms to existing laws and
regulations;

¢ Uses correct metric units and ter-
minology as defined by national and
international standards organizations;

¢]s oriented to the interests of con-
sumers;

*Encourages, where feasible, the
development and manufacture of
preducts in metric measurements; and

® Provides for cooperation, where
appro}-<iate, with trade and industry
organizations to accomplish orderly
transition in the marketplace.

As it relates specifically to their
food divisions, they currently see a
gradual, phase-by-phase conversion.
They came to the gradual approach
because of the research they reviewed,
They became convinced that the
American consumer is not ready for
a dramatic conversion.

Public Survey

The public was asked by Roper Re-
ports pollsters, “Should we switch to
inetric?” The answer was basically
no—64 percent wanted to stay with
the present system, The same question
was asked the previous year and, if
anything, over the past year the gen-
eral interest in switching has declined.
In 1975, 33 percent felt we should
switch to metric; it dropped to 20 per-
cent in 19768—certainly not a strong
mandate for metric and not very posi-
tively reflective of the public aware-

2

ness efforts invested in this area over
the last two years.

With that research background they
took a look at existing products to ex-
plore just how much change might be
involved for food items. The biggest
problem they came up with is in
recipe labeling, both for ingredient
and convenience items,

Recipe Problem

To solve this recipe issue, they are
currently planning to print both cus-
tomary and metric re-ipes, It will
probably be a three phase process,
with the time between phases left
largely to judgment;

Phase 1—Print both metric and cus-
tomary recipes on packages with the
emphasis on customary;

Phase 2—Print both but change em-
phasis to metric recipes;

Phase 3—Switch to metric-only re-
cipes but still leave the consumer the
ability to write in for customary reci-
pes.

To see what this general !nnguaﬁo
really means, they broke down the
total food line into types of products:

* In ready-to-eat items like cereals
they see very little change and very
little problem.

® On convenience products with
larger packages and lots of space they
chose to separate visually the two reci-
pe directions, Brownies, for example,
could contain the customary recipe on
the back panel and the metric recipe
on the side panel,

® On more crowded packages they
went to side-by-side execution, They
intend to handle products like Potato
Buds in this way, Hamburger Helper
presents a more difficult problem be-
cause the brand has two basic recipes,
oven and skillet preparation. To
solve this problem they can use an
over/under treatment with metric and
customary neciies. Layer cakes can
also use this technique,

® For very crowded or small pack-
ages, such as the 20-ounce size Bis-
quick, they can go to a parenthetical
execution,

General Mills Record

Net sales and earnings of General
Mills, Inc. in the fiscal year ended
May 20, 1977, established new rec-
ords, with sales up 10% and net earn-
ings rising 16% over the previous fis-

—_—

cal year. The fourth quarter o flepg]
1077 was marked by a 7% incr-ase fy
net sales and a rise of 4% in et iy
come, Fiscal 1977 marked tl.: 11}
year of sales increases and tl « 15
consecutive year of earnings in prove.
ment for the company.

Award Winning Campaign-

The Advertising & Marketin; Club
of Kansas City, presented the i}ryan/
Donald Advertising agency of Kansas
City with a merit award, forits AD )|
Econo-Flo B&W trade magazine cam
paign. The award was presented at
the 2nd annual Addy Awards event
on June 29th, at the Advertising and
Marketing Club,

The award winning campaign de-
picted the growth of the milling in-
dustry in this country, with the em-
phasis on how A D M Econo-Flo con-
tributed greatly to that growth.

The copywriter for this campaign
was Matt Davison, of the Bryan/Don-
ald Advertising agency, The art i
rector was Dave Howard, of the
Swicegood Studios Inc., Kansas City.

The Business Climate

Dr, David H, McKinley, Associatt
Dean Emeritus and Professor Emeri
tus of Banking, College of Bush
ness Administration, the Pennsylvani
State University, used a set of eight
exhibits for his presentation. The
included:

1. Business Cycle Expansics @
Contractions in the U.S 185
1875,

2. The American Economic ystem
chart of Gross National 1 odud
Personal Consumption I pend;
tures, Government Spend g and
Transfers, Savings.

8. Changes in Total Real O 'putid
U.S. 1950-77.

4, Gross National Product o d Div
pasition of Personal Inco:ie.

5. Real GNP by half-year i. tervi
and forecasts for twelve non
ahead. A

6. Actual and Projected Econom

Indicators.

Composite Indexes of Leading

Coincident and Lagging Indics

ors.

8. Installment Credit Related '8
Disposable Personal Income.

(Continued on page 36)
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LET'S TALK ABOUT YOUR SEMOLINA REQUIREMENTS.
Seaboard, .. the modarn milling people.

k P. 0. Box 19148, Kansas City, Mo.

SRRl

It's a situation that's hard to avoid when your product has to
travel long distances from the mill. Even with today's
highly-computerized movement of railroad cars around the country
it's virtually impossible to prevent widely-varying dolivery times
and the resulting stackup of cars waiting to be unlosded.

Stacked up cars, Demurrage charges. Profit eaters. But if you're
in Seaboard’s Super Semolina Service Zone—the New York/

New Jersey, Boston or New Orleans Metro Areas—you can get 4
bulk truck-delivered freshly-milled No. 1 Semolina i
in a few short hours. And cut down those demurrage charges. i

—
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Seaboard Allied Milling
Corporation

816 661-9200
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Dras ically reduces the time required in the production cycle.

Hig! 'r drying temperatures reduce platc counts to well below industry standards while
enhe icing product flavor and quality.

Electonic controls sequentially start and stop fans as the product moves by.

Pneurnatic controls requlate relationship between time, temperature and relative
humidity.

The hotter,
faster,

At the end of the final dryer, a power-driven cooling section reduces product temper-
alure to a safe packaging point.

Eaibanti ATR—newest in the long line of Braibanti pacesetting Pasta Dryers,

Braibanti, the world’s foremost manufacturer of Pasta Equipment.

Plate Counts Side Pancls Open for
Slashed, Eosier Cleaning
Lock Tight to

Conserve Encrgy.

Cooking Qualitics Drying Time
Improved, Chopped.
Stickiness Eliminated

L aumln{'g &

. W’m

.. e » b b S— -

st P08 Final Dryer Product Cooling Section Slorage Silo Stripper
wilh Spreader
i o @ .
@mﬂb&i\h corporation §
60 EAST 42ND STREET-SUITE 2040 « NEW YORK N.Y. 10017
PHONE (212) 682.6407-682.6408 « TELEX 12-6797 BRANY DOTT. INGG. M., G. BRAIBANTI & C.S. p. A. 20122 Milano- Largo Toscanini 1
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David H. McKinley

The Business Climate

(Continued from page 32)

Some of his observations were as
follows:

1

@

American business cycles in this
century are tending to be longer
on the UP side and shorter on
the DOWN side because of the
intervention by the Federal Re-
serve, various changes in tax
licy, and improved planning
y businessmen, The expansion
phase of the cycle is averaging
about 85 months but there is no
guarantee that the Carter reces-
sion will begin in February,
1978 (that is, 35 months after
the recession low point in March,
1975). This has been a sputtering
recovery so the expansion phase
is probably going to be longer
than normal,

. The macaroni manufacturing in-

dustry is linked to the non-dur-
able purchases by consumers
and, being a basic food field,
is relatively non-cyclical. The
American consumer greatly ex-
Eanded his purchase of automo-
iles and houses in the past 12
months, with consequent reduc-
tion in savings. Food expendi-
tures expanded only in line with
retail sales, During the past three
months, retail sales have been on
a plateau,
In the last year of the Ford ad-
ministration, total GNP (adjust-
ed for inflation) rose 6.1% and
there is a good chance that Pres-
ident Carter will come close to
this same rate of gain in 1877,

6

The consumer expansion phase
of the cycle is now pretty well
over because of the increasing
strain of installment and mort-
Fugu credit, For a successful 1077
husinessmen must push forward
in purchases of new business
plant and equipment, as well as
business inventories. Also, many
state and local governments are
receiving higher revenues so gov-
emment purchases at the state
and local level will expand. A
discouragine trend is the down-
ward plung. % net exports
as the g i American
public contn. ... to import pe-
troleum products at an annual
rate of $5 billion more each year
(the annual total is now about
$40 billion),

. The upward path of real GNP

will probably take the figures to
around $1,376 billion (annual
rate) in the first quarter of 1978
A recent tallv of about 120 busl-
ness forecesters resulted in a me-
dian est'mate of $1,375 billion.

The 1£. leading indicators, which
are summarized monthly by a
composite index announced
about the 20th of each month,
have a record of anticipating
business downturns by about 8 to
10 months, The composite index
of the 12 indicators for May
moved into the minus territory
for the first time since the bliz-
zard month of January. If the
June and July announcement
show the composite continuing
to drop we would then have a
clear indication of a Carter re-
cession by the midst of 1978. An
older series of 12 indicators now
shows a tally of 4 up, 8 level
and 2 down, confirming the shift
into neutral or a small minus
position.

The latest tally of installment
credit in relation to disposable
personal income fs also some-
what ominous. Past high polints
in monthly extensions compared
to repayments have been about
$2.0 billion monthly (a high point
of $2.76 billion was reached early
in 1978). The recent gap, or ex-
cess in credit extensions, was
$2.7 billions, indicating that De-
troit can expect some headaches
in 1878,

ASK YOURSELF THESE QUESTIONS

|, Are 1y dally activities ORGANIZED when | arrive ot work? Do | write down
end . *ncentrate on my manoger PRIORITIES of what must be done every doy?

2. Do | .eep my personol work ares, materials and files ORGANIZED for
¢ffic--nt daily activities?

3, Am | ORGANIZED? Do | have o PLAN SHEET—THINGS TO ™ LIST—CALEN-
DAR, or other llmm to keep daily information and record oppr  .ments ond ideas
wntil | con work on them?

4, Am | still learning? Do | constantly search out ways | can improve my job worth?
Do | sincerely Invest In opportunities for my management and self-improvement.

§, Do | pet adequate sleep? Do | yet exercise and actively invest my physical well-
being and health? Do | conserve energy for demanding tasks by eliminating the
eergy drain caused by negative attitudes (l.e., defensiveness, criticism, resent-
ment, fear, suspicion)?

6. Am | trying to be everything to everybody? Can 1/do | say NO to people? Am |
tlfective ot delng my job instead of wanting to do a little bit of everything? Am |
concanirating my efforts?

7. Do | focus enough of my time on what needs to be achieved (PLANNING)? Do |
have short- and long-term business goals and objectives?

8. Do | PLAN daily, weekly, monthly and yenrl; activities designed to achieve my
business objectives? Do | put them in writing

9. Is my planning consistent? Do | PLAN CONSISTENTLY, even though planning
tokes extra time in the short range, becouse | realize that planning saves more
lime over the long range?

10. Do | frequently evaluate where | actually spend my time? Do | keep IMPORTANT
Imanogemant duties) and delegate the URGENT (urgent but not important)? Do |
give sufficlent time to the IMPORTANT and spend less time on the URGENT (but
ot Important)? ;

I1. Do | regularly examine, set and reset project priorities as the “return-on-invest-
mml‘ ;hunqn? How politically and operationally sensitive am | to changing
realities

12. Do | see the USELESSNESS in doing things with great efficiency which should not
be done at oll? Do | stay out of the details of business routines? Do | manage-by-
excaption a:.d know what to NEGLECT or ELIMINATE?

13. Am | delegating everything that people reporting to me SHOULD DO, CAN DO,
or CAN BE TRAINED TO DO? Have | delegated the "how"’ of problem solving to my

J. Ray Watsen

Time Management

Dr. ]J. Ray Watson, Assistant Dea
and Director of Executive Programs
College of Business Administratio
the Pennsylvania State Universit,
discussed strategies and tools fu
leveraging time, controlling tine and
increasing “return on time invested’

He declared the pressures for doing
more with less resources affect us all
We each have 168 hours a weck—mw
more, no less, There are no ten ey [l 145, A my staff MEETINGS ond conferences time saving ond nat time consuming?
steps to time management at uppe How eifective are the maetings | run ond the meetings | attend? Do we state and

i stick 1o the purpesa and content of the agenda?
management levels, but five l’”“di['l? 17. Are declsion MEETINGS structured to achieve optimum declsion-making capability
are vital to effectively using your tims with productive input from all members of the MEETING group (synergistic deci-
(1) Planning Time—listing gm.'u sion making)? Are concise minutes including any decisions, those Ible and
and setting J)rloritles.

people?

. Are my better people deployed full-time en & few tesks? Do | avoid spreading them
loo thin over too many assignments?

I5. Do my personnel know, befoie they start on a project, what the signs of a job

well done are? Do | take responsibility for mutually clarifying stendards of per-
formance?

P

sction deadlines distribuled within forty-eight (48) hours?
Do | keep my verbal and written communications skills sharp? Do | keep com-

(2) Recording Time—kno  bos muni. :tion channels open between myself and my subordinates, peers and superiars?
you spend it, -::‘\r- ,d"'l"p"i‘gi my °::'I::II In AS;(!:CG 'IIFE IVE QUESTIONS instead of con-
o y * 'ing on giving g answers? Am | o “pro” in asking the right questions of
(8) Saving Time—eliminat: the ur : the 1 4t people? Do | listen etectively so that | can ask good ques?lhons? -
necessary, 0. 0o ! void making UNNECESSARY DECISIONS? Do | force real decision making
(4) Coluolidnling Time—1 l]liP]!" :’:\: ;rs In my organization? Do my people have decision authority to commit
ing the power of an hour. 2. D0 | iake necessary DECISIONS as sarly s pessible ond avold PROCRASTINA-
(5) Mnnuglng Time—usin; stralt T'Im Once | make o decision, do | set a date, In writing, for a prograss review
a8 such sy plannias lare o wistils. Buﬂ action? Do | constantly follow up once | make assignments?
gi p g larg : T, calize that throughout my workdoy there ore spaces called TRANSITION
tine, delegating and insistii ; vpe® IMtravel, walting time, between major tasks, etc.)? Do | recognize the types
comp]cted staff work, plannii - gheat 2 ond  quency of these spaces in my job and have a plan to utilize them effectively?
pez prevent o re' tition endjnt E:.: ;\ir:.coalrol olfal':y u;ﬂcu or work space? Do | keep unwonted visitors and
g 1 to o minimum
meeting plans in advance w ‘h pur M. The CLEPHONE can be an insidious time waster If it is not eentrolled. Do | con-
pose, questions, and time scli dule. !;BL ;l:l;:rco:;‘:ir[:aﬂlmg’r;up my calls, stick to business during calls, and not take
Routine, and less meanin ful 2[5 An . feciivg secretary con DOUBLE MY OUTPUT, Do | help my secretary i> be

elfec

ted. Peopk ve? Do | create and utilize a delegative otmo hich will allow 1
Hyity? should: be. delega $ecieary to achieve maximum effectiveness? s b i

» tak 5 at e
development takes time and i ot 1. Mu y's Third Law states, “If anything can go wrong It will.” Do | consistently
heart of successful operations keavi- 3 portion of my day (ot least 20 percent) unscheduled so that | will have the

g‘:-hlﬁ :’o Iiiandh 1Iht unemc'f‘;daa s 3
H well do | control paper wor 'stay on tep' of It? Do | practice waste-
'I'houghi for Labor DGY haob 18 Do“;“"vz Do’!nllm;o;a l?lnrfm;{_iuonugvcrluod ond unnecessary records? -
his d realize that evels o reduce personal energy and time effective-
i A; ;:g:r;:h?\ ‘;f;:sw‘}‘::)ﬁlwork! wi :‘:‘"::go I Hndenlgund?cnd practice available psychological ond physical stress relief
s iques every day

his hands and his brain i:’ llvi':;‘; %. Am | working on projects where successful performance will have optimum impact
v .

on nanogement effectiveness? Am | after significant results? Am | performing
man. Butdn man “;hng:;’h[s heart 10 #:NAGIMINT activities rather than DOING unimportant details?
hands and his brain - D0 | realize thot | must set personal LIFETIME GOALS and priorities os well as
an artist, lrrlmm goals In order to make the best total use of my time? Hove | set REAL-
IC lifetime goals? Are they in writing?

PETEMBER, 1977

—Louis Nizer
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SPECIAL MODEL VF-38

VIBRA-FLEX CONVEYOR

Hr;l‘t featuires wthw 304 stainless steel trough.
armanged wi channels, each provided with

one round diacharge spout, el

THE MEYER MODEL 8-72-10.50-C5,
TUBULAR OPEN FRAME

BIMPLEX CONVEYING ELEVATOR
This is the heart of the “Pasta Wor!" sl
unit automates production from you: Iryera
the packaging machines. Recycling . aturs
incorporated into the unit, reducing y r prodd

SPECIAL MODEL VF-418
DOUBLE DECK TWO-WAY
PORTABLE VIBRA-FLEX CONVEYOR

Unit is provided with two removable perforia
less stoel acroens for removing fines. Unil ¥
equipped with blower for product cooling:

SIMPLEX
taword’

People all over the industry are talking about it. They pass the
word about the Meyer Simplex *Pasta Word™ system, the newest
innovation in long goods conveving equipment,

The new “Pas-ta Word" system reaftirms the Mever Simplex
reputation for dependability. For more than 50 years, Mever
Machine Company has produced quality equipment — designed and
engincerad to return the greatest possible dividends in cconomy of
operation, etficieney, pentle handling, sanitation, low maintenince,
and it long profitable life,

Reduee your long goods produetion costs, The Mever Simplex
“Pas-ta Word™ conveving cquipment can be desigmed to meet your
speeifie handling needs. Send the coupon today, or call our
engineering consultants at H12 361811 From eutter o paekayging
s ine, Meyer means profit for you.

«

MEYER

Machine Company

Specialists in Material Handling Systems

YN Plessas send e more intorniation absnt te Mever Simples “Has ta Wond
(AL IATEY |||L'l'||]||l|'|||'".l

Adinss

Meyer Machine Company

100 Box 300080525 Frosderwchshurge R, San Antonie, Texas 5201
I O N O D N R
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ANALYSIS AND CONSULTING
fast ., . . raliable . . . low cost
COLUMBIA LABORATORIES, INC,

Box 40, , Ore. 97019
(503) 375-2207

Bravo Macaroni
Company Acquired

Anthony ]. Gloia, president of Bra-
vo Macaroni Company, Rochester,
New York, announced July 28 that
Bravo had been sold to Rank, Hovis
and MacDougal, a London hased
company that markets food products
throughout the waorld,

RHM presently operates macaroni
plants in London, Montreal, and Buf-
falo, It recently acquired the Red
Wing Canning Company of Fredonia,
New York.

Mr. Gioia stated that there will be
no changes in management personnel
or company policies.

Freddie Fox Honored

Mr. Freddie F. Fox, managing di-
rector of Pasta Foods, Ltd, St. Al-
bans, Great Britain, was awarded the
OBE for services to the food industry
in the Queen’s Jubilee Birthday Hon-
ors List,

Born in 1819 in Czechoslovakin, he
designed special machine tools durin
the Second World War for the British
armament industry, later spending the
post war years in a family bakery

40

Freddie Fox

bu(silness, Record Bread Company,
Ltd.

During this time he formed the
Record Bakery Equipment Company
Ltd. and took an active interest in
baking industry affairs,

His main work, however, has been
in building the pasta manufacturing
industry in the United Kingdom. He
began by forming Record Food Prod-
ucts Ltd,, which was later incorpor-
ated in Pasta Foods Ltd,

Mr, Fox has served the ino! in-
dustry through various appol; ments
with the Food Manufacturers Feder-
ation. He has been a Council mem-
ber since 1858, and has also been
chairman of the Pasta Section since
then. He has been an executive com-
mittee member since 1966 and was
founder chairman of the External Re-
lations Committee from 1970 to 1674,

Mr. l'ox has also served as a mem-
ber of the MAFF's Food, Science and
Technoiogy Board, and is a Freeman
of the City of London and an Associ-
ate Membur of the Institute of British
Engineers,

At the AGM of UNAFPA (Euro-
pean Pasta Manufacturers Associa-
:Iion) in June, he was elected presi-

ent.

Consumption Rises in Britain

Pasta sales in Britain have been ris-
ing by a steady eight per cent per
annum for the last ten years. Per cap-
ita consumption has risen from 0.65
Ibs, in 1969 to the present 1.73 lbs,
And it is expected to reach 2.75 lbs.
by 1880,

Sales of dry pasta have almost
quadrupled in value since 1971, when

ey were worth £3.5 million. Last
year they were worth £125 million

and this represents a volume ncre,
from 12,400 tons to 20,400, %
Similarly, frozen pasta : les
creased in value from £70 000
£3 million and canned pasta ' as bes
equally successful with sal s risiy
from £11.7 million to £30 m:llion 3
Spaghettl is still the biggest sell
with about 40 percent of the s o1 ! -
Short cut macaroni remain: secos i
with nearly a third of the market?

been going together for
nearly 50 years.
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Delmonico Promotion ‘
Two promotions at  Delmoni
Foods, Louisville, Ky., a subsidiary
San Glorglo Macaroni, Inc., were &
nounced by Joseph P, Viviano, §s
Giorgio President. i
Robert X. Flaherty of Jeffers Diamond Intemational Corporation
town, Kentucky, has been promo Packaging Producls Division
from Controller to Assistant ¢ i e i 2 1
Manager of Institutional and Inds
trial Sales. Robert J. Mazzonl;jr..'
Palmyra, Pa., has been promoted fro
Accounting Manager at San Giorg
to Controller at Delmonico,
Flaherty, a graduate of Loulsvilk
Flage High School, attended the Us
versity of Louisville,
Mazzoni, a native of Lebanon Cou
ty, graduated from Kings Colleg
Wilkes Barre in 1970, Prior to joink
San Giorgio, he was employed a5
auditor for the U.S. Department
Health, Education and Welfare.8
Washington, D.C, ¥
Delmonico Foods is wholly ov
by San Giorgio, which, with plants
Lebanon and Louisville, is o6 of
country's leading pasta moufach
ers. San Glorgio is a sub: diary ¢
Hershey Foods Corporation
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GMA Elects Directors

Grocery Manufacturers ol
trade association of leadi ; mas
facturers and processors of 00d 9
non-food products sold i gro*
stores, recently elected six 1w 0
tors to its board, They werc

Richard N, Frank, Pre: dent 9
Lawry's Foods, Inc,,
William H. Spoor, Chairm m of
Pillsbury Company,
William G. Phillips, Chairman ®
International Multifoods,
E. Robert Kinney, President
Ceneral Mills,
W. W. Clements, President of !
Pepper Company,
F. Ross ]ohnl::on, Chairman °
Standard Brands, Inc
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