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NATIONAL MACARONI MANUFACTURERS ASSOCIATION

"WINTER MEETING

Hotel Diplomat, Hollywood, Florida 33022

SUNDAY, FSBRUARY 5

Convention Registration Desk opens
in lobby of Diplomat West,

Executive Committee Meeting—
West Ca-d Room

Welcoming Reception—
Diplomat West Pool

No planned dinner function

MONDAY, FEBRUARY &
Business Session in Mezzanine
Tneatre, Diplomat East

9:00 a.m. Greetings from President
Lawrence D, Williams
Creative Marketing
Lester R. Thurston, Jr. .
President, C. F, Mueller
Company

Creal_llya Strategy—Facts and

rends—

Philip F. Connolly, Vice Pres.,

A. C. Nielsen Company
Creative Packoging—

Irv Koons, President,

Irv Koons Associates
Creative Advertising—

Robert S. Marker, Chairman of
the Executive Committee,
INeedhom, Harper and Steers,
ne.

Creative Merchandising—
Eu%ene S. Mahany,
irector of Merchandising
Services, Needham, Harper &
Steers, Inc.

Adjournment at noon

2:00 p.m. Tennis Mixer at the Tennis Courts—
If Tourney sign up in advance

Suppliers' Social—Regency West in
Convention Center, East Side

6:30 p.m,

7:30 p.m. Pasta Party—Regency South

TUESDAY, FEBRUARY 7

Business Session in Mezzanine
Theatre, Diplomat East

Outlook in Washington—
Counselor Harold T. Halfpenny

9:00 a.m.

9:30 o.om.  Wheat and Wheat Foods Bill— -

Robert J. Wager and John O'Nei'c
American Bakers Association;
Wheat Outlook—

Mel Maier, North Dakota
Commission

Product Promotion—

Elinor Ehrman,
Burson/Marsteller

Discussions—
adjournment by noon

Afternoon at leisure—

continuance of committee
meetings

Suppliers' Social—
Diplomat West Pool

No plenned dinner function

WEDNESDAY, FEBRUARY 8

9:00 am, Co-chairmen; William A. Henry o
Earnest J, Ravarino

Robert L. Siler, Executive Vice
President of Sales, Force
Companies, Inc., will lead
discussions on

(17 Setting standards and evalr
ating your broker sales force;

(2) Developing an effecin : liok
son between your manag emen!
and sales force;

(3) Motivating your sales force
Adjournment by noon

Afternoon at lelsure—
continuance of committce
meetings

6:30 p.m,

7:30 p.m,

Suppliers' Social—Country Club

Dinner Dance

THURSCAY, FEBRUARY 9

9:00 a.m. Board of Directors Meeting in
West Card Room

Adjournment by noon
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Right: Diplomet West Pool,

Below: Diplomst Golf.

Lower right: Diplomaet Tennis,

# Place

Hote! Diplomat, Hollywood, Flor-
4, wos built in the late 1950's in an
'at had been a mangrove

p It was an engineering marvel
aput .. lush 18-hole golf course and
ort Lotel complex in such a site,

e Notional Macaroni Manufacturers

oclation first met there in January,
%50, a.id were among the first to use
be fac lities,

Diplimat East, the main house
wked by the convention center, is
n the cast side of the main North-
bouth lighway  fronting the  ocean,
irectly across the street is Diplomat
&, a complex of two-story units
und a pool where the Macaroni
legates gather for soclals and con-
tmation, It is. backed by the cause-
f that carrivs boat traffic into the

On the other side of the causeway
the country club complex with the

p Ay, 1978

tennis courts and championship golf
facilities. C

Over the years the Diplomat has
become reknowned as the home of hig
name entertainers in the Cafe Crystal
and the Tack Room,

There are many attractions in the
north Miami area, and the Djplomat
offers all the facilities that a conven-
tion delegate could want.

The Program

The first duy's program of the
Winter Meeting of the National Maca-
roni Manufacturers Association will
be a marketing seminar, Lester R
Thurston, Jr., president of the C. T
Mueller Company, is bringing a team
of experts who will look at trends and
discuss creative packaging, advertis-
ing, and merchandising to capitalize
on them.

The second day takes a look at
Washington developments, the Wheat

and Wheat Foods Bill, the Wheat
Outlook, and an update on National
Macaroni Institute product promotion
and research for the Foodservice field.

On the final day Robert L. Siler,
executive vice president and member
of the board of Sales Force Com-
anies, Inc., Schiller Park, Ilinois—
argest food brokers in America—will
lead discussions on human resources
in selling, He comes directly from an
American Management  Associntion
workshop to make this presentation.

The Speakers

Philip F. Comnolly is o vice presi-
dent oF the A. C. Nielsen Company,
Retail Index Division, which provides
marketing research and other business
services worldwide serving food, drug,
confectionery, tobacco, and other in-
dustries. Mr. Connolly first joined the
Nielsen Company in 1949 serving as

(Continued on page 8)




FLOUR INLET

AIRLOCK

MOTOR

FLOUR FEED

AIRLOCK

| e
p T l i~ WATER INLET PAT. NO. 2,891,192
PREMIXER
nEMIXE ] V) P FV----. .
H =\
i \ .
L]
;J | E— DISCHARGE
INTO
MIXER
¥
= 4158 =

B |t increases dramgtically, the efficiency o

® |t nrepares dough properly for the Mixer.
to improper mixing.

Here’s what the Demaco A're-mixer does

f the Mixer.

5 for you:

Eliminates white speck{s due
|

B Improves product quality. Smoother co

S

B Mixer stays cleangr longer. Negligible fre
in Mixer.

B Easy to dis-assemble for cleaning in minu
All stainless steel and nickel plate constr

Lant more details? Canmr:ri
280 Walla
TWX: 710-584:2449
Western Rep.. Hoskins Co., Box F, Libertyvil e,

ut Street, Brooklyn, N.Y. (11206

istency, more uniform fesult.

water and flour dust build-up

es. Thumb-screw constfuction,

tion.

Phone: 212-963-6000
Cable: DEMACOMAC NE

Illinois 60048 Phone: |312-362-1031
i

.




Spueches
(Continued from page 5)

Philip F, Connolly

a Presentation Analyst, He has sub-
requently risen to the post of Manager
of the New York Retail Index Client
Service Presentation Analysis depart-
ment. He became an Account Execu-
tive in 1068, He was elected a Vice
President in 1974 and since then has
had corporate responsibility for a
number of important clients including
Mueller, Warner-Lambert, and the
Hest Foods Division of Corn Products
International,

He works out of Hackensack and is
the father of six sons,

Irv Koons is president of Irv Koons
Associates, Inc, an industrial design
firm specializing in packaging, prod-
uct design and corporate image
through ankuging. The company,
established more than thirty years ago,
is particularly oriented to consumer
products, Mr. Koons is past chairman
of the Package Designers Council and
a member of its hoard of directors.

With an impressive background, he
is currently lecturing throughout the
United States and Canada on Pack-
aging:  Planning-Marketing-Design,
under the auspices of the New York

University School of Continuing Edu-
cation. He is a frequent contributor
to packaging publications,

His firm has been retained by many
major corporations in addition to the
Mueller Company including Gulf and
Western  Industries, Consolidated
Cigar Corporation, Fairmont Foods,
American Can Company, Joseph E,
Seagram & Sons,

Robert S, Marker

Robert S, Marker has been chair-
man of the executive committee of
Needham, Harper and Steers, Inc.,
since 1975, He was President of the
Dallas Times Herald Company and
the former chairman of the hoard of
McCann-Erickson Worldwide, Inc.

He was with McCann-FErickson for
13 years and the General Motors husi-
ness in Detroit. He was elected presi-
dent in 1968, moving from Detroit to
New York, and in 1971 was elected
chairman of the board.

He is a graduate of the Emory Uni-
versity advanced management pro-
gram and the American management
course for presidents, He has pub-
lished L}'mpt:rs in the ficld of manage-
ment development and training and
spoken to an Hlustrious group of busi.
ness organizations.

Mr. Marker is married and the
father of two sons.

Eugene S, Mahany, senior vice pres-
ident and director of merchandising
services for Needham, Harper and
Steers, graduated summa cum laude
from Xavier University in Cincinnati
and has a masters degree in marketing
from Michigan State University, He

T S P W f T2 21 P

attended the marketing manaeme,
and advertising course spenscred b
the American Advertising Fecoratio,
at the Harvard Business Sciioq i

1067,

Eugene 5. Mahany

Mr. Mahany has 15 years expericnce
with Kroger and 12 with Needham,
Harper and Steers where has has heen
rendering  marketing and merchar
dising counsel to virtually every ac
count the agency handles,

He is a regular columnist for Ad
vertising Age and a past board mem:
ber of the American Marketing Asso
ciation and the Premium Advertising
Associntion of America.

Robert Leonard Siler is exccutive i

vice president of Sales Force Con [
anies, Inc, Schiller Park, 1'inois
argest food brokerage organizaion in
America with some 400 peo,le in
branch offices from Indianap lis to
El Paso,

Bob Siler is a highly respect d cx
ecutive in the footf industry, raving
spent 23 years with Ralston- ‘urina
where he held a number of po itions
including national sales manag r and
vice president and director of : Imin
istrative services,

He has been an instructor of wsic.
a principal of a high school. and
taught at the college level, He Is 3
member of the AMA Marketing com
mittee.

He was the recipient of the Centrl
Methodist College  Distinguished
Alumni Award.

He is married and the father of tw
sons.

You are part of a changing

CH/\RLES C. ROSSOTTI, President

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

WAKE UP

Pasta World

The United States consumes less pasta per person than any other
country in Europe from which figures are available. (Italy, of
course, leads the world in pasta consumption per person.)

The BIG GIANTS of food production and food marketing know
this fact and appreciate the potential. That is part of the reason
“they” have bought and are buying pasta plants former'iy o\tvr?ed
by enterprising families. Another motivation is . . .'wnh rising
food prices and inflation “they’’ realize that housewives seek a
means of setting a nutritious meal upon the table for less than the
cost of other foods. Pasta is an answer . . . and it !en‘ds itself to
variation, a demand of the American palate and public.

“They'" are convinced that by aggressive marketing and mer-
chandising they can expand the market and additionally cut into
the sales of less zealous pasta producers.

Time is urgent. Before there are inroads in your market . . . look
to your package. Is it alive? Does it sell? Does it provide the in-
formation the housewife wants? Or does it simply stand sleeping

on a shelf?

How about your marketing methods? Are they a step ahead of
tomorrow? We can help you with your sales, your packaging. We
have helped many others. It costs nothing to discuss the matter
with us. We urge you to get in touch with us at once!

GEORGE J. LEROY, Chief Executive Officer, Marketing
JACK E. ROSSOTTI, Vice President

2083 Center Avenue
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898
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Glamour Magazine has recently sur-
veyed its 18-35-year-old readers (three
out of four who are working women)
and came up with these highlights:

Nutrition, good health, and main-
taining weight are dominant influ-
ences of the food buying habits of
Glamour readers,

Half of them shop once a week for
food, Another 20 percent shop more
often, the remainder less often.

More than half the readers (56 per-
cent) changed their food buying habits
because of inflation. The large major-
ity of these readers eliminated or cut
back on a particular food, e.g. meat,
Significantly, few readers cut down or
eliminated prepared, frozen, or other
convenience foods. They feel the extra
cost of buying convenience foods is
worth it since their time for food prep-
aration is so limited.

Nearly half (45 percent) prefer to
buy canned, frozen, or prepared food
packaged in portions for two, and 17
percent want a portion for one,

Glamour readers have diverse food
tastes, Italian food mentioned by 60
percent, Chinese by 53 percent, and
Mexican/Spanish by 40 percent are
the principal foreign prepared foods
they use at home.

Staples on Hand

. Glamour readers report they keep
a wide variety of staples on hand. The
top mentioned items are: eggs (95
percent), milk (93 percent), cheese
(88 percent), iuices (85 percent), fresh
fruit/vegetables (82 percent), tuna
fish (80 percent), cold cereal (768 per-
cent), rice (74 percent), noodles/maca-
roni (74 percent), cracker (74 percent),
canned vegetables (72 percent), frozen
vegetables (68 n-reent), soda (65 per-
cent), canned fenit (59 percent),cold
cuts {4/, percent), and cake mix (45
percent).

Information about nutrition, cal-
ories, and ingredients on food pack-
ages, labels, and advertising Is im-
portant to the readers.

CGlamour readers cook dinner at
home an average of four times a week,

Three out of four readers say they
serve wine with dinner, and nearly as
many report they order wine with din-
ner in a restaurant. In their cooking,
too, a majority (62 percent) of readers
use wine.

10

The Glamour Market

Nearly twice as many readers take
vitamins as the national average for
women,

Since they spend for nutrition and
convenience and tend to be brand
loyal, food marketers should be reach-
ing these readers at an age when food
buying habits are being formed, par-
t[cular%y as the Glamour reader moves
into her first apartment either as a
sln'gle working woman or a working
wife,

Recipe Sources

The chief sources readers report
using for recipes are cookbooks (91
percent) magazines (85 percent) rela-
tives (75 percent), and friends (74 per-
cent).

The magazine mentioned most as
“beine vead for recipes” are: Woman's
Day (% percent), Good Housekeeping
(29 percent), Family Circle (28 per-
cent), Glamour (25 percent), and Bet-
ter Homes & Gardens (23 percent).

Nine out of 10 readers named the
cookbooks they have. Heading the list
are Betty Crocker (51 percent) and
Better Homes & Gardens (28 percent).

The most popular foods “generally”
eaten for dinner are: meat (80 percent),
vegetables (92 percent), salad (80 per-
cent), poultry (68 percent), fish (55
percent), macaroni/noodles (45 per-
cent), rice (42 percent).

Convenience Foods

Glamour readers have a high rate of
buyinyg convenience foods, Since their
time ‘or food preparation is so limited
it appears that readers feel the extra
cost is worth it. (Few have cut back
m convenience foods because of infla-
tion, as they indicated in replying to
another question,)

The most popular convenience foods
mentioned are: canned soup (82 per-
cent), canned fish (77 percent), cold
cuts (68 percent), prepared salad dress-
ing (67 percent), cold cereal (67 per-
cent), canned vegetables (67 percent),
tomato sauce (85 percent), cake mixes
(58 percent), canned fruit (54 percent),
rice/rice mixes (52 percent), instant
soup mixes (48 percent), noodles/
macaroni/spaghetti (45 percent) and
spaghetti sauces (40 percent.)

Practically  all—83 percent—of
Glamour readers eat in fast food res-
taurants.

L0040 e gy
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The largest group—51 percent
cating there on a \l:r:eilypfm.; or
most every week while an addition
13 percent go to fast food resia
a few times a week or more often,

Mure than 1 in 5 readers (apparen
much more than the national averag)
eat in health food restaurants—maln
salad and vegetables but alsoa v
of other foods.

Convenience Foods

“Which of the following types o
convenience foods have you bought b

the past three months?”
Single Married Tt
Read- Read- R
en s n
Instant Soup Mixes 47% 56% 4%
Canned Soups 78 88 n
Instant Potatoes 22 24 a
Canned Potaloes 7 8 I
Packaged Prepared
Dinners 27 25 %

Packaged Sauces/
Gravy Mixes 12 2) 16

Spaghetti Sauces 40 42 40
Rice/Rice Mixes 48 57 5
Noodles/Macaroni/

Spaghenti

Dinners 46 47 45
Canned Main

Courses 17 17 1]

Tomato Sauce 58 73 65

Frozen Foods

“Which of the following types o
frozen foods have you bought in the
past 3 months?”

Fasta Dishes 7 6
Foreign Dishes 9 7
Foreign Foods

“Which of the following pr- pared
foreign foods do you use at |.omef"

-

Chine:e 53 53 P
lenncsc 13 14 Comani Mama 17 D Agosting, of ty-couking and cookbook Laime, serves up proe Redd pasta af Mnneapaols: popude Samony s sesfaieant
French 12 8 1l

[cli.rleehlr: 63 S; 62 o If it looks pood and tastes good. That's g:m(ll pasta!
Mexican/Spanish 39 39 40 /3 O But good pasta requires good products. Like Amber's
Other 8 8

Venezia No. 1 Semolina, Imperia Duram Granular, or

e e . Crestal Fancy Durum Patent flour,
Staples Is Thanks to uniform high quality, color and
“Which of the following staples do granulation, these ingredients make your pasta
you usually keep on hand?” pasta’ operations 11 more smoothly.
®

Amber works exclusively with che finest durum

Milk 92 96 9 wheat grown by farmers of the northern plains. And
g;‘g" sg g: g; Amber grinds this fine durum in its modern efficient mill.
Y 3l 3 And Amber serves you right...by matching your
R?ciun %} 85 u specs and by shipping when promised. And the
l"gnogl?lhil;cnmnl 69 83 " consumer gets a break, too, because the proof is in f
reth Fruit ; ) ? ; ; i
n the cating. Call Amber now for your own proof.
A L4
Canned Vegetables 70 75 }; AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION
Canned Fruit 36 64 Aills at Rush City, Minn. » General Offices at St Paul, Minn. 55105 Phon + (b12) 6400483
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Household Study

A new study of US. population
characteristics just issucr.r %y the
Bureau of the Census indicates that
size and make-up of households will
have a growing impact on selection
and use of food proc{t)zacu by American
families.

The study affirms that the American
family continues to grow smaller in
size and that the number of house-
holds containing persons living alone
or with non-relatives has increased
48% since 1970 and now makes u
24% of total households, These tren
suggest the possibility of a growing
demand for smaller portion sizes in
packaged foods.

Two Most Common

In 1077, the Census Bureau states,
the most common fumily size is the
smallest possible family unit of two

ersons, “Thirty-eight per cent of all
amilies were in this smallest size
category,” it says, “whereas relatively

' large families (six or more persons)
i accounted for only 9% of the total.”

! Following is the text of the Census

| report, entitled “Households and Fam-

| ilies by Type: March 1077":

i During the first seven years of this

| decade (1870 to 1677), the number of
households increased by 10,7 million
(17%) to a total of 74.1 million. This
compares with an increase of 6.4 mil-
lion houscholds (12%) during the first
seven years of the 1960,

Since 1870, houscholds containing
persons living alone or with nonrela-
tives only (primary individuals) have
shown the highest rate of increase
(45%) of the various household types,
and have increased their share of all
households from 19 to 24%. By con-
trast, households maintained by two
or more related ||)Jersons {primary
families) increased by 10% between
1970 and 1977, and their proportion
of all houscholds declined from 81 to
76%.

Reduction in Household Size

The rapid increase in primary in-
dividual households has consequently
contributed to the recent reduction in
average household size, which de-
clined from an estimated 3.14 persons
in 1970 to 2.88 persons in 1977, All but
about one of every 10 primary indi-
vidual households contains only one
person.

There were 155 million persons
maintaining households who were liv-
ing alone in 1877, Most of these per-
sons (64%) were women, and one-
third of the total (33%) were older
women, age 85 and over, Despite the
fact that most persons living alone
were women, it has been men, and
young men in particular, who have
demonstrated the most substantial re-
cent rates of increase among house-
holds occupied by solitary primary
individuals, Overall, there were 85%
more women living alone in 1977 than
in 1870. The corresponding rate of
increase among men was 80%.

The number of youl;ﬁ women (un-
der age 25) living by themselves has
doubled over the past seven years.
Their male counterparts, however,
have tripled. Although the highest
rate of increase since 1970 in persons
living alone has been for those under
age 25, it should be borne in mind that
these 1.3 million persons constituted
less than 8% of all people living with-
out families or other household com-
panions in 1977, Far more significant
in terms of absolute numbers were
the 6.5 million persons of retirement
nﬁc (65 years and older) who account-
ed for 42% of all those residing alone
in 1977,

Profile of the American Family

There were an estimated 56.7 mil.
lion families in 1977. The following
characteristics provide a general pro-
file of these families:

® Most families lived in cities and
their environs; two-thirds (67%) of
all families reside within one of the
country's metropolitan areas, Only 4%
of all families were living on a farm.

® Families tended to be small. The
most common faraily size is the small-
est possible family unit—two persons;
38% of all families were in this small-
est possible family unit—two persons;
large families (8 or more persons) ac-
counted for only 9% of the total,

® About 88% of all families were
white, 10% were black and the re-
mainder were American Indian, Asian,
or of some other race.

® An estimated 5% of the families
covered by the survey identified them-
selves as being of Muxican, Puerto
Rican, Cuban, or of cther Spanish
origin,

® The baby boom is generally con-
sidered to have ended in the early

1960's, Despite the declinein t| - by,
rate which began around 1061 a
jority of the families (53%) in 1t 7
included at least one parer i
a child under 18 present in the home,
® About one-third (34%) f
family members were under 1 ye;
old, 59% were 18 to 64, and 8' we
age 65 and over,

® Seven out of 10 families (725
have managed to purchase or were iy
the process of purchasing their home|
26% of all families were renters,

® More than one-third (35%) of th
men and women maintaining familie
in 1977 had never completed high
school. An equal proportion finished
high school, but advanced no furth
in the formal educational system
About 14% had completed from onetq
three years' college and 17% had com-
pleted at least four years' college. In
sum, only about three ot every 10 me
and women maintaining families i
1977 had any formal education er
tending beyond the high school level

One-third White Colle:

® About one-third (34%) of the
persons maintaining families held
white-collur positions, This category,
includes persons employed in n broal |8
range ureprofesslor-al. managerial,
sales, and clerical occupations. A
slightly smaller prnportion  (31%)
were blue-collar workers (i.e., cralt
workers, machine operatives, ncnfan
laborers, etc.). Much smaller | -opor
tionate shares of those main' ining
familles were engaged in . et
work (6%), farm-related occu: tions
(3%), or were in the Armed ‘orces
(1%). The remainder of thes men
and women were either unem loyed
(4%) or were not in the labo: force
(22%). Included among those ot ir
the labor force were persons of etire;
ment age as well as younger v irken
who have never entered or hav: drop
ped out of the labor force.

Spaghetti Sauce

San Giorgio Macaroni, Leoanon
Pa., o subsidiary of Hershey Foods, i
introducing an all-natural spaghet
sauce. The introduction will be s
ported by radio and TV ads, point<
sale matesls and a special Buy 0n%
Get One Frew offer, It Is available @
15.5-0z. and 8%-0z. jars in both
flavored and plain versions.

You'll recelve raves about your product
if you start with the best quality durum
products. And the best fan mall of all
will be yours . . . repeat orders. People
today are discriminating, they want
quality first oi 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.

the durum peopie

NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
Phona (701) 772-4841




Distribution Takes
More of Food Dollar

The share of consumers' food dol-
lars funneled into transporting, proc-
essing and distribution of food is ex-
}wcted to be up 6-7 per cent this year
rom 1976's $116 billion.

That the word from the Agriculture
Department’s  Economic  Research
Service in a study on the nation's food
marketing bill, The report by Andrew
Weiser, USDA economist, is in the
current Agricultural Qutlook.

Welser sald this year's expected
rise is in marked contrast to the sharp
increases of more than 10 per cent in
1874 and 1075 and  per cent last year.
The marketing bill sepresents an esti-
mate of the costs and profits involved
in processing, transporting and dis-
tributing US. farm foods between
farmer and consumer,

USDA economists attributed much
of the rise in U.S. food prices this
year to those marketing costs.

Labor Costs

Labor costs—the largest component
of the farm food marketing bill—are
expected to increase more slowly as
the general inflation rate ebbs. During
the first half, hourly wage increases
were only two-thirds that of the pre-
vious year, Weiser pointed out,

In 1076, labor costs accounted for
47 per cent of the total marketing bill,
at $54.3 billion, up about a tenth from
1875, Fringe benefits have been the
fastest growing part of the labor bills.

The fringe ratio—which is the
value of benefits recelved over base
wages—is lowest for the retailing sec-
tor at 13 per cent. This ratio is 14 per
cent for wholesaling and 19 per cent
for food and kindred product process-
ing. These ratios have gone up a
fothh in the past four years, Weiser
said.

Packaging Costs

Containers and packaging materials
—the second largest part of the mar-
keting bill—probably will continue to
rise about 7 per cent n year through
1980, Weiser said.

Just last year, packaging costs were
$15 billion, an increase of about 12
per cent from 1975. Higher wholesale
costs for packaging materinls ac-
counted for half of the increase, while
a rise in the use of these materials
and a change in the mix of them re-
sulted in the other half, “The largest
increase (18 per cent) was in the cost
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of metal cans, which represented a
fifth of total Fncksglug costs for fruit
and vegetable processing,” he said,
Metal cans, along with plastic pack-
ug(n§l materials, are expecled to have
the [Ehest annual rate of increase
through 1980 at 10 per cent.

Transportation Costs

Intercity truck and rail transporta-
tion costs—the third largest com-
ponent of the marketing bill—is ex-
pected to be up about 5 to 7 per cent
over last year, Welser forecast. In
1876 transportation costs were $0.5
billion, a 14 per cent increase over
1975,

Railroad freight rates will average
6-8 per cent higher for 1977, whﬁe
truck rates may be up an average of
24 per cent, he sald.

Energy Costs

Energy costs—which account for
3-4 per cent of the marketing bill—
are expected to continue to be one of
the more rapidly increasing cost com-
ponents,

“Energy costs in food processing
(where half the total energy costs are
incurred) were up about 70 per cent
from 1972 to 1875,” said Weiser. This
compares with a 50 per cent increase
in the value of shipments and a 23
per cent rise in labor costs,

“The cost of energy used by food
retailers, roughly one-fourth of total
food marketing energy costs, also
have been inereasing faster than other
costs,” Weiser added. “In 1978, energy
costs averaged about 1 per cent of
retail food store sales,”

Advertising Costs

Advertising costs, although not go-
ing down, are not rising as quickly as
they have in the recent past. “Adver-
tising costs were estimated up about
8 per cent about a year ago, in the
first half of 1077, he said, “The total
volume of advertising is increasing as
processors and retailers vie for a more
slowly growing market in 1077.”

In 1976, advertising costs totaled
$3.3 billion, an 11 per cent increase
from the previous year, Half of this
is accounted for by food processors,

while most of the rest is spent by re-
tailers,

Too Much Private Label?

“The contrast between us and the
chains is that national brands prevail

throughout our stores with cxtrem,
visibility (compared with) iy
label. We feel some chains have hyg)

themselves by goh:E overboard on
vite label, giving the customer q fee]
ing of no cholce.”

An in-depth exploration of tiie 1.
ence between private label aud p,,
tional brand products in stores w
presented last week by Daniel Roche,
Eresident of Roche Bros, Supermar.

ets, four-store operation based [y
Dedham, Mass., which does annu]

volume of $43 million,

Speaking at a meeting of the Gro.
cery Manufacturers of New England,
Roche said that during a recent prie
check at a competing chain’s store, he
spent several minutes looking for na.

tional brand peas,

“The store brand was so prevalent
that the brands Mrs. Consumer sees
day in and day out on TV, and reads
about in newspapers and magazines,

seemed burled.”

However, he cmphnsizcd the grow.
ing importance of private label to
independents, saying a few years ago
Rache Bros, carried just 20-25 items
and didn't care whether it sold pri
vate label,

Attitudes Change

“Our attitude then was much like
(that of) a lot of independents today:
(1) Our customers are different from
a chain store customer—they dont
want First National peas, they want
Del Monte. (2) We don't own the
label, the wholesaler does, anc they

make more money on it than 1 ¢ do. §

God knows an independent (desnt
want the wholesaler to make more
money,

“(3) Ignorance—when we h:e no
knowle ﬁe of a product or a bu iness,
;ve will do one terrible job of clling
t.-

The Company realized a ye. * ago
that its customers weren't diffe. *nt—
that its own potato chips and iead
were the largest selling items in those
categories, It was also realized tht
the biggest merchandising advaatage
the chains had was private label.

Chains such as Stop & Shop were
Flvlng customers at least three prices
rom which to choose—Del Monte,
StoJ: & Shop and Sun Glory—Hoche
said.,

“We had Del Monte and Libby at
the same price and about 25 Sweet
Life (private label) items, at slightly
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pwer prices. In place of Sun Glory,
we uscdd any number of brands . .
wt only as in-and-out sale items. If
we go' stuck, they went on the shelf
ad gethered dust. We had no cus-
wmer acceptance of those brands,
And because of our attitude toward

wusn't there either,”

The company did a price check on
vate label and found it was priced
gher than at the chains. One chain
was selling some private label at close
to cost, and it made sense, he said.

“If Clorox sells for 69¢ with a 5 per
went profit, it's foolish to sell private
Libel at 59¢ and a 20 per cent profit.
Drop it to 49¢ and make 10 per cent.”

100 Ttems Now

At present, Roche Bros. has approxi-
mately 100 private label items in its
with the chains and low-
ering the price on deal,” and wants to
e number of items to 300,
but no more than that.

“Private label, as we see it now,
will not dominate our stores, We place
it next to the fastest moving national
brand and allocate both according to
their movement.”

For instance, Skippy peanut butter
has more space than the private label
brand, but private label peas get more
facings than a top selling national

“We use private label for two pur-
poses—to increase gross margin and,
in sonie categories, for price image,”
Roche commented.

“In the future will this pattern
chang ? No way! An example is fast
loods, which is a real problem. The
foreca-t is that three out of five meals
will b. caten out in the next few years,
The v iy business has been this sum-
mer, 1 .hink they already are.”

Convanience Store
Voluine Moves Up

The convenience store industry will
ptui+ nearly 6%—almost $9 billion
warth —of total grocery sales in 1977,
wcording to the 7th Annual Report
of the Convenience Story Industry
miblished in the September/October
1977 issue of Convenience Stores, a

togressive Grocer publication. This
ierresents an increase of $2.8 billion,
U a full percentage point in market
l];: over the §7.4 billion figure for

Juusry, 1978
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The report cites growth patterns in
every measurable area of the industry.
In the ten year period since 1967, the
number of stores has risen from 8,000
to a projected 30,000, with a jump in
sales from $1.3 billion to close to $9
billion by the end of this year. Per-
store dollar volume is also on the
rise—from $162,500 per store per year
in 1967 to more than $270,000 in 1976
and approaching $300,000 in 1977,

Net Enrnings Rose

Despite Increases in operating costs,
inflation and product shortages pre-
tax net carnings for the industry rose
to 34% in 1976. The increased earn-
ings stem from an upturn in gross
margins and growing sophistication
in managerial techniques, according
to the study.

Skyrocketing costs have put greater
emphasis on per-store volume. In one
year, costs to inventory rose $4,000,
site costs $6,000 and those of fixtures
$3,500. In addition, owners and opera-
tors must contend with a decreasing
customer count per store, due to com-
petition and saturation, and climbing
nbor costs,

The report focuses on the methods
being used to combat such problems,
An increased number of companies
are remodeling and refixturing as an
alternative to building. Many plan
more cnergy efficient equipment and
28% are now open 24 hours each day.
Better planning and better merchan-
dising are raising per-store volume,

The report analyzes sales and prof-
its by product categoy; merchandise
stockud and source of supply; per-
centages selling fast foods and gaso-
line; demographics of customers and
their pyrchases by category; alloca-
tions for advertising and promotion;
and the 1976 census of convenience
stores.

Reprints of the Tth Annual Report
of the Convenience Store Industry
are available from The Progressive
Grocer  Company, Magazine Re-
sourcer, 708 Third Avenue, New York,
New Yurk 10017,

More Eating Out

Eating place sales posted substan-
tial advances in the second quarter of
1977, according to the economists of
the National Restaurant Association,
The industry recovered nicely from a
relatively poor start in January and
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February due to unusually frigid
weather conditions in much of the
country, Eating and drinking place
sales totaled $27.8-billion in the first
half, a 10.4% increase from the same
period last year. These figures were
compiled by the Bureau of the Cen-
sus, but the NRA focuses attention on
cating places (those establishments
primarily engaged in the sales of pre-
pared meals and snacks). Those es-
tablishments accounted for nlpproxi-
mately 84% of total eating and drink-
i"i{ place sales in 1076, Eating place
sales totaled $18.9-billion in the first
five months of 1977, and the NRA
estimates that the total reached $23.3-
billion for the first half, up 10.9% over
1976.
Menu Prices Up

Menu price increases, however, ac-
counted for approximately two-thirds
of the rise in ecating place sales, Over
the six-month " period, food-away-
from-home prices averaged 7.2%,
compared to 6.7% for all items other
than food on the Consumer Price In-
dex. One of the factors was that the
prices reflect the high cost of coflee.
In addition, a 12 to 13% jump in
average hourly earnings for foodserv-
ice employees, plus inflation, have
added to the increase. The NRA es-
timates the total 1077 prime incrense
will be about 7-8%.

Supermarkets as
Fast Food Outlets

Supermarkets, with their vast park-
ing lots empty most of the day, are
naturals to sell fast foods, in the
opinion of M. Eugene Stone, presi-
dent of Scattle’s Skipper's Fish &
Chips Inc. Stone, in his effort to make
Skipper's a national chain within two
years, is banking on convincing super-
markets that they should sign up ns
fast-food franchisces, and thercby
tuke advantage of a big opportunity.
Letters are going out now to geocery
operators. “Supermarkets have the
real estate and the resources, and fast
foods fit very nicely into their busi-
ness,” says Stone, Skipper's, whose 82
units are now all company-owned, is
also directing its franchise sales pro-
gram at McDonald's and Burger King
franchise holders who want to expand
their business, Stone says he is look-
ing for people who have demonstrated
that they know how to run fast-food
operations,
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Drestically reduces the time required in the production cycle.

Higher drying temperatures reduce plate counts to well below industry standards while
enhancing product flavor and quality.

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

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

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

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

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

Plate Counts Side Panels Open for Cooking Qualities Drying Time
Slashed, Easier Cleaning Improved. Chopped,

Lock Tight to Stickiness Ellminated
Conserve Energy.

Automatic Extruslon Press
with Spreader

deib&l\ﬁ coxrporation g

60 EAST 42ND STREET-SUITE 2040 « NEW YORK N. Y, 10017

Preliminary Dryer

PHONE (212) 682.6407-602.6408 « TELEX 12-6797 BRANY
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Final Dryer Product Cooling Section Storage Sllo Stripper

Braibanti

DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano-Largo Toscanini 1
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Fast Food Threat
Exaggerated?

The threat to supermarkets posed
by fast food restaurants “appears to
have been somewhat overstated,” a
report presented during the FMI fall
conference concluded.

Russel E, Shaw, vice president of
A. C, Nielsen Co., and David Pinto,
editor of Chain Store Age, sald the
dramatic growth of the Fast food in-
dustry “has turned sluggish” and cited
financial reports of a nun *r of chains
to bear this out.

Rather than attempt to compete
with the food service industry on its
own terms, the report advocated that
supermarkets continue to concentrate
on improving the activities they do
best. This was stated as variety, qual-
ity, price, pleasant atmosphere and
helptul personnel,

80% Enjoy Cooking

Contrary to opinion, it was stated
that consumers do not dislike super-
market shopping, nor do they have
trouble deciding what to buy. More
than 80 per cent of those queried said
they enjoy cooking,

Michael De Fabis, president of
Preston-Safeway Supermarkets, Indi-
anapolis, said his firm had taken
advantage of this with a new ad
alppronc , designed to help consumers
shop (particularly new shoppers).

Nielsen and Chain Store Age said
the food service industry had not out-
stripped supermarket growth in the
past few years. Supermarket sales in
constant dollars have been up slightly
since 1871, except for 1974 and 1975,
Restaurant sales were off 1 per cent
in 1871, gained 5 and 4 per cent, re-
spectively, in the next two years, lost
2 per cent in 1974 recovered in 1975
and gained only 3 per cent last year.

Scanners Boost Sales

Although not all scanner-equipped
stores have obtained sales increases,
those with scanners have realized
hikes of at least 18 per cent, according
to results of a survey performed by
IBM,

The figures, relensed for the first
time at a Food Marketing Institute
seminar on scanning held in Chicago,
were relayed at FMI’s fall conference
by Willard Bishop, operator of a con-
sulting firm bearing his name, based
in Barrington, Il

Arx:ordlnﬁe to Bishop, the study
found the bencfits of scanning have

come close to previous estimates made
by McKinsey & Co., New York based
consultant, using about 17 companies
as the test group. The seanning sys-
tems at the firms surveyed have aver-
aged a 40 per cent return on equity,
saving an average 2 per cent of sales.

Regarding conversion to the Uni-
versal Product Code, Bishop sald
5,600 companies now are members of
the UPC Council and 99 per cent of
grocery commodity volume is coded,

There is still a wide difference re-
garding  symbol marking between
supermarket departments, The gap
ranges from better than 90 per cent
synﬁml marking in grocery, to about
1.9 per cent in floral, Bishop said.

Jewel Offers
Generic Labeling

Jewel Cos, said it added a number
of “generic label” food products to
its supermarkets that will result, it
said, in savings of 10% to 35% for
shoppers,

Instead of offering only name- or
house-brand items,  Jewel said it put
85 generic products on its shelves,
with stenciled typefaces reading
;xipple sauce,” “orange soda” and the
ike,

Jewel began testing the program in
February, It said 53 of its stores in
Chicago, Rockford, 111, Milwaukee
and the Quad Cities area around
Davenport and Rock Island carry gen-
eric labels and another 17 will be
added by the end of the year. Jewel
has 218 food stores in all,

Items include canned fruits, vege-
tables, juices, baking supplies, house-
hold products, condiments, cereals,
soft drinks, dog food and paper prod-
ucts, More will be addet[: the com-
pany said,

The generic products generally are
of standard-grade levels, as opposed
to fancy grades that shoppers usually
buy under some national-brand and
house labels, the company said, add-
ing that nutritional contents compare
“favorably.”

The generic labels are being carried
in speclal sections of each store in-
stead of being mixed in with national
and house brands.

Jewel said it is able to sell these
items cheaper because of selective
purchasing, the absence of extensive

promotion, limited sizes and va-ietjes
and the simple labeling,

Prlee specials on brand-names geeq.
sonally may result in prices lowe
than those for the generic 1ibel
Jewel said.

Too Much Meat

The average American cats g| least
25 per cent more meat than is recom.
mended in a Senate report on nutyi.
tion, an Agriculture Dept. spevialist
said,

Those who consume drippings and
the visible fat on meat eat 48 per cenl
more, Betty Peterkin told an agri-
cultural conference,

The report, “Dietary Goals for the
United States,” was issued by the
Senate Nutrition Committee and has
been criticized by farmers because
they fear it could lead to decreased
meat consumption with shattering
effects on the farm economy.

A committee spokesman said the
report will be revised to show how
rco le can shift in several years to
iealthier, low-fat diets, and Mrs.
Peterkin made clear she was not ad-
vocating any specific diets drafted on
the basis of the current Senate docu-
ment,

But she said the report's sample
diets could be used to show people
what changing diet patterns can mean
to them.

One sample diet showed that for a
man in the 20-to-54 age range. the
original Senate report goals coull be
met by these changes in consum;tion
patterns:

® 69 per cent more bread and ;nin
products; 25 per cent more fruit and
vegetables; 21 per cent more dry
legumes and nuts; 10 per cent more
milk, all of it skim.

® 59 per cent less “visible” ﬁuE-
ar, less meat, poultry and fish,
24 per cent fewer eggs; 25 per
ar, less meat, poultry and fish,
none of the drippings or “separable
fat” from the meat,

The or‘:sinnl Senate report had rec-
ommended more poultry and fish
should bi eaten to get daily protein
requiroments, with a reduction in meat
conumption,

If this shift were made, meat con-
sumption would have to drop 48 per
cent while poultry and fish use would
rise 40 per cent under one diet alter-
native, Mrs. Peterkin said.
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National Macaroni
Manufacturers Association
Sales Index Study

from Ernst & Ernst (1972—100% )

1977 Govt, Imstit. Trade Sales
Jan, 584 1075 141.9 133.7

Feb. 65.4 137.0 145.7 141.9
Mar, 48,0 135.6 1294 128.1
Apr. 83.5 115.9 117 111.6
ay 63.1 104.4 103.2 102.2
June 474 923 119.7 113.0
July 49,0 90.3 96.7 94,3
Aug. 74.6 134.0 117.6 119.2
Sept. 46.8 126.4 136.1 131.9
1976
Jan, 39.7 106,7 140.9 1322
Feb, 59.5 119.5 140.7 1348
Mar, 59.1 112,1 129.6 124.7
Apr, 56.6 94.3 111.5 107.0
ay 64.4 84.2 108.4 103.0
June 34.6 107.5 119.1 1153
July 356 87.9 96.1 93.0
Aug, 37.2 1249 114.8 1143
Sept. 49.5 122.3 133.9 129.5
Oct, 41.5 1239 126.0 123.2
Nov, 54.3 1123 116.2 113.8
Dec. 523 105.2 1204 1158

Quarterly Durum Report

The Crop Reporting Board on Oct,
1 forecast production of durum wheat
at 82,000,000 bushels, 39% less than
lnst year's record high 135,000,000
and 33% less than the 1975 crop,
Harvested acres declined 33% and
average yields were down about 8
bushels per harvested acre from a year
ago. The 2% increase in production
from Segt. 1 resulted from better than
expected yields in both Montana and
North Dakota. Harvest progress was
slow as cool damp weather moved
into the northern arcas from mid-
August continuing through Septem-
ber. By mid-October harvest was com-
pleted, but sprout damage was serious
with 19% of the crop affected,

Stocks

Durum wheat stocks amounted to
144,000,000 bushels, 4% less than last
year. Growers are holding 107,000,000
bushels on farms while slightly more
than 37,000,000 bushels are in off-farm
storages. Disappearance of dunum
wheat during June-September totaled
nearly 24,000,000 bushels compared
with almost 39,000,000 Inst year,

U.S. exports of durum wheat durin
the June-September period totulcﬁ
15,800,000 bushels, which was a sharp
decrease of 7,800,000 in comparison to
the previous year, Algeria was the
largest importer with a total of
4,000,000 bushels. Market undertone
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continued soft with surplus stocks and
reduced world dema':llx

In Canada

According to Canadian statistics re-
leased October 7, based on yields in-
dicated at Sept. 15, production of
durum wheat for 1977 was estimaizd
at 45,800,000 bushels, which is well
below lnst year's record crop of
105,000,000 bushels. The yiel per
acre indicated was 254 bushels per
acre compared to 30 a year ago. Ex-
ports overseas of Canadian durum
from June through September totaled
36,000,000 bushels, The major markets
were Italy, U.S.S.R. and Algeria taking
35,000,000 bushels.

Lower Quality

The overall quality of the 1977
durum crop in North Dakota is lower
than in 1978 and is also lower than
the five-year average from 1972 to
1876 said Dr. Brendan Donnelly, asso-
clate professor of Cereal Chemistry
and Technology at NDSU, Average
grade for the durum crop should be
U.S. No, 2 Hard Amber, Dr, Donnelly
explained and added that 55% of the
crop is estimated to grade No. 8 Hard
Amber or better,

Average test weight arrived at
through quality tests at the NDSU
Department for the state’s 1077 durum
is 80.8 Ibs per bu, and the average
protein was tabulated to be 13.8% ex-
pressed on a 14% moisture basis. Dr,
Domnelly said that durum moisture
content averaged 12.4%, which is
higher than the 10.9% average ob-
tained in 1676. Vitreous kernel con-
tent of the wheat averaged 77% com-
pared with 88% in 1976,

The combination of lower average
grade, test weight and vitreousness
was attributed primarily to adverse
weather conditions, Cool, wet weather
during the latter half of August and
through the month of September
caused 20 to 25% of the durmm wheat
crop to be sprout damaged. Fallin
number, an indicator of sproute
wheat, averaged 275 units compared
with 469 in 1976,

Extraction Down

Dr, Donnelly said that semolina ex-
traction of the 1977 durum wheat
averaged 508% or 27 percentage
points lower than the 1976 crop.
Semolina ash, speck count, protein
and wet gluten compared favorably
with the 1976 data.

Durum Mill Grind

from U.S., Department of Comrierce

Semo- % Bush- [
Up- els of Up
1977 cwis. Down Durum Dowmy

Jan, 1,466 12,2 3,278 10

Feb, 1,511 4,0 3,548 69
Mar, 1,632 15.8 3,730 148
Apr. 1,131 6.4 2,679 102
ay 1,1 59 2,657 44
June 1,2 8.9 2,781 I3
July 1,147 9.9 2,601 6.6
Aug, 1,442 8.5 3,347 50
Sepl, 1,453 — 30 3406 34
1976
Jan, L6 — 1.1 3,063 — 49
Feb, 1,452 252 3318 78
Mar, 1,409 344 3,249 285
Apr, 1,062 6.9 2431 — 47
ay 1,062 — 0.7 2,544 — 23
June 1,143 24,1 2,581 175
July 1,043 48 2,438 — 18
Aug, 1,329 37 3,186 0.1
Sept 1,497 18.8 2,293 B6
Oct 1,379 — 7.6 3,012 - 98
Nov, 1,363 21.2 3,034 23
Dec 1,304 05 2917 157

The semolina was processed into
spaghetti without any problems. Spa-
ghetti color averaged 9.5 compared
with 9.2 in 1876, Dr, Donnelly indi
cated that a color score of 0.5 reflects
a bright amber product. Cookin
quality is still being determined nnﬁ
final results are not available at pres-
ent.

The com‘rlete quality evaluation of
the 1877 durum wheat crop is ex
pected to be completed within the
next two weeks,

When this study is complete:] the
final data will be published in detail
The survey is a cooperative elfort of
the NDSU Cereal Chemistry Dcpart-
ment, the Extension Service anl the
North Dakota State Wheat Com-
mission,

Grain Drain

Russian Premier Brezhnev recently
announced that this year's graii har
vest will be 184,000,000 tons, 15,000
000 short of the official target and
21,000,000 tons below the last De
partment of Agriculture estimale.

A former USDA official speculates
that Russian purchases from the US.
will be around the 8,000,000 ton mark
(110,000,00 bushels). This is the mini-
mum called for in the Soviet wheat
agreement. He calculates that nearly
4,000,000 tons have been sold by Carr
ada; 400000 tons by Australis
1,500,000 tons by India as repayment;
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Grai Drain
(Continued from page 20)
wd I thinks Russia might buy as

douch s 1,000,000 tons from Argen-

tina.

Cor ressman English of Oklahoma
wila ress conference that China was
in the market for between 20 and
30000000 bushels of wheat from the
1S, but this has not been verified,

Business Week magazine editorial-
izeed that it was vital that the Depart-
ment of Agriculture be on top of any
ptential problem and not sleeping
wmfortably as it was in 1972,

Canadian Grain

Research Laboratory

1970 Report—G. N. Irvine, Director
Amber Durum Wheat

Alpha-amylase and Cooking Qunl-
ity. As amylograph viscosity of semo-
lina is not directly related to spaghetti
waking quality, the role of a-amylase
is being studied further, The level of
camylase in semoling, dried spaghetti
and cooked spaghetti has been deter-
mined in a number of samples. There
is no relation between the level of
sprout damage (determined visually)
and a-umylase activity, Thus the effect
of sprout damage on spaghetti-cook-
ing quality may be due to the level of
wsidval g-amylase activity in the
wooketl product.

An ther factor associated with
sprov damage and cooking quality
may - the degree of degradation of
stare’ by g-amylase in semolina, This
aper was studied by determining the
visee -y of starch isolated from semo-
lina dled from sound and sprouted
wheo  For the levels of sprout dam-
ige  owed in the Cunm.la Western
amb. durum wheat grades there is
litle liference in the viscosity of
darc  from sprouted or sound wheat,
Witl Jigher }cvcls of sprout damage,
e out 20%, there is a decrease in
viseo ty, indicating some starch de-
grad ion, Starch from malted durum
5 a]. reciably lower, The deteriora-
lion  { cooking quality duce to sprout
dame e in some cases may therefore
be diw to hoth the residual activity of
¢amylase in cooked spaghetti and the

egree of starch degradation.

Effect of Gluten Protein Fractions
on Spaghetti-Moking Quality and
Pasta Dough Rheology. Gluten from

Invuary, 1978

the amber durum  wheat  variety
Wascana and the hard red spring
wheat variety Manitou was fraction-
ated into six components by pH pre-
cipitation in dilute lactic acid. The
ceflects of each fraction on spaghetti-
cooking  quality and  garinograph
characteristics are heing measured by
adding small amounts to a buse semo-
lina, Gel-filtration profiles and electro-
phoretic patterns of the Fractions
showed that the proportion of high
molecular-weight protein (glatenins)
deereased with increasing pH for hoth
wheats. This project is continuing,

Influence of Protein Content on
Some Durum Wheat Quality Para-
meters. The influence of protein con-
tent on some durum wheat l|u;1|ily
parameters was investigated for two
Canndian durum wheats of differing
spaghetti-making quality. A substan-
tial increase in semolina yellow pig-
ment content was observed for one of
the two durum wheats as protein
content increased. For both cultivars
a moderate change in protein content
wis accompanied by a marked de-
crease in farinogram mixing time con-
comitant with an increase in maximum
consisteney  and  tolerance  index,
Cookiug quality and tolerance to over-
cooking continued to improve as pro-
tein increased for both cultivars over
the complete range of protein content
examined. For hoth durum wheats
the proportion of non-gluten protein
(the albumins and globuling)  de-
creased significantly with increasing
protein content. Gluten characteris-
tics, us measured by the Berliner
turbidity test, appeared to improve as
protein increased, However, this im-
provement could not be related to the
Oshorne solubility distribution of the
gluten proteins which revealed an in-
crease in the proportion of glindins as
protein content inereased for one of
the durum wheats, and no significant
change for the other,

Mixing Studies, The question of
dough development in doughs mixed
at low absorption (about 30%) is con-
tinuing, For Dbread doughs, loaf vol-
ume is a good criterion of dmlf‘h de-
velopment but for spaghetti doughs
there is no readily measurable para-
meter for assessing d““llih develop-
ment, The coneept of “hound” amd
“free” water in dough appears to be
relevant in interpreting farinograms,
Between 35 and 40% absorption there
is a change in farinogram character-

s 0k 33 )t dgatet Boa b

istics which may be due to “free”
water. This transition point is close to
the figure by MacRitchie (Cereal
Chem. 53:318-326, 1976) for “hound”
water,

Durum Wheat Milling, The lab-
oratory’s “standard” semolina milling
procedure has heen modified to in-
crease the vield of semolina to ap-
roximately 70%, which is more in
|im- with commercial practice,

Durum Stocks Down

This year’s Oct. 1 wheat stocks in-
cluded 144,170,000 bushels of durum
wheat, 4% less than the 149,795,000
hushels on hand the same date a year
ago but 25% higher than the 1975 total
of 115,063,000 bushels. Durum stocks
on Oct. 1, 1974, were 91,573,000
bushels. Included in durum stocks this
Oct. 1 were 106,632,000 bushels on
farms and 37,538,000 bushels off farms,
against 110,224,000 bushels and 39,
571000 bushels, respectively, in 1976,
und 87,406,000 and 27,657,000 in 1975.

The June-September disappearance
of durum was 23,745,000 bushels, off
14,830,000 bushels, or 38%, from 38,-
575000 bushels in same period of
1976, Durum exports in period, at
16,490,000 bushels were ofl 7,235,000
bushels, or 30%, from year carlier,

Changing Food Industry

Production expansion was empha-
sized in the decade of the 1940s—
learning to l)rmlucc in quantity and
quality for the post-depression, post-
war market.

In the late 1940's to the mid 507
the application of new techniques to
the management of the business enter-
prise became widespread—applying to
praduction, personnel and financial
management,

Murketing und product innovation
—creating demand for products were
the benchmarks of the 50 to mid
G0's,

Responding to socivtal demands for
fairness to employees, to consumers,
to community neighbors—in - short,
social responsibility was the call of the
mid-60's to mid-70',

Economic constraint has  marked
the course of business since the mid
T0's: learning to conserve resources;
the end of cheap power and cheap
capital,
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and tomorrow the secret

Gl

, o Aunmm flours,
a1/ g2e%" At Peavey, theres a longstanding tra-
?;}aﬁr;ﬁf‘ dition of research that helps makg our
 : products perform a little better for you.
In Semolina production we take great

lisisibis N
alns in crop selection and milli: j cofervic ? That's another Peavey tra-
so we can consistently offer you .eme Foi nstance, we share our exper-
of bright color and uniform gran  atio tise and our minia-

_Combining our wealth of ¢ yerid ture macaroni press
with the latest in technoiog Y @ i Pes and dryer operation
mills have now been upgradd 0P with custorners work-
matic operations utilizing uj -to- ing on new product
minute equipment that's un«urj asst - A8 ideas.
our industry. All so we can manuf2 . Peavey Technol-
the best Semolina and Durum flour 2 ) ogy. Continuousl|

o ‘ ey gy y

able today. b probing the future to

et better results for you today. For better
asagna results drop us a line and one of
our specialists will contact you.

Peavey

Industrial Foods Group

Peavey Company Sales Olfices: Minneapolis, Minn. (612)
370-7840 » White Plains, New York (914) 694-8733 « Chicago,
1. (312) 631-2700




International Collaborative Study on Durum Qualit /
Dr. R. J. Wasik, Food Research Institute, Research Branch,

Agriculture Canada Buildir; 55, C. E. Fam, Ottawa, Ontario, Canada K1A 0C6

Abstract, The International Collab-
orative Study on Durum Wheat Qual-
ity was begun in 1973 when agree-
ment was reached among a total of
eleven laboratories in Canada, the
United States and Europe, The Study
attempts to assess the inter-relation-
ships between those tests routinely
performed to evaluate durum wheat
for pasta manufacture and the chem-
ical, physical and sensory properties
of pasta. The results of the study will
be published in 1978.

Introduction. High quality pasta
products are made from semolina
milled from certain varieties of durum
wheats, The main characteristics of
durum wheat which are believed to
govern its suitability for the produc-
tion of pasta goods are its high con-
tent of yellow pigment, unique prop-
ertics of its proteins which contribute
to important aspects of quality of the
cooked product, and its distinetive
flavor,

The eating quality of durum wheat
asta is largely controlled by two
actors, the composition of the durum

semolina and the processing method-
ology employed in manufacture. Over
the years, technologists have at-
tempted to utilize optimization of
processing conditions to exploit the
inherent functional quulities of the
raw material, This has been in part
successful, but a lack of predictive
tests relating durum characteristics to
required processing parameters has
hindered progress.

Research and manufacturing con-
cerns are not unanimous in their
apinion as to which of the available
predictive tests are best suited to
NSSesS t}l(! vuriuus functlunu] PI'(]PL'T'
ties of durum wheat. This, in part, re-
sults from a lack of definition of the
specific functional properties which
t}w different tests measure, as well as
a general lack of understanding of the
functional contributions made by the
individual durum wheat constituents,

Mounting interest in the possibility
of using pasta as a vehicle for better
nutrition has also created a need for
better understanding of the functional
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role of durum constituents, Many or-
ganizations throughout the world, in-
cluding the Food Research Institute
(F.R.L), have interest in improving
our understanding of the composi-
tional and processing parameters im-
portant in controlling the functional
properties of durum wheat, as well as
an interest in possible means by which
to improve the nutritional aspects of
durum wheat products without alter-
ing desirable functional properties.

Experimental Approach. As en-
visioned, specific ?abomlories have
been approached and asked to per-
form certain specific test(s) which may
be unique, or are believed to be of
special significance, in the assessment
of the functional properties of durum
wheat,

The collaborative study will be
based on results obtained from the
evaluation of 10 composite samples
prepared from 9 different varieties of
Canadian durum wheat grown on 1/6
acre plots in three major durum-
producing areas in Canada and one
C.W.A.D, (Canadian Western Amber
Durum) sample.

Varieties have been selected which
represent the widest possible range
of physical, chemical and sensory
parameters, The samples were grown
in the summer of 1975, After harvest-
ing and careful cleaning the samples
were milled into semolina at one loca-
tion and processed into pasta at F.RLL
in Ottawa,

Duplicate samples of the required
semolina and/or pasta were then
shipped to each collaborating labora-
tory and each collaborator was asked
to perform certain specific physical,
chemical or sensory tests on lEc semo-
lina or pasta samples, For purposes of
evaluating the precision oF each test,
these tests were performed in dup-
licate,

All data from each replicate was
submitted to nid in the statistical
analysis of the results. There was no
restriction on error. All test methods
or techniques, their objectives, and
the mcnnlnf of the results in relation
to the final product are to be des-

VEL T et Sl A

cribed and discussed in detail by each
collaborator,

Objectives

L. ‘To determine test methods present.
ly used in co-operating laboratories
for assessing physical and chemica)
characteristics of durum wheats
and pasta raw materials, and the
chemical, physical and sensory
characteristics of dry and uncooked
pasta.

2. To collect experimental data de-
rived from the application of these
methods (in duplicate) to ten sam.
ples of durum wheat, pasta raw
materials, dry and can ed pasta
obtained therefrom,

To establish if correlations exist be-

tween the physical characteristics

of durum wheat and of pasta raw
materials,

4. To esablish if correlations exist be-
tween the physical and chemical
characteristics of durum wheat and
of pasta vaw material and the chem:
ical, physical and sensory charac
teristics of dry and cooked pasha.

5. To establish if correlations exist be-
tween the chemical, physica' and
sensory characteristics of ¢ oked
pasta and the chemical and pl sical
characteristics of uncooked p ta.

6. To select from such correlati 15 as
found, those test methods, hich
when applied to wheat, past nw
mntf.-rinrs and dry pasta, are most
predictive of the sensory cha cter-
istics of cooked pasta,

3

Qutline and Timetable

75  Planning and coordinatio

75  Production—800 # each of
pure varieties and 1 CW AD
sample
Seed cleaning and baggin |
Milling

"75-76 Pasta production

"76-T7 Data analysis

*77-78 Final report and conclusions

s
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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

AT P. 0. Box 336, Palatine, lllinois 60067
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Quality Parameters and Physical and
Chemical Assessments
Wheat 3

ade
%(rm kernel wt.
ash
protein
! semolina yield
o 1 moisture

Semolina
protein
molsture

ash

wet gluten
farinograph
Berliner
Gluten strength
pigment
mixograph!
extensograph?
alveograph
R-SH/total SH
protein fractionations®

Uncooked Pasta
protein fractionations®
pigment

Cooked Pasta

taste

cooking time
overcooking

swelling

firmness

tenderness
compressibility
recovery

cooking loss
molmf welght
panel
stickiness

! Evalvation of micro rheological tech-
nlt]uel of doughs and glutens,
Evaluation of doughs and glutens.
3 Osbornes, gel filtration, polyacrylamide-
gel electrophoresis.

To conclude, this study therefore at-
tempts to assess the interrelationships
between those tests routinely per-
formed to evaluate durum wheat for
pasta manufacture and the chemical,
physical and sensory properties of
pastas, This was not designed to evalu-
. ate the precision of similar tests per-
|  formed in different laboratories. This
could be the subject of some future
study.

Enriched Macaroni

C.F. Mueller Co., Jersey City, is
introducing an enriched macaroni.
Two main-dish recipes will appear on
the back of the 12-o0z. box.
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Egg Futures to Change

The Chicago Mercantile Exchange
is considering a change in shell egg
futures contracts which have been
changed repeatedly during its 58-year
lite, because egg marketing has
changed radically,

Trading volume dropped to 146,341
contracts last year from a record
678,801 in 1070. Volume so far in 1977
is nimning slightly behind 1976,

The problem is that speculators pre-
fer trading other types of futures
where there are wider price fluctua-
tions and more opportunities to buy
or sell profitably,

Egg future problems date to the
spot call markets conducted until 1971
at the New York and Chicago Mer-
cantile Exchanges. Buyers and sellers
would meet daily to trade actual eggs
on the spot. Analy.:s say the theory
worked fine until producers began
committing most of their eggs to users
ahead of time and agreeing to pay a
price based on the spot call market
quote,

The Exchanges voluntarily dropped
the spot call markets when criticism
arose,

Certificates to Buyers

The major delivery change being
considered now is to allow futures
sellers to deliver egg shipping certifi-
cates to future buyers, The Exchange's
egg committee has approved that idea,
but Exchange directors and the Com-
modities Futures Trading Commission
have yet to consider it.

One of the problems is that eggs
tend to be at opposite ends of the
country in the northeast, southeast,
and California, and a New York fu-
tures trader doesn't want California
eggs offered against his contract if he
can buy eggs closer to home,

Normal shipping certificates satisfy
critics who complain that the contract
calls for trading the wrong kind of
eggs. Many in the Industry say nest
run eggs—the Industry description for
eggs ﬁ:st as they come from the hen—
are the key market setters and should
be the ones to which futures contracts
apply. Nest run eggs must be washed,
ﬁrnded. and packed in cases before

hey can be used for futures trading,
and that costs at least 5 cents a dozen,
Then the effgs must be rewashed and
regraded after they are delivered
which adds more cost.

Nest run egg proponents wou'd Ji}
to see both thggr fa\!::oﬁtes and w nshedf
graded eggs allowed for d livey
against the same contracts, with a pre.
mium set for the latter, They /caso
that buyers will choose the clicaper
eggs, ultimately making nest ru eg
the futures market leader.

Big Egg Exporls

The largest single shipload of fresh
eggs from the U.S. went to the Near
East at the end of October,

A refrigerated cargo ship carried
50,000 cases or 1.5 million dozen, 3
record sale that couldn't have come a!
a better time,

October is a typically slow mouth §
for egg consumption coming between
the start of scl:ool and the holiday
baking season. It was bad this year as
lower feed costs seem to prompt pro-
duction increases,

The trip to the Mideast takes about
25 days with the eggs kept at temper:
tures between 87° and 42°, It tock
70 semi-trailor loads of eggs from pro
ducers to make the shipment. A lot of
eggs, but only one-tenth of one day’s
production in the United States,

Peavey Annual Report

The theme of Peavey Company’s
1977 Annual Report “Taking Stcr:
to Meet the Future Today,” Is hig
lighted by a wrap-around cover photo
showing the ship docking facilities at
Peavey’s new export grain el vator
under construction in New Orle. us. It
is expected to be operational b: nest
summer, :

Along with a major rebuildin; and
modernization program at Ha:ings,
Minn., flour mill, scheduled for com-
pletion in 1979, this building aarks
Peavey's strategy in strengtheniog it
position in traditional busines.cs of
grain and flour milling,

Decline in Earnings

The company showed a decline It
earnings for the year attributed chiefly
tothe ag  ltural group performance
which was the resu]gt of several factons,
generally unfavorable industry cor
ditions, and unusually severe winlef
weather,

Industrial Foods, consumer foods
aud speclalty retailing all contributed
to good performance,

Peavey is the country’s largest miller
of durum products, Though 19778
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dume approximated last year's, dol-
r sals were down significantly be-
ause of lower durum wheat prices.
largir.s improved somewhat over de-
eit levels of a year ago,

| with the largest durum milling
apacity In the industry, uncompro-
islng standards  of durum wheat
lection, expert milling techniques,
d rigid quality control standards,
Peavey continued to maintain its lead-
g share of durum product sales
ationally.
A slight increase in pasta consump-
i, resulting from population growth
d per capita consumption gains, is
pojected,  Improvements  at  the
Kuperior, Wis., mill, completed ahead
i schedule, provide the ability to in-
rease the variety of durum products
roduced there and improve quality
ontrol procedures in addition to in-
ng durum capacity there by 20
t.

ershey Increoses Dividend

Hershey Foods Curporation an-
punced an increase in the quarterly
ividend to $.30 per common share
om $.28 per common share, Despite

reduced earnings of the Company
furing 1877, the Board of Directors
oted this increase because of the long
prospects and strong financial
osition of the Company.

The Company also announced con-
olidated net sales from continuing
prerations of $453,077,000 for the first
pie months of 1977 compared with
0,403,000 for the same period in
8. Income from continuing opera-
fions for this period was $20,883,000
bt 8160 per share compared with
11267 000 or $2.40 per share in 1976,

fer 1:iving effect to the profit on the

¢ of L.D. Properties Corporation,
et incme for the first nine months of

T vas $26,183,000 or $201 per
are compared with $31,347,000 or
U1 per share in 1076,

Sile: from continuing operations for

third quarter of 1077 were

169.492.000 compared with $140,038,-
0 for the same period in 1976, Net
ome was $7,808,000 or $.60 per
are in 1877 compared with $10,417,-
0 or $.80 per share in 1976,

Hershey is a leader in the manu-
‘ure and sale of chocolate and
%03 items through its chocolate and
®ectionery divisions. The Company
a major factor in the coffee ser-
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vice and pasta industries through its
subsidiaries Cory Food Services, Inc,
and San Giorgio Macaroni, Inc,

Foremost-McKesson
Net Rises

Foremost-McKesson  Ine’s  fiscal
second quarter earnings “will ap-
proach, but fall a little short of” the
36% gain achieved in the frst quarter
from the year-carlier first quarter,
Willlam W, Morison, president and
chief executive officer, said.

In the year-earlier second quarter,
ended Sept, 30, the diversified concern
with interests in food, drugs, chemi-
cals, wine and spirits and land devel-
opment carned $7.2 million, or 53
cents a share,

Combined with a strong first quar-
ter, first half earnings were well ahead
of the year earlier, Mr, Morison indi-
cated, when it earned $13.7 million,
or $1 a share. For fiscal 1978, ending
March 31, he reiterated an earlier pre-
diction that earnings will exceed the
company's goal of a 10% improvement

from fscal 1977's $35.5 million, or
$2.62 a share,

Two Factors

Two factors were major contribu-
tors to the strong second quarter, Mr.
Morison said. One was “an unusually
strong” property-development opera-
tion, and the other was the inclusion
of the C. F. Mueller Co. business,
which was acquired in October 1976,
The Mueller acquisition began con-
tributing to Foremost-McKesson's
eamings in the year-earlier third
quarter.

Even without the strong property
and Mueller contributions, however,
all major lines of Foremost-McKes-
son’s business fared better in the sec-
ond quarter from a year earlier, with
the exception of chemicals, whose
earnings contribution was flat with the
year-hefore perfod,

Mueller Plans
Market Expansion

Foremost-McKesson, Ine. has un-
veiled its market expansion plans for
its C. F. Mueller brand of macaroni,
spaghetti, and noodles.

Mueller, headquartered in Jersey
City, New Jersey, currently distributes
its advertised branded pasta products
in 22 eastern states, an area represent-
ing about 51 percent of the U.S. popu-
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lation. The brand expansion plan will
inerease Mueller's marketing area into
Tennessee, Kentucky, and portions of
the midwest, This market expansion
program Is the first major expansion
effort by Mueller in some years,
“Mueller’s continued success is a
vital element to the corporation’s em-
phasis on building on its base in the
consumer products  business,”  ex-
plained Thomas E, Drohan, Foremost-
McKesson executive vice president,

Williams Papers to Formosa

Los Angeles macaroni manufac-
turer, Bob William, has been invited
by the Chinese government to present
his father's books and papers to the
National Archives in Taipei. His
father, Dr, Maurice William, was the
author of “The Social Interpretation
of History” which influenced Dr. Sun
Yat Sen, China's first President, in his
conversion from communism to Amer-
ican Democracy. The book fell into
the hands of Dr. Sun at a time when
he was already lecturing on commun-
ism, However, after reading Dr.
William's book, he turned his back on
communism and stated in his writings
that he no longer belleved in the
Marxism “class struggle” as the road
to social progress, In his final lectures,
Sun freely quoted Dr. William who
advocated “class cooperation” as the
vehicle toward the solution to man’s
problem of subsistence. Dr., Sun's
death, which was before he could ex-
press his new views to all of his peo-
ple, resulted in the Civil War in China
from which his brother-in-law, Chiang
Kai-Chek emerged victorious, and ac-
cording to a New York Times editorial,
“gave us 25 years of friendly relations
with the great nation of China.” This
relationship existed until Chiang and
his Nationalists were driven from the
Mainland by the Communists. It is
William's hope that he may pursuade
the state department in Washington
to adhere to its treaty agreements with
Taiwan,

Why Positive-Thinking Helps

“Businessmen can be just as wrongz
about the future as economists or gov-
ermment officials; but when the execu-
tives are frightened, they can make
decisions in their own companies that
turn fears into self-fulfilling prophe-
cies."—Dan Cordtz, economics editor
of ABC News, Washington.
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NEW BUHLER LONG GOODS DRYERS

are built to give pedormance you can rely on!
1

e |
_____

shown above 1s controlled

Operation of entire dryer line |
Irom one location }

ste.

Product is consistently excellent
2eC:

app:

p'

orn

» npletely re-designed

atures that make them
MOST RELIABLE
'HE INDUSTRY!

Jonveying system never stops.

.ct moves slowly and continuously from
.der to accumulator. No slarts and stops

Sm hed design means greater rehability

there 1s less wear than conventional
and go" dryers.

1se drying action 1s always steady. You
ount on the product to come out wilh
iling color and texture. Uniform and
iht every time. Ideal for handling wilh
natic weighing. transporting and pack-
i machines.

imate zones are
ositively separated.

mely tight enclosure with Buhlerpatented
1 T" control allows high temperature,
qumidity drying environment.

sity range 500-4,000 Ibs/hr.

lard stick lengths: 60 or 80 inches.

r details

‘built-in rehability of Buhlerdryers and
macaroni equipment. Call us or write:
ER-MIAG. INC.. P.O. Box 9497. Min-
ilis. MN 55440. (612) 545-1401 / East-
ales Office: 580 Sylvan Ave.. Engle-
Cliffs. NJ 07632, (201) 871-0010
ER-MIAG (Canada) LTD.. Don Mills
10. (416) 445-6910.

nlete Macaroni Plants by

Super sanitaty design, easy miintenance A0t
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ENERGY IS YOUR
BUSINESS
by

Richard L. Lesher
President

Chamber of Commerce
of the United States

It's becoming a cliche to
say that energy is the life-
blood of our socicty, but
the observation is no less
true for that. Our phenome-

nal standard of living has been built by the pro-
gressive substitution of mechanical for human energy.

As more cnergy is harnessed, more can be pro-
duced for a given amount of human effort, It
doesn't take an cconomist to see that more produc-
tion per-person equals more products per-person, or

a higher standard of living.

But today, we are literally playing with the fire
that powers our civilization, Government policies
—foreign and domestic—have created encrgy supply
problems that are being used as excuscs for new
government policies that will create still more supply

problems,

F the process continues, we will lose both our

frecdom and our prosperity. The cycle that gave
us our standard of living can be made to run back-
wards, too: Human energy is substituted for me-
chanical energy, and less is produced per-person.
Less production per-person equals fewer products
per-person, and so on, down to the level of a typical

*underdeveloped" country,

All of which is prcamble to my major point: It is
essential for every conscientious American citizen
to understand what's at stake in the “cnergy crisis”
game, and what steps we must take to head off an
economic, political, and even military disaster. But

solution,

leader’s guide.

firm foundation.

that's not casy, Even the experts disagree over the
nature of the problem and the proper approach to a

People who alrcady have an understanding of
market cconomics—business people—are in a good
position to help other citizens sort out the complex
parts of this puzzle.

O facilitate that educational mission, the National

Chamber has developed a comprehensive, six-
part slide program entitled “Energy Is Your Busi-
ness,” The kit contains over 500 slides, in full color;
instructions on how fo sct up and stage a successful
presentation; a script marked for slide changes; a
cassette with professional narration; and a discussion

Part I, “Energy Is Your Business,” gives an over-
view of the problem and sets the stage for a more
detailed examination of the component parts,

Parts II through V discuss the problems and the
potential of four major energy sources: Coal, oll,
natural gas, and nuclear power.

Part VI, “The Political Answers,” presents the
steps needed at the local, state and national levels
of government to put our cnergy supply back on a

The entire package is available from the National
Chamber for $200, For more information—or to
order your kit—write:

Mr, Robert Moxley, Project Director

Chamber of Commerce of the United States

1615 H Strect, N.W,

Washington, D.C, 20062

Cheap Energy

Cheap energy from the sun and the
wind isn't likely to solve our problems.

That, at least, is the contention of
one expert. James J. Skiles, a Univer-
sity of Wisconsin engineering profes-
sor and director of that school’s energy
research center, says development of
such energy sources “involves large
investments of men, money and mate-
rial.” He notes that “it takes 8% years
to gather as much energy with a solar
collector as it took to manufacture the
collector in the first place.” Therefore,
he contends, it's “virtually impossible”
to expect solar, wind, geothermal,
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tidal or other “exotic™ energy sources
to provide even as much as 25% of our
energy requirements by the turn of
the century,

Even looking beyond that, says
Prof, Skiles, we can never hope to run
factories on solar energy. One answer
to the energy problem, he indicates,
lies in large-scale commercial genera-
tion of power from nuclear fusion, an
energy source still in the testing stage.

Prof, Skiles nlso notes that if E'IE
world’s oll is depleted after the turn of
the century, as expected, the U.S., be-
cause of its huge coal supplies, may be
cast in an OPEC:-like role, dispensing
scarce coal to a fuel-hungry world,

——

Winter Energy Reminde: s

As the nights get cooler, :ld 8
blanket instead of raising the t' emo-
stat. You'll save heating costs, cven if
you use au electric blanket.

If you hive to turn up the house
heat, keep the thermostat at energy:
saving 65 degrees during the day and
55 degrees at night.

Before you face winter driving
® Cet the summer clutter out of your
car trunk. Every extra 100 pounds
costs about one percent in fuel ecol

omy for average-size cars, cven mort
for small models,

THE MACARONI JOURNAL

s Check whether your engine is due
ke a tineup. A poorly tuned car uses
hree co nine percent more gasoline
fun » well-tuned one,

o If ihe public transportation fsn't
mailable, join a carpool to and from
sork. You'll save on car maintenance
wsts und parking fees as well as gaso-
fne.

tave Energy—Reduce Waste

High priority consumer issues of
mergy and resource depletion and in-
eases in waste can be in part re-
wlved if proposals by The Packaging
Istitute, USA are adopted. The 38
year old non-profit professional soci-
dy suggests that a national package
wsource recovery program be imple-
nented.

In assessing the multitude of prop-
witions which would legislate or reg-

Ruite packaging, the institute noted

that most were negative, that is di-
rcted towards restricting packaging.
The Packaging Institute, USA analy-
ws clearly demonstrate that a com-
prehensive packaging resource re-
wvery program would represent a
psitive approach to an issue which
8 larger in the consumer’s mind than
in reality. More dangerous to this
wuntry than litter, waste and de-
peted resources erroncously attrib-
ted to packaging is the economic
and human disruption which restric-
fions on packaging would cause.

Several Problems

Several problems are presented by
wr free enterprise system and the re-
ultir: ¢« convenience market economy:
liter solid waste and energy deple-
tion. *"he one million men and women
i pa kaging industries, all of whom
e « nsumers too, believe the solu-
ton { ) these problems lies not in neg-
ttive simplistic answers of restrictive
kgis! tion and regulation, but in a
psit e one of “resource recovery:”
teeye mg and recovery of all solid
¥astc —paper, plastic, metal, glass—
icluccing packaging which constitutes
aly 13% of our solid waste.

The optimum solution should be
ofercd on a comprehensive level. Re-

nal, state or local solutions are at

est unfair, inadequate, or excessively
Hpensive,

If 2 proposed national law were
Pssed to ban or restrict the sale of
wo-returnable  packaged products,

minimum cost of conversion would

hyuawy, 1978

be in the billions of dollars, according
to U.S, government data, If these
billions were spent, it would produce
zero growth in production capacity in
the industries, And the cost of this
conversion would, of course, be borne
by the consumer.

Consequences of Regulation

The consequences of such legisla-
tion or regulation would be for ex-
ample,

—an increase in  unemployment
among highly-skilled, highly paid
workers (estimated at 45,000 to
58,000 in can manufacturing alone)
—In the food and packaging manu-
facturing industries,

—nhigher prices to the consumer,

—lower tax revenues,

—¢limination of freedom of package
choice for the consumer, a basic
tenet of our economic system,

—little lnsting effect on the litter
problem,

—elimination of less than 1.4% of total
solid waste, and

—net energy savings of less than 0.2%.
The estimated cost of a permanent

and continuing national program of

resource recovery is only $3.8 billion,
according to Packaging Institute, USA
information sources,

Such a program is feasible because
the enginecring concepts and hard-
ware for such nationwide installations
are available, Several are already
operationally suceassful.

Resource Recovery

Resource recovery from municipal
waste will conserve at least four times
as much energy, dispose of eight times
more solid waste, and save at least
twice as much aluminum, ferrous
metals and glass, as weald reverting
to a returnable package system.

Further, resource recovery pro-
grams would create a new American
industry, resulting in incrensed em-

loyment, and would generate other
[:I.'Ilcﬁti such as:

—no incrense in consumer prices,

—increased tax revenues,

—reduction of municipal costs for dis-
posal of solid waste, and

—conservation of landfll areas, which
are rapidly disappearing.

Americans have a choice—to return
to the days before convenience pack-
aging or to move forward to resource
recovery. This choice belongs to the
American consumer who in his or her
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wisdom in the free marketplace has
usually selected the most henefeinl
alternative.

A Better Idea on Energy

“A better way to achieve higher pro-
duction and conservation of energy is
to lift restraints currently imposed by
government on the market system and
to unleash the creative abilities of
America’s producers and processors of
energy.'—Dr, Richard L. Lesher,
president of the Chamber of com-
merce of the United States.

What's a Billion?

Most people in Washington have
lost sight of what a billion dollars is.
One billion seconds ago, the first
atomic bomb had not been exploded.
One billion minutes ago, Christ was
still on earth. One billion hours ago,
men were still living in caves. Yet, one
billion dollars ago (in terms of govern-
ment spending) was yesterday.,
—Hugh Rutledge, Indianapolis News.

For Rats

Supermarkets and food warehouses,
plagued by rat problems, are seeking
to control them with poison and elabo-
rat traps. Now a new way to kee
the pests away hac been devism.[
Thomas J. MeCorni.ok, president of
Micro-Sonics Inc., of Scarsdale, N.Y.,
says he has a system that sends the ro-
dents running by bombarding them
with high-frequency sounds, The
units, which suﬁ for $3,500 each, plus
installation, are designed primarily for
large warchouses, One of Micro-
Sonics’ first customers was Charlie
Bros. Co., a part of Super Valu Stores
Inc., which uses six of the units in a
300,000-sq.-ft. warehouse for dry gro-
ceries in Greensburg, Pa. Lester A,
Bowen, vice-president of Charlie
Bros., says the units have suceeeded in
reducing his rat problem. McCormick
foresces a sizeable U.S., market but
thinks that his company will do par-
ticularly well overseas, OF the 57 units
sold since May, 40 have gone to over-
seas buyers, The Micro-Sonics units
are designed so that the frequency can
be changed. This feature, says Mc-
Cormick, prevents the rodents from
learning to adapt to a certain fre-
quency
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1977 Packaging Values to
Reach $38 Billion

The value of packaging materials in
the United States in 1978 reached a
record $35 billion, an increase of 13%
from the previous historic 1975 high,
according to a Packaging Institute,
USA analysis of government data,
1875 quantity deliveries were down
for most packaging industries, The
gain in value resulted from price in-
creases caused by significantly higher
costs for material, labor, energy and
transportation.

Packaging business in 1977 should
reach 338 billion, The $3 billion gain
over the 1976 record should result
from economic growth plus only mod-
crate price increases rellecting a com-
bination of higher rates of container
production, increased raw material
costs, wage, transportation, fuel and
energy costs,

The non-profit Packaging Institute,
USA derived its information from the
government’s “US, Industrial Out-
look, 1877." Packaging Institute, USA,
noted that the continued strength of
the packaging industry reflects a ro-
bust economy and consumer confi-
dence in packaging's indispensable
role in the country's consumer goods
distribution system. All sectors of
packaging are projected to increase in

Glass

Shipments of glass packaging re-
corded their fifth straight growth year
in 1976. Demand for glass containers
were paced by non-returnable beer
bottles, which benefited from favor-
able systems price advantages over
metal cans. Shipments of glass con-
tainers are expected to total almost
300 million gross in 1977, an increase
of 2% over the 1976 level of 293 mil-
lion gross. A trend to larger bottle
size, continued in carbonated bever-
ages non-returnable packaging. Food,
tie largest single user category with
about 30% of all glass packaging ship-
ments, Is expected to maintain its
share of glass packaging output. A
trend has been observed to larger size
units for such foods as ketchup, peanut
butter and apple sauce, Glass packag-
ing prices increased almost 16% in
1975, and about 8% in 1976,

Cans
Metal can volume is projected to
grow 3% in 1977 following a 4%
growth in 1976, Growth should eccur

2

in bevem&e cans which are converting
from traditional three piece to two
piece style, Two-piece beverage cans
exceeded three-piece for the first time
in 1976, accounting for 54% of all
beverage cans. Metal can shipments
are projected at 191 million base hoxes
(a base box is 81,360 sq. inches of
metal) in 1977, 3% above 1976 185
million, 1976's volume represents a
4% increase over 1975's 177 million,
The value of metal cans should be

$7.8 billion, a 10% increase over

1076's $7.1 billion.

About half of all cans are for bev-
erages, with beer cans the largest
single end-use category in cans, Car-
bonated beverage cans, showed the
largest increase in 1978, representing
about 20% of all cans, Food can vol-
ume remained constant in 1974, Al-
though steel continues to be the
dominant metal used in metal can
production, aluminum is increasing its
market share. Aluminum now repre-
sents an estimated 27% of the metal
used in can making,

Paperboard

Paperboard carton shipments grew
in 1876 with dollar volume expected
to exceed $2 billion in 1677,

The corrugated case industry is pro-
jected to ship a record 230 billion
square feet of product with a value of
$7.68 billion in 1977. Volume in 1076
gained 12% with value up 18% of the
previous year.

Packaging Institute, USA empha-
sized the inverse economic correlation
between per capita value of packag-
ing and cost of consumer goods, “As
we invest more in packaging, the cost
of products purchased at retail level
declines. And we are spending only
$167 per person annually for packag-
ing in the United States, a very small
price to pay for the goods we receive
in perfect condition,”

Corrugated Shipments Up

“There is some cause for satisfac-
tion—and some cause for caution,
too,” in corrugated box shipment data
for 1977, according to the industry's
statistician,

Robert F, Rebeck, vice president of
the Fibre Box Association, presented
nine-month data to industry execu-
tives at the Association’s Annual Meet-
ing. These were the highlights:
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® Shipments of corrugated boy
have produced gains of 2.0, 5 a
4.1 percent in the first three quarte
over comparable 1978 periods, for §
year-to-date gain of 8.9 percent. \Whj|
positive, these figures are lower tha
expected. :

® The pattern of movement of t
national overall corrugated price trend
was erratic in 1078 and genenll
lower in 1877, although it has bee
inching 1(1}) for the past two quarters
The third quarter average of $283
is 0.1 percent below the year-apd
third-quarter level, while the 1§
average to date of $28.22 is 0.9 per
cent below 1876's comparable $28.45

® Average weekly production o
containerboard by the mills is up 2
percent for the year to date, a
330,800 tons. The rate of increase fi
the third quarter, 2.8 percent, w
slightly lower than the second quar
ters 3.1 percent.

® Consumption of containeiboardill
by box plants has increased so far thifiRl
year by 4.3 percent, to a weekly aver g
age of 313,600 tons. Consumption h
been particularly high in recen
weeks, suggesting that initial fourth

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

 Consulting and Analytical Chemists, specializing in
Wil matters involving the examination, production
i andl labeling of Macaroni, Noodle and Egg Products.
11—VYitamins and Minerals Enrichment Assays.

H2—Egg Solids and Color Score in Eggs am!
N

J—Scmollnn and Flour Analysis,
i—MlchnIylh for extraneous matter.
{5—Sanitary Plant Surveys.
i ‘ 6—Pesticides Analysis.

{7—Bacteriological Tests for Salmonella, etc.
{8—Nuiritional Analysls

James J. Winston, Director

156 Chambers Street
New York, N.Y. 10007

REVOLUTIONARY
DIE WASHER

developed and proven at Golden Grain
45 minutes to 1% hours washing time, depending upon
die thickness.
2 as big.

Much less maintenance: in 10 months al Golden Grain it
nas required NO maintenance, whereas their conventional
die washers require about four hours a week. Fewer

moving paris. Fixed nozzles. No leakage
All parts standard Off-the-=nzii
Serves as two pleces of equipment for the price of one:
pump cleans olher equipment

MICRODRY

quarter shipments should be strong,
® Although consumption rates have

Dept. 00, Microdry Corp., 4111 Fostoria Way, San Ramon, CA 84583, 415/837-9108

increased faster than production rates
the higher production tonnage hof]
added to inventories. With 3.7 percen

of production diverted to other end§
uses, and certain other allowances, infilf
dustry inventories (box plants and :

mills) are at an all-time-high 26§84
million tons, With high consumptiondll
levels, however, the weeks of supp!
stand at 8.1, the same as they we:e o

January 1,

Shipments & Price Trends

Rebeck went on to analyze hipf
ment and price trend information og
a geographic basis,

Shipments are strongest, he fiund
in the South Central states, led 1 the
Texas-Oklahoma area, In fact, he said
business has been good acros: thdl
“Sun DBelt” with the exception 0
Florida. 1

The weakest gains appear in thg
East Central states. However, therd
are both good and bad local situatio
around the country.

Price trends are down slightly in ol
areas of the country except the Ea§
Central states, which are even, and thd
Western states, which moved up 13

(Continued on page 34)
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AMERICA'S ECONOMY

HELP MEASURE

Right now, the U.S. Bureau of the Census
is taking the 1977 Economic Censuses.
By providing information about your
trade or industry, your company
will help provide a full picture of
the Nation’s economy in 1977,
Census statistics are vital to deci-
sionmaking in both government and
businaess.

Data for 1977 are collacted by mail
early in 1978, If asked to respond to a
census, please do so promptly. Cooper-
ation will improve the efficlency with
which this important job is finished.

BUREAU OF THE CENSUS
U.S. Department of Commerce

ARY, 1978




Corrugated Shipments
(Continued from page 32)

percent. Changes in product mix,
Rebeck cautioned, can play a role in
these trends,

“In terms of the economic impact of
(all of) these t.ends and developments,
o series of observations can be made,”
Rebeck noted, They [nclude:

® “Volume increases industry-wide
this year will be less than the rate of
increase in inflation, . . . and, therefore,
unit costs in 1977 will go up again;

® “ ., Unit cost will also be ad-
versely affected by higher wage settle-
ments .. ."

® “Higher containerboard cost in
1977 as compared with 1976 seems to
be a foregone conclusion;” and

® “The behavior of the overall cor-
rugated price tends to suggest that
these increases in operating expenses
are not being recovered.”

Pacific Paperboard Products

Pacific Paperboard Products, Inc.
‘ completed purchase of the major ele-
| ments of Fibreboard Corporation’s
Carton Divislon to become the largest
supplier of folding cartons in the
West,

Assets included in the sale are a
recycled board mill and carton plant
! in Stockton, California, a carton plant
| in Portland, Oregon and 11 waste
paper processing centers in California,
Oregon and Washington, Annual sales
of the combined facilities are $70,000,-
000,
PPP was organized earlier this year
by a group of former Fibreboard ex-
ecutives headed by William S. Hart.
Hart will serve as president and chief
executive officer of the new company.

Employee Ownership

Organized under an Employee

; Stock Ownership Plan, Pacific Paper-

, board will be supplying cartons and

| recycled paperboard to an impressive

i list of national and regional customers,

according to Hart,

“C&H Sugar, Carnation Company,

Procter and Gamble, General Mills,

Safeway Stores, Golden Grain Maca-

N roni and The Clorox Company are just

a few of the more than 50 customers

we will be supplying,” he announced,

Initial capitalization combines loans

from a major bank, an institutional

lender, and the U.S. Economic Devel-

opment Administration plus limited
equity participation,

4

Top Carton Producer

The company ranks first in carton
production with annual output of
69,500 tons, representing more than
20% of the Western market, With mill
capacity of 92,000 tons per year, PPP
is the second largest producer of re-
cycled board on the Pacific Coast. The
ccmpany’s Independent Paperstock
Company subsidiary is the wmajor
processor of waste paper in the West,
The company has more than 900 em-
ployees at 14 locations,

First year sales of $70,000,000 are
projected, according to Hart. The
company is expected to be profitable
in it’s first 12-month period.

Pacific Paperboard Products, Inc.
executive offices are located at 2351
Powell Street, San Francisco.

New Training Course Volume

The Packaging Machinery Manu-
facturers Institute has published a new
volume in its series of “Packaging/
Converting  Machinery Components
Training Course” materials,

Titled “Blueprint Reading Indus-
trial Machinery,” the volume is a
self-instructional course which, ac-
cording to PMMI Education Com-
mittee Chairman John M. Johnston,
Doboy Packaging Machinery, was
written “to assist companies using
packngin%]and converting machinery
to train their mechanics to read the
blueprints and machine drawings of
their machines.”

The lessons in the soft-bound vol-
ume include exercises involving prints
of mechanical, electrical, and fluid
power machine systems.

“A self-instruction format,” notes
Johnston, “is used to take advantage
of each student's experiences and ubil-
ities and make efficient training possi-
ble in large and small Plnnts as well as
in school classrooms,

There are now 10 schools in the
country using the PMMI materials in
classroom work and hundreds of in-
dividual companies have adopted the
course to their in-plant training pro-
grams,

Like the other volumes in the set,
this one contains all the directions and
information that the student will need
to work alone, but it can also be used
in small ups or as a part of a
formal classroom instruction situ-
ation, The volume can also be used

alone or in conjunction with the con
plete training course,
“Blueprint Reading” sells for §
Additional information is avuilab
from PMMI, 2000 K Street, N.W|
Washington, D.C. 20006,

Wright Machinery
Announces Expansion

Wright Machinery Company Is e
panding its plant for deve?nping and
manufacturing packaging madlunen,
Completion target is mid-1978 o
adding 25,000 square feet to the i
cility'’s current 60,000 square foo
building, located on 22 acres off 14
North in Durham County,

President Daniel J. Bullard sai
“The addition will improve manufas
turing efficlency and provide mon
space needed in Assembly. Our bus
ness continues its steady growth.”

Wright is observing its 10th am
versary under present officers, An ix
vestor, group, including a number d
company officers, purchased the fim)
in 1867 from Sperry Rand Corpon
tion, The original firm was founded o
Durham in 1883 to serve the tobacw
industry, and as such is the oldet
packaging machinery firm in Norb
America. Wright has occupled th
present plant since its construction iv
1069.

Wright develops, manufactures, &
sembles and sells automatic packaging
systems. Its principal customers ar
the food, cereal, snack, nut, coffce and
tea, bakery, pet food, and confuctior
ary industries,
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Milling a Spreader Die to extremely close tolerances is one of
the keys to consistant quality results and production require-
ments.

Maldari takes pride in the experience, craftsmanship and de-
pendability of their staff of skilled mechinists to produce, re-
pair and maintain all of your food extrusion dies to the highest
degree of perfection.
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CANNERS CONVENTION
February 12-15, 1978
McCormick Place, Chicag -
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Source of Red Tape

A Washington political sci:nti2
Herbert Kaufman, 1!1):5 written : bodt
claiming that the real causo of g ver
ment red tape is not official sty pidit
or bureaucratic perversity, Hc saj¥
“We accuse them (the bureat crat]
because, intuitively, we want to Jivet
the pguilt from the real cause: oW
selves.”

Most red tape results from o
hallowed Constitutional ~principe
Taxation with representation, It
for “a greater profusion of elabors¥
and incomprehensible statutes
regulations than one would find in®
autocratie system.”

D. MALDARI & SONS, INC.
557 Third Ave., Brooklyn, N.Y. 11215
Phone: (212) 499-3555
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America’s Largest Macaroni Die Makers Since 1903 - With Management Continuously Retained In Same Fomily
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Snack-A-Roni

An entirely new way of preparing
egg noodles has been developed by
the National Macaroni Institute, Crisp
and crunchy, the noodles make a sweet
—but not too sweet—snack.

Any one of several kinds of egg
noodles can be used to make this in-
triguingly different sweet snack. Wide
noodles, or those called wide-wide or
dumplings, or even egg noodle bows
could be used.

The noodles are cooked in boiling
water, then drained and fried in deep

fat. The crisp noodles are then- |

sprinkled or shaken in a bag with con-
fectioners sugar. An alternate would
be a mixture of cinnamon and sugar,

- Crisp, and not too sweet, these “Snack-
A-Roni" are deliclous with tea or
coffee, with fruit or ice cream. They
serve equally well between meals and
at dessert time,

Egg Noodles “Snack-A-Roni”
(Makes about 214 :i{unrts.
loosely packed)

1 tablespoon salt

8 quarts boiling water

8 ounces wide egg noodles
{or egg noodle bows or egg noodle
dumplings)
Hot salad ol for deep frying
Confectioners sugar

Add salt to rapidly boiling water.
Gradually add noodles so that water
continues to boll. Cook uncovered],
stirring  occasionally, until tender.
Drain in colander, Rinse with cold
water; drain again.

Separate any noodles which may
cling together and drop a few at a
time into hot fat (375°). Deep fry just
enough at one time to cover bottom
of fry basket or fryer. Fry about 3
minutes or until evenly and lightly
browned. If necessary, separate noo-

‘dles while frying. Spread on paper
towels to drain. Sprinkle, or shake in
paper bag, with confectioners sugar.
(Or shake with mixture of cinnamon
and granulated sugar). Serve with
colfee or tea, fruit or ice cream,

Variation

As a variation of the Egg Noodles
“Snack-A-Roni” recipe, here is another
unusual new snack food made from—
of all things—spaghetti. The spnghetti
is cooked as usual; then, after drain-
ing, it is fried in deep fat. The spa-
ghetti is twisted into amusing shapes
as It fries. A sprinkle of salt and dill
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RICE-A-RONI ON 21 TV NETWORK GAME SHOWS

Look who's selling Rice-A-Ronit Gary Owens, Peter Marshall, Geoff Edword:, Bed
Convy, Bill Cullen, Gene Rayburn, Monty Hall, Mike Darrow, Saroh Purcell, Jim *cKrel
ond many more stars. Rice-A-Roni Is seen on such top-roted TV shows as *‘Ho!ywood
Squares”, ‘"The Price Is Right”, “Celebrity Sweepstakes”, *Treasure Hunt”, “Tattlcroles’,
—a grand total of 21 popular shows,

In addition, colorful Rice-A-Ronl recipe ads oppear the year ‘round in 14 of the r Jhion's
leading women’s magazines. These national advertising schedules plus heavy regiorl ond
local advertising help keep Rice-A-Roni the top seller among rice mixes,
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Super Semoalina S

Four hour delivery, That's how fast you can get freshly-milled
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weed is the finishing touch, Or if pre-
ferred, onfon salt is the zesty season-
ing. This fun-to-eat, crunchy accom-
paniment to cold drinks {s shown on
our Front Cover this month,
(Makes about 4 quarts, loosely packed)
1 tablespoon salt
3 quarts boiling water
8 ounces spaghetti, broken in half
Hot salad oil for deep frying
Salt and dill weed

Add 1 tablespoon salt to rapidly
boiling water. Gradually add spa-

ghetti so that water continues tc boil
Cook uncovered, stirring occasionally,
until tender, Drain in colander, itins
with cold water; drain again,

Seperate pleces of spaghetti whidh
may cling together and drop a few al
a time into hot fat (375°). Decp ff
just enough at one time to cover bot
tom of fry basket or fryer. Fry about
3 minutes or until evenly and light)y
browned. If necessary, separate sp*
ghetti pieces while frying. Spread 0

(Continued on page )
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No. 1 Semolina from Seaboard’s new Albany mill to
your plant in the New York / New Jersey or Boston Metro Area.

Operating its own fleet of bulk trucks, Seaboard has complete
control of loading and unloading schedules. And load-cell scaling
gives you super-accurate weights.

Check us out!
Seaboard . . . the modern milling people.

<

Seaboard Allled Milling Corporation ¢ P. O. Box 19148, Kansas City, Mo. ¢ (818) 561-9200
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QUALITY PASTA PRODUCER
Will menufecturs and package to your spaci-
fications moodles end macaroni undar your
label. Excellant loceti ical
access to all major Midwest markets. Fur-
ther datails by writing Box 336, Maceron|
Journal, Palatine, IL 60067,

KLUSKI NOODLES

Monufactured and packeged to your specifi-
cotions. Bulk to 350 Ibs., poly or cello bags
8-12-16 oz. Modern plant neer all major
Midwest markets. Lot our expertise expond
old and open new maorkets for your product
Iltna. Reply to Box 336 in cere of this maga-
zine,

Edna Vagnino Dead

Mrs, Edna Eilerman Vagnina, wife
of Louis 8, Vagnino, rct!reﬁ president
of the American Beauty Macaroni
Company in St. Louis, Missouri, and
mother of Steven L. Vagnino, died of
a brain hemorrhage on November 19,
She was 69

Mrs, Vagnino was an alderman in
Clayton from 1961 to 1865. She was a
supervizor for the Visiting Nurses As-
sociation and former president of the
Clayton League of Women Voters,

Snack-a-roni

(Continued from page 38)
paper towels to drain, Sprinkle with
salt and dill weed. (Or sprinkle with
onion salt only.) Serve with choice of
cold beverages.

Warning: When you think you've
made enough, make that much more.
The appealing shapes, delightful
crunch and tangy flavor are reasons
why this unusual snack food will dis-
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appear quickly, If there's any left over,
store In a tightly covered container,

On Its Way —the
Half-Trillion Budget

The new federal budget, which
went into effect Oct. 1, calls for fed-
eral expenditures of $458.2 billion.
Thus, the United States is moving
rnridly into a period when we start
calculating the yearly budget in tril-
lions of dollars, Nation's Business
magazine reports that spending will
cross the half-trillion-dollar level in
fiscal 1979-80 and stand at $588 billion
in 1082,

1978 Thomas Grocery Register

The 1978 Thomas Grocery Register
has added 6,000 companies and. has
been expanded to three volumes over
the two-volume 1077 edition, making
it the world's largest annual food in-
dustry directory of manufacturers and
distributors, according to Thomas
Publishing Company.

Now in its 81st year of publication,
TGR-78 contains more than 55,000
companies in the food and related in-
dustries, an increase of 10 pe; ceat
over the previous edition,

In completely updating the di:se-
tory, emphasis was pl on the bur-
geoning food service market and on
exporting. More than 140 wholesalers
covering the institutional field have
been added.

Export Section

The export section has been ex-
panded and now lists more than 70
nations with thelr commercial, trade
or consulate address and telephone
number in the United States. The bulk
of the thumb-indexed section has a
geographical listing of food manu-
facturers who's products are exported.

A new aid to facilitate entering or
expanding the export market is pro-
vided. Companies desiring commercial
and economic information on most
trading partners of the United States
may now call the marketing manager
for a particular country or region
worldwide. The direct telephone num-
bers for these managers are provided.

A feature added to each volume is
a metric system of weights and mea-
sures, converting United States mea-
suring units to metric units.

Sales & Distribution

Volume One covering sales and dis-
tribution is a series of mini directorles

—buying offices of supermarket chai
including convenience stores; vhg
salers in a combined list and scp
lists for general line groceries, froz
foods, institutional products, spad

We’ve been going together for
e pesipmdae nearly 5O years. |

dealers, Also, brokers, frozen fog . ‘ e B e T pomn ot e Dise degatays You
brokers, exporters and public dry an G i ' , U i e
refrigerated warehouses, ; Tfhesengas I e 3 {frkibamd el

Data on chains and wholesalen gt Bryyg o Brevasn fiets galoeg e P Al
whete applicable, includes names of b ¥ Syl At
key officers and buyers, company sz
sales volume, number of stores oper
ated or serviced, names of voluntay
groups, cooperatives, s

Products & Services
Volume Two, the products and sa
vices section with more than 4,00
product categories and references, ha
added new categories inc]udin% el
foods, portion‘control and pack food
meat analogs, textured vegetable pre
tein, and yogurt and dairy bases. Wit
an increase of 5500 manufacturen,
volume two now contains 40,000 com:
panies including importers for m
aggregate in excess of 100,000 list:
Ir:!gs—ench with full company name,
address and phone number plus othet
data, S
Food manufacturers and importen
listings also show if a product is pack:
aged for consumer or institutions
trade, in bulk and for private label
The hundreds of non-food categories
include health and beauty aids, houss
wares and hardware products, specifi¢
~upplies, equipment,  warchouse
trucks, data  processing, me'erials
handling, machinery for industy and
freight carriers,

P Pt ke thesagn Servic e
Perhvery o e o le
covety g e o to oy o ottt ot

T Al LAl BRI willh ot ot e all

..45\-"' . ol U S Y200 onn And !
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Diamond International Corporation
Packaging Products Division
Phed sfganitig A Yotk D w ¥R S

Company Index

Volume Three contains the A-Z I-
dex of 55000 companfes !listed
throughout Volumes One and Two,
and the Brand Names/Trade:narks
section. Company listings, in adition
to address and telephone, provid- sup-
portive data such as type of buinest
cable and teletype number, name
parent firm or subsidiaries and totsl
assets classification.

Canadian as well as United States
companies are listed,

The three-volume set is priced st
$60. Volumes one and two may !
purchased separately for $45, W‘_‘h
Volume three being automatically ir
cluded, Write to Thomas Grocery Reg:
ister, 1 Penn Plaza, New York,
10001, |
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