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. FOLD-PAK
IS package appes

Fold-Pak (formerly Fibreboard) is synonymous wit
pasta packaging. We make packages for the best

pasta manufacturers in the business — (have been
doing it for years). ' '

Now with Fold-Pak, a truly employee owned com-
pany, you can expect and get a superior package.
Why? It's obvious, Pride! We alone are responsible
for the package we print, we want to be proud of it.
You will be too. ‘

Fold-Pak Corp., Newark, New York T4513/315-331-32(
Englewood Cliffs Sales Office: 110 Charlotte Place
Englewood Cliffs, N.J. 07632/201-568-7800‘

A

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 machinists to produce, re-
pair and maintain all of your food extrusion dies to the highest

degree of perfection.

D. MALDARI & SONS, INC.

557 Third Ave., Brooklyn, N.Y. 11215
Phone: (212) 499-3555
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ons lidation continued in 1977,

prehably at a faster pace than the
acaroi industry  in the  United
Ktates | 1l ever experienced before,
After the sale of two large com-
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p their acquisitions, R&F who had
weviously acquired El Paso, New
{il, and Red Cross consolidated fur-
OpcHer by winding up operations in El

Pillsbury Co. finalized their acquisi-
bon of American Beauty Co. with its
plants west of the Mississippi.,

128 Prince Macaroni Co. of Lowell

. 20dded Shreveport Macaroni Co, and

26[ny Lee of St Paul to its complex
yoffptich includes manufacturing facili-
in Warren, Michigan, and ware-
ousing operations in other cities that
formerly macaroni operations.

| During the year Jerry Slaby died in

“Now You're Cooking”

Seventeen Magazine is launching a
major new food program intended to
meet the rising demand of teen-age
Firls for solid, basic information on
ood, food preparation and meal plan-
ning. The program, announced by Ex-
ecutive Editor Midge Turk Richard-
son, will consist of a new three-page
editorial feature called “Now You're
Cooking,” to debut in the February
1978 issue, as well as a major support-
ing merchandising effort.

“One of the most significant devel-
opments to take place in the teen-age
market over the past few years,” Mrs.
Richardson observes, “is the ever-
increasing responsibility the Seven-
teen reader is undertaking in her own
home, Our research shows that 55.2%
of the mothers of teen-nge girls are

main editorial section,

complete menu.

for novices,

shopﬁ:[ng and preparation, to their
daughters.” A Seventeen survey con-
ducted late last year indicates that the
teen-age girl pre{:nres an average of
11 meals per week for herself and her
family,

The full-color “Now You're Cook-
ing” feature will be added to Seven-
teen’s regular monthly food pages,

tional theme,

new food program,

and will be positioned in front of the

Each month, “Now You're Cooking
will offer receipes for one main dis
and appropriate side dishes, the com-
bination providing the reader with a

In addition to these menu ideas the
feature will provide; basic “how-te”
steps for cooking techniques th.t can
be applied to other meals; inf rma-
tion on how to plan meals ba: d on
taste, looks, nutrition, budget o | the
time and effort required to cook hem;
and suggestions on how to tin - the
cooking of a meal —a common itfall

Supermarket promotons, whic « will
take place four times a year bas d on
the “Now You're Cooking” edi: rials
will use shelf talkers, recipe pac and

Seventeen advertisers will provide
recipes that tle in with the prome:

Participating supermarkets will alio
invite teachers in thelr areas to specll
forums during which educators will be
introduced to the educational oppor
tunities offered through Seventcen’
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be Chicago area and his noodle busi-
was sold. 41\1: year’s tﬁnd Porter
lli in Portland put their equip-
: Teon the market i!::r sale, nen(!l (?n
e east coast Paramount Macaroni
muired A. Goodman and Sons.
In the manufacturing equipment
2 DeFranchisi moved into facilities
omerly operated by Clermont Ma-
fine Co,, although Clermont will
ootinue to be operational.

Mill Grind Up

The durum mill grind was up 7.3
fercent for the first ten months of 1977
sc aolina showing a 7.0 percent
hin. T/ ¢ average price in the Minne-
wlis r-irket for the first nine months
1§24 compared to $3.92 in 1976,

umj -t crop on top of heavy carry-
o siocks indicated that prices
wld . ontinue to skid with exports
o nd domestic sales unable to
pck u): that much slack., But wet
Tather at harvest time damaged 20
25 poreent of the crop and started
fices climbing again with resultant
aeascs in finished good prices at the
« of the year,

Egg Prices Down

Egg prices have declined all year.
dly/in 1077 producers began ex-
wing their flocks, flush with profits

duiARY, 1978

from the previous two or three years
and further induced by low feed grain
prices. In the second half of 1977
about 10 million more birds were
added to the nation’s laying flocks
than in all of 1976, It is estimated that
these hens produced about 200,000
cases or 8 million dozen more eggs
every week than they did a year ago.
About half of the extra output is sur-
plus. Some of the surplus has been
shipped abroad as exports. This has
been a minimal help. There will have
to be fewer hens before prices turn up.

Hamburger Cheap

Cattlemen reportedly have gone
through the cost-price wringer. They
have a new market in the fast food
hamburger and budget steak industry.
Chains since 1973 have heen replacing
individual concerns just as super-
market chains overwhelmed small
neighborhood fmcery stores, The res-
taurant chain buyers, because of the
relative size of their orders, can dic-
tate more of the exact specifications
for the products they buy, so choice
rrade, grain-fattened steer beef which
hns been the mainstay of the U.S.
cattle industry for decades may be re-
placed by cattle sold right off the
range.

Cheaper hamburger prices and am-
ple potato supplies, up 2 percent on
December 1 from the previous record
of 202 million cwt. a year earlier,
means more competition for pasta
products,

Product Promotion

Production promotion has under-
gone consolidation too. A year ago
North Dakota Wheat Commission,
Durum Wheat Institute, and the Na-
tional Macaroni Institute who jointly
had underwritten a Hotel-Institutions-
Restaurant program clected to turn
the activity over to Burson-Marsteller,
{(Burson-Marsteller had acquired the
business of Theadore R. Sills, Inc. a
few years ago and are now using the
corporate name). Setting a goal of 12
to 15 photo features in institutional
trade magazines, the program scored
with 21 features, 12 being cover
stories. A spectacular opportunity oc-
curred in 1977 when Lasagna Da
Vinel was chosen as the featured
entree for the Universal Menu served
during National School Lunch Week
in October. The significance of Na-

tional School Lunch Week is the Uni-
versal Menu, which is served one day
during that week to 28 million chil-
dren, The program was supported by
the American School Foodservice As-
sociation with strong consumer as
well as food service media contact.

In addition to the placements and
materinls developed, the Foodservice
Program received recognition at lead-
ing Foodservice Industry trade shows.
Jo David and Janet Marks were at the
National Restaurant Assoclation con-
vention, International Food Manu-
facturers Association, the American
School Food Service Association con-
vention, American Dietetics Associn-
tion convention, International Res-
taurant and Motel show,

A foodservice research project was
authorized by the National Macaroni
Institute Committee in the fall and
will be reported upon at the Winter
Meeting,

On the consumer side excellent
Flncemems to all types of media
rought excellent publicity. High.
lights of the year included Spaghetti
Safari 1I which took some 20 food
editors to durum country at harvest
time and on to milling and macaroni
manufacture operations,

The 11th Annual Reunion at Tiro
A Segno in Greenwich Village, New
York City (New York Press Party)
again drew outstanding attendance
and use of press kits distributed at the
affair.

Washington Meeting

The Washington Meeting held the
day after the Press Party attracted
some Senators and Congressmen, their
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DEMAC G ELIVERS!

When down-time’s ggou down,

L\ DEMACOELIVERS!

When you need more jduction equipment,

@ From a single replacement part to a sub-assembly, Demaco will ship
to you within 48 hours.

Of course, for larger orders such as Presses or Continuous Lines, more time
\B is required, but. . . . when the delivery date comes up on your calendar. . .
\ Demaco delivers!

ASk about i v Isn't that kind of service worth investigating?
DEMACO,S ,‘ Want more details? Contact

DE FRANCISCI MACHINE CORPORATION

, ‘ .
A 24 HOUR R ] I 280 Wallabout St., Breoklyn, N.Y, 11206 ¢  Phone: (212) 963-6000
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A Year of Consolidation
(Continued from page 5)

aides, and representatives of various
government agencles and bureaus, to
ﬁlve macaroni delegates a quick up-

ate on ygovernmental affairs and frst
hand acquaintance with legislators.

To those members who do not at-
tend these meetings or know their
representatives in Washington, we
would isk these questions:

1. Do you think that big govern-
ment intervention in our economy re-
sults in higher prices for you, the
consumer?

Yes No

2. Do you favor a federal govern-
ment tuke over of the oil and gas in-

dustry?
Yes No

8. Do you believe the federal gov-
emment has the right to put a limit
on your eamnings?

Yes No

4. Would you like to see a limit put
on the percentage of your income Efg
Povemment can take from you in the
orm of personal and business taxes?

Yes No

Moisture Problem

The State of California has been at
variance with federal regulations con-
cerning net weight and moisture loss
in sucn products as meat and flour.
Flour millers argued successfully be-
fore the Supreme Court that such a
regulation would put an unfair burden
on companies with national marketing,
causing them to have to averpack all
products because they would be un-
able o determine the destination of
each package. This would add to con-
sumer cost and problems,

The Food & Drug Administration
has fust held hearings on the matter
and the National Macaroni Manufac-
turess Association was represented by
members of the Standards Committee,
They made a presentation with many
others including the Grocery Manu-
facturers of America.

Technical Seminars

Technical seminars were held last
spring In San Leandro and Philadel-
ps,liﬂ. They were well attended. In
October, some 27 persons went on a
European Study Tour to visit the
IPACK-IMA Show and macaroni op-
erations in Italy, Switzerland, Ger-
many and England. In Cambridge, we
were joined by Dr. Jim Quick, study-

ing there on a six-month leave from
North Dakota State University where
he heads the Agronomy Department.

Plant operations seminars are sched-
uled at Major Itallan Foods in Kent,
Washington, April 4 & 5 with head-
quarters at the Sea-Tac Motel, Seattle
Airport. The next week, April 12 &
13, a seminar will be held at Inn Maid
Noodles, Millershurg, Ohio, with
headquarters at the Ramada Inn in
Wooster,

The NMMA Winter Meeting at
Hotel Diplomat, Hollywoed, Florida,
February 59, emphasized creative
marketing, strategy, packaging, ad-
vertising, merchandizing, and selling
to prepare for the competitive battles
in the year ahead.

Sports Enthusiasts
Appreciate Pasta

It's time for cold weather sports and
to think about foods to suit the scene.
Pasta comes to mind at oncel So easy
to cook and so nutritious for active
people.

An egg noodle soup and stew are
suggested. Both can be prepared in
15 to 20 minutes. The nourishing soup
costs about 17 cents a cup and the
stew 30 cents, (Our costs are based on
New York City prices). We think
you'll agree it's hard to find tempting
meals made so quickly and inexpen-
sively. They have been designed hv
home economists of the National
Macaroni Institute for today's on-the-
go people who find time at a pre-
mium, but appreciate the money-
saving advantages of eating at home,

Prepare Ahead of Time

Prepare ahead of time if you wish,
and when ready to serve, heat in a
jiffy in your microwave oven. Think-
ing of “cooking ahead” remember
pasta casseroles in the home freezer
mean a meal is always at hand. Bake
conventionally or fu the microwave
oven. Leftover pasta dishes reheat
perfectly when microwaved.

Egg noodles, spaghetti and elbow
macaroni supply energy . . . an im-
portant consideration for those who
participate in sports and for everyone
leading a busy, busy life, They con-
tain the B vitamins , . . niacin, thia-
mine and riboflavin in addition to
iron, Served as they usually are with
complete protein foods like meat, fish,
eggs, cheese and poultry, pasta is a
valuable protein provider,

Egg Noodle Vegetable S, P
{Makes about 3 quarts)

1 cup chopped onion

1 cup chopped celery

2 tablespoons salad oll

1 cup thinly sliced carrots

1 package (10 ounces) frozen
cauliflower

1 can (28 ounces) tomatoes

1 quart water

3 beef bouillen cubes

Y4 teaspoon pepper

8 ounces medium egg noodles
(about 4 cups)

In large pot, saute onion and celery
oil 2 minutes stirring frequently, Add
carrots, cauliflower, undrained toma.
toes, water, bouillon cubes and pep.
per; bring to a boil and cook 5 min.
utes, Gradually add noodles so tha
liquid continues to boil. Cover and
cook until noodles are tender, stirring
occasionally.

Cost per serving: np[i)mxlmntuly 17
cents per cup serving (based on New
York City prices),

Egg Noodle Vegetable Stew
(Makes 6 servings)

8 ounces wide egg noodles
{about 4 cups)

1 tablespoon salt

3 quarts boiling water

1 cup chicken bouillon

1 package (10 ounces) frozen peas

1 cup frozen small white cnions

1 can (10% ounces) condensed
tomato soup

Y2 cup milk

1 teaspoon parsley flakes

Y2 teaspoon Worcestershire sau. -

Y teaspoon pepper

1 can (8 ounces) yellow wax ' ~ans,
drained

Grated Parmesan cheese

Gradually add noodles and - It lo
rapidly boiling water so that vater
continues to boil. Cook unco -red,
stirring  occasionally, until touder.
Drain in colander.

In large saucepan, heat bouillin to
boiling; add peas and onions; over
and cook 5 minutes, Stir in undiluted
soup, milk, parsley flakes, Worcuster-
shire sauce and pepper until well
mixed. Add noodles and wax heans:
mix lightly. Cover and heat to serving
temperature,  stirring accasionally.
Serve with cheese.

Cost per serving: approximutely 30
cents (based on New York City prices).

e

CHARLES C. ROSSOTTI, President

WAKE UP
You are part of a changing
Pasta World

The United States consumes less pasta per person than any other
country in Europe from which figures are available. (ltaly, 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 formerly owned
by enterprising families. Another motivation is . . . with 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 lends itzelf to
variation, a demai.d 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

ROSSOTTI CONSULTANTS?ASSOCIATES, INC.
2083 Center Avenue
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898
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Fine Eating Begins with -
Federal Inspection

When a cook takes an interesting
fish recipe in order to prepare a din-
ner that’s delicious, nutritious, and
quick-to-fix, she can begin with a
product that's federally inspected,
She knows that if she looks for a
product that has undergone the rigors
of inspection, she will be cooking the
very best in the seas of fish and sea-
food.

According to the National Fisherles
Service of the U.S, Department of
Commerce, the wise consumer will
look carefully at frozen packages in
her store, observing one or both im-
portant marks of inspection. The
PUFI (Packed Under Federal Inspec-
tion) mark given only to inspected
seafood products, proves that the
product has been statistically sampled
at the time of processing and found
to be safe, wholesome, and of good
quality and flavor,

The second inspection mark is a
Grade A shield, given only to highest
quality products. These seafood prod-
ucts are uniform in size, free of blem-
ishes and defects, in top condition,
and have an excellent, fresh flavor.

Since fishery products are volun.
tarily inspected, it is the producers
who have sufficient pride in their
products who subseribe to the in-
.:Eectlnn program. The pay fees for

e inspectors to evaluate their

products.

Consumer Comments
Consumers who have comments or
requests for further information may
write:

U.S. Department of Commerce,
NOAA

National Marine Fisheries Service

Fishery Products Inspection &
Safety Division (F22)

Washington, D.C. 20235

Supermarket Item

Breaded fish portions can be found

in the supermarket or the corner

rocery store; they may be purchased

rozen in elther raw or partially-

cooked forms. Portions are usually

made from cod, haddock, whiting, or
pollock fillets.

The best way to cook portions, ex-
perts advise, is by following easy
package directions, Try Macaroni and
Cheese with Fisk. Portion Topping or

10

a very modern version, Modern-mMade
Macaroni and Cheese with Fish Por-
tion Topping. With salad or relishes,
it's n meal complete, one that dcfinite-
ly fine eating,

Old-Time Macaroni and Cheese
with Fish Portion Topping

1 package (7 ounces) elbow
macaroni

Y4 cup margarine or butter

Y cup chopped onion or sliced
grees: onfon

3 tablirpoons all-purpose flour

1 teaspoon salt

2 cups milk

1 'raspoon prepared mustard

2 caps (8 ounces) shredded sharp
American or cheddar cheese

2 tablespoons chopped pimiento,
optional

8 frozen fried fish portion..
(2 to 3 ounces) each

2 slices American cheese,
cut in thirds

Cook and blanch macaroni as
directed on package. Melt margarine
in heavy saucepan over moderate
heat. Add onion, cook until limp, not
brown, Stir in flour and salt. Stir in
milk and mustard; cook over low
heat until thickened, stirring con-
stantly, Remove from heat; stir in
cheese, well-drained macaroni and
pimiento, if used. Pour into shallow
2-quart baking dish. Cover with

Fish Portions with Macaron] and Cheese

, Modern-Made Macaroni and Cheest

aluminum foll, erimping it to edge of
dish. Eake in moderate oven, 350°F,
25 tr, 30 minutes or until hot and
bubbling. Heat fish portions as sug
gested on Fncknge for pan frying

Remove foil from baking disn, Ar
range overl::})ping fish portions down
center of dish and decorate with

cheese strips or half rounds. Retum
to oven to soften cheese. Mukes b
servings,

with Fish Portion Topping

Follow recipe above and «hange
as follows, Substitute 2 po-kages L
(7% ounces each) macaron an P
cheese dinner for the macaro i .
cheese mixture above. Prepare nack:
roni and cheese dinner as d cct
on package, increasing the n Ik to
1 cup. Add the onion and pr. pared
mustard suggested in above cipt
Bake in moderate oven, &0°F.
about 20 minutes, Top with biaded
quick frozen fish portions prepare
ns directed in above recipe.

Source: National Marine Fisierles
Service, National Oceanic 8 Atmos
pheric Administra.jon, United States
Department of Commerce, 100 Eat
Ohio Street, Room 528, Chicagh
Illinois 60811,

}

Peop.: nleasin’ perfection can only start with palatable pasta products.

“Macaroni
mastery
demands gréat
performing
pasta

Macaroni masters know what they want...and demand it:
Nutritious, economical, good-tasting pasta praducts.

Amber Milling can help you deliver top-quality pasta
products to your pasta people. Amber knows your pasta
operations require the finest ingredients...Amber’s
Venezia No. 1 Semoling, Imperia Durum Granular or
Crestal Fancy Durum I'atent Flour,

Only the best durum wheat is used at Amber, Qur modern,
efficient mill grinds the durum into semolina and flour
with a reliable consistency that makes it easier to control
the quality and color of your pasta products,

And because we know that demanding customers are waiting
for your products, we meet your specs and ship when promised,

For quality and uniformity...specify Amber] b '
11

B

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION
Mills at Rush City, Minn, » General Offices at St. Paul, Minn. 55165/Phone (612) 646-9433

Lent Begins February 8
THE MACARONI JOURNAL anm“' 1978
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The Wheat Situation—A Farmer’s View
by J. Ole Sampson, Chairman, North Dakota State Wheat Commission,
at the Crop Production Conference

am sure that many of you are
familiar with the function and
activities of the North Dakota Wheat
Commission or the Wheat Commission
concept as it exists in other wheat pro-
ducing states, Briefly, the Commission
is a state agency whose leglslated
duty is to promote the sale an us;_&e
of spring wheat and durum. The
Commission board consists of seven
wheat producers, six of which are
elected Ey farmers in six Commission
districts and one whom is appointed
by the Governor. We receive no gen-
eral fund tax monles but are funded
by a two mill check-off on every
bushel of wheat sold in the state.
Our activities are many and varied
but are classified unler six broad
program areas; namely, Administra-
tion and Policy Development, Qual-
ity Assurance, Domestic Promotion
and Nutrition, International Market-
ing, Transportation and, Market and
Public Information Services.

Quuality Survey

One Commission project with which
I'm sure many of you are familiar is
the annual North Dakota Crop Quality
Survey. The survey is conducted by
the North Dakota Cooperative Exten-
sion Service and the North Dakota
State University Cereal Chemistry and
Technology Department and is funded
by the Wheat Commissfon. The results
of this year’s survey will be released
shortly and the data will be dis-
tributed to our foreign and domestic
customers by mail and by direct over-
seas visits of NDSU based cereal
chemists, In fact, Professor Len Sibbitt
and Dr, Brenden Donnelly are sched-
uled to leave on this technical nssist-
ance and data dissemination mission.
Their four-week itinerary covers much
of Europe and includes visits with
European processors, millers, traders
and government gain officials, The
Commission also conducts a Duluth-
Rotterdam cargo sampling project in
which the quality of U.S, hard red
spring wheat and durum is monitored
and compared at export and destina-
tion points. All of these activitics are
part of the Commission's Quality As-
surance program and are especlally

12

important in a year such as this with
the harvest problems we have had.

International Marketing

The major emphasis in Commission
activities is placed on the International
Marketing segment of our program.
This is where the a?'\w.test potential
exists to expand sales of our North
Dakota wheat classes, The Commis-
sion hosts numerous foreign wheat
trade teams each year as a way of
showing foreign buyers that we are
interested in and appreciate their
business and also to let them see first
hand the steps taken to assure that
North Dakota can provide the quality
wheat they desire, These teams, made
up of buyers, processors and govern-
ment officials from present and poten-
tial customer countries, are brought
to the US. and North Dakota %Jy
Gieat Plains \Wheat and Westen
Wheat Associations to learn of variety
development, quality maintenance,
production, storage, handling and
marketing, A typical itinerary for such
a visit would include a briefing session
at the North Dakota State University
Cereal Chemistry and Agronomy De-
partments, a visit to a farm and coun-
try elevator and a tour of the State
Mill and Elevator at Grand Forks.
This activity has developed many
lasting friends for NOI"LTIE Dakota

wheat overseas and increased wheat

sales many times can be traced back
to a person’s participeiion on a wheat
trade mission,

With that I believe I'll leave the
topic of Wheat Commission activities
and, although I have only skimmed
the surface, T would like to redirect
my remarks to U.S, and North Dakota
wheat production this crop year and
what I, as a wheat producer, believe
the future holds for the farmer and
the wheat industry, As we all know,
this was an unusual year for the North
Dakota farmer. I guess I dun’t believe
that there is such a thing «s a “normal”
year in North Daliota, jusl that some
years are more normal than others.
Anyway, we entered the spring season
on the dry side throughout much of
the state and did not receive needed
spring moisture, As the drought situa-

tion became critical parts of the state
received moisture in the forin of
showers and thunderstorms. We did
not receive a general rain until the
middle of the harvest season and the
timing of this wet weather has brought
about a whole raft of problems as I'm
sure many of you well know.

Estimated Production

Estimated US, wheat production
this year has been set at 2.02 billion
Lushels compared to 214 hillion
bushels last year. Of that total 3%
million bushels are hard red spring
and 82 million bushels are durum,
That national hard red spring total
represents about a 3.5 percent re
duction from last year's l?gure while
the durum estimate is about a 29 per-
cent decrease as compared to last year,

In North Dakota, 1977 hard red
spring production is estimated at 169
million bushels, a reduction of 127
Eermnt as compared to the 1978

arvest, The North !Jukota durum

roduction total, now set at 60.7 mil.
fon bushels, represents a 33 percent
reduction. As you know, these pro-
duction declines are not due in any
significant degree to yield reductions
but can be attributed to farmer plant-
ing decisions last spring as roJucers
scrutinized the market conditions for
wheat classes and alternative ciops.

Production declines of such a mag:
nitude would seem to be a bull
market factor for the wheat clsses
grown in North Dakota, howeve:, we
have to remember the large carr: over
of these classes and hard red w nter
wheat as we entered this mark- tit:&
year. On June 1, 1977 the U.S.
red spring carryover was estimat: d at
242 million bushels, compared t- 113
million bushels just a year earlier. The
durum carryover was set at 86 million
bushels, an incrense of 62 percent
Probably the greatest market depres-
sant was the June 1 hard red winter
carryover total of 811 million bushels.
That figure reErcsenls u 60 percent
increase over ihe total a year earlier

rew, 16,000

on. Above,
i llﬁnrlloly

and o 168 percen, more than the June
1, 1975 carryover figure. Of course, wWe
saw the market react to these huge
carryover levels,
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The Outlook

I guess the obvious question after
examining all these facts and figures is
what do they all mean in respect to
future market prices, next year’s plant-
ing intentions, ete. Many knowledg-
able sources predict a somewhat
brighter market picture for the up-
coming crop year. As I mentioned,
production of North Dakota wheat
classes was reduced this year, This de-
creased production will, in turn, de-
crease carryover levels of those classes
to some extent. Another factor is the
severe sprout damage probler; suf-
fered by North Dakota and Minuesota
wheat producers, as well as our Cana-
dian competitors this year. Some
estimates have it that as much as 20
million bushels of North Dakota hard
redd spring wheat and a like amount
of durum was damaged due to wet
hmve;t mxg‘l:ﬁom. Damage in Canada
is said to be rven greater, e all
in the case of dur&rret;. A]tho?l?uny-
fortunate, this damage should bring
about a greater demand for go
quality hard red spring and durum
wheat. Evidence of this market
strength has already been seen in both
markets but to a larger degree in
durum. Another bullish factor is the
prospect of reduced world wheat pro-
duction in 1978, Many of the world's
wheat growing nations are experienc-
ing production and harvest difficulties
and increased world export business
is expected during the current market-
ing year.

Sprout Damage

If I may, I would like to return my
thoughts to the sprout damage issue.
The North Dakota Wheat Commission
and other groups have been urging
producers to keep sprout damaged
grain separate from that of good qual-
ity. We know that our overseas cus-
tomers as well as the domestic indu:-
try are concerned about the prosgect
of receiving damaged spring wheat
and durum. The North Dakota Wheat
Commission and other urged USDA
to initiate a loan program for sprout
and weather - damaged wheat and
durum. Such a loan program has been
put into effect with a discount sched-
ule. Hopefully this program will help
provide incentive for farmers to keep
such wheat off the market until it can
be sold for feed or some other outlet
is found for it. One problem with the
discount schedule is that wheat with
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an extreme degree of sprout damage
is discounted so severely that it be-
comes worth next to nothing as far as
the loan program is concerned. Several
concerned groups have asked USDA
to set a floor loan price somewhere
around the sprouted grain’s feed value
as related to barley on a cost-per-
pound basis,

Farmers' Position

I believe 1 would be correct in say-
ing that the thoughts and opinfons I
have expressed up to now were form-
ulated by the contacts and exposure
to information made possible by my
position on the North Dakota Wheat
Commission and membership in other
agricultural groups. So, while I have
related information available to me
from that “office” so to speak, probably
more important is what is heard from
the farmer’s office. I think most of us
know where the farmer’s office Is. It's
that little mainstreet restaurant or cafe
in Edmore, Webster or any North
Dakota small town. Here is where
farmers, over a cup of coffee, discuss
what their planting intentions are,
what they think of the new farm pro-
gram, etc. The farm program is prob-
ably the most discussed toplc at pres-
ent. Many farmers still do not under-
stand all its complexities, especially
the set-aside portion. Many North
Dakota farmers feel they are being
penalized twice because producers
already reduced their wheat acreage
quite substantially in 1977, The fact
that summerfallow is not eligible for
setaside is also viewed dimly by most
producers, especially those in western
North Dakota,

So, it is difficult to gauge how suc-
cessful the set-aside provision will be.
At this point most talk at the farm
office is negative. Personally, I feel
that most North Dakota producers
will comply with the program. Our
producers traditionally have complied
with federal programs such as the
loan and reseal provisions. The new
program which, in effect is a price
and product guarantee with its de-
ficiency and disaster payment pro-
visions, will be attractive to many. T
believe a farmers production costs
will have a lot to do with his decision
to grow for the target price or rather,
to grow for a speculative market price.
Production costs will also be a main
determining factor regarding how
much wheat acreage is seeded next

spring. Every farmer’s costs are ( iffer.
ent depending on his land costs, ¢ juip.
ment costs and a large list of ithe
variables. Next spring he will Ic ik o
the relationships between cost i iputs
for certain crops and the markit pe
tential for those crops, Obvious'v, he
will then plant the crop he feel: wil
be most profitable. Profit is the aame
of the game and average net income
per North Dakota farm in 1976 wa
tabulated to be $6,975 as compared
to $30,263 as recently as 1074, That's
quite a drop and if wheat market
prices continue at their present de.
pressed levels more and more tradi-
tional wheat acres will be planted to
alternative crops.

Weather Is Crucial

Many other factors will be involved
in these planting decisions, Weather is
a crucial factor. The current excellent
moisture situation across North Da
kota as we enter freeze-up is bound
to affect planting intentions. The
temperature and moisture conditions
in the spring will also be factors. And
as mentioned earlier, the costs of
fertilizer and other inputs will be im-
portant.

In conclusion, I'll reiterate that 1
am cautiously optimistic about the
market potential for hard red sprine
and durum wheat in 1978, The US.
holds the lion's share of world wheat
reserves. Some of our traditional com-
vetitors have stopped selling wheat
because of lowered new crop expecta-
tions, ete. If we can stay away from
further dock strikes and other -ata:
strophies beyond farmer control ! be-
lieve the wheat producer can look
forward to better times ahead.

The Russians Are Comin;
Business Week magazine edito ‘al

There are some disturbing re sen
balances between what is going nin

the grain markets today and vhal §

happened in 1972, when a sur.e of
demand from Russia skyroct et
prices and set off the inflation of 1973

Once again, the Russlan crop of
wheat and feed grains has fallen far
short of goals, The indications arc tha!
Soviet purchases on the world marke!
will be massive—possibly as high &
20 million metric tons.

Once again, the experts of the US
Agriculture Dept, failed to see Russia?
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crop “allure coming,
Ov ¢ again, the great international
1 rading companies are oFemtlng
ntig t secrecy, re using to tell anyone
what they are doing or what they
fores: &

Thore are important differences, of
courst, between today's situation and
1072. After a succession of bumper
wops, U.S. farmers hold huge grain
ieserves, The Russians, by agreement,
we entitled to purchase s much as
15 million tons without giving advance
notice. And the grain companies are
required by law to report commodity
sles to the Agriculture Dept. within
34 hours after a deal is concluded.

Nevertheless, the flurry of activity
around the world—including a sud-
den demand for ship charters by the
Russians—supgests that big orders
are in the making, The U.S. should not
let itself be caught flatfooted again.
It should develop careful estimates of
what the demand will be and of how
much the U.S. could supply without
inflation,

Senator Robert Dole (R-Kan.) has
aalled for hearings on forecasting and
grain trade reporting. He is on the
iight track. The country needs to know
what the graln traders know and are
not telling. It needs to know how well
the reporting law is working. It needs
most of all to know that the Agricul-
tre Dept. is on top of any potential
problem and not sleeping comfortably
as it was in 1972,

Pec oy Posts Gain

N income of Peavey Company in
the st quarter ended Oct, 31 totaled
$3.4 1,000, equal to 60¢ per share on
the ommon stock, compared with
$34 1,000, also 60¢ per share, in the
first |uarter a year ago, William G,
Stoc :, president, nnnounced at the
anni || meeting of shareholders In
Min ;vumlis_

Si ¢s, Mr. Stocks said, totaled $126,-
401100, against $133,081,000 in the
st ‘|uarter a year ago,

The dollar sales decrease, Mr.
Stocks said, was in spite of a com-
bined sales increase of $8.5 million
from Peavey’s Consumer Foods and
Retail Groups for the quarter, “The
principal reason for the decline in dol-
ir sales,” he said, was lower selling
prices for flour, reflecting lower wheat
prices, even though unit flour volume
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was up 4%, In addition, the Agricul-
tural Group had lower grain gross
margins and lower farm service sales.”

Earnings in the Agricultural and In-
dustrial Foods Group, Mr. Stocks con-
tinued, were “considerably below” a
year ago. Those declines were offset
by earnings Increases from the con-
sumer foods and specialty retailing
activities, he said.

Mill Modernization

In regard to flour milling modern-
ization, Mr. Stocks noted major re-
building and expansion programs at
five of the company’s nine mills, “The
sixth and most extensive rebuilding
program is under way at Hastings,"
he added. “During this three-year, $15
million rebuilding effort, now in its
second year, production and efficient
customer service continue uninter-
rupted. The project involves a new
mill containing one whole wheat, one
rye and two hard wheat flour produc-
tion units, All new milling equipment
will be installed, increasing wheat
flour production to a total vljnily ca-
pacity of 13,000 cwts.”

Modernizing Superior Mill

Peavey's durum mill in Superior,
Wis.—the fifth of the Industrial Foods
Group’s nine mills to undergo major
renovation and expansion, has been
transformed into one of the largest and
most efficient plants in the industry,
supplying pasta manufacturers with
durum four and semolina,

New operating features of the mill
are impressive, A sophisticated control
panel regulates all phases of produc-
tion from one central point. Bulk rail-
cars can now be fully loaded in min-
utes, when it used to take hours, Load-
ing n railcar with durum flour used to
take about four hours and semolina,
six.

The Superior mill can now produce
1,200,000 pounds of durum products
per day, a volume that supports
Peavey's continuing leadership in the
durum industry. At this rate, every
American can eat annually more than
one pound of spaghetti, macaroni,
lasagna noodles or other pasta made
with products milled in Superior.

Seaboard Record

Net eamings of Seaboard Allied
Milling Corp. for the first half of the
current fiscal year established a new
record, up 81% from the previous year.

Net eamings for the 24 wecks
through November amounted to
$2,429,784, equal to $181 a share on
the common stock, compared with
$1,509,220, or $1.12 a share, in the
same period of the previous year, The
company’s net in the first half of the
1975-76 fiscal year was $1,360,000,
equal to $101 per share of comon
stock.

Seaboard's earnings before taxes for
the Arst half of the current fiscal year,
through November, totaled $4,861,384
and the provision for income taxes was
$2,431,600, compared with $2,639,220
and $1,130,000, respectively, in the
previous year,

Net sales of Seaboard for the first
half of the current year totaled $115,-
748,530, against $139,402,538 in the
previous year, “Although dollar sales
were lower by 12%, unit sales showed
a modest increase over the prior year,”
the company said.

General Mills Gains

General Mills Inc. reported record
carnings and sales from continuing
operations for its fiscal second quarter
and first half, ended Nov. 27,

Income from continuing operations
for the quarter rose 16% to $43.9 mil-
lion, or 88 cents a share, from $37.7
million, or 76 cents a share, a year
before, Sales climbed 16% to $928.9
million from $708 million.

A $5.2 million gain on the disposal
of discontinued specialty chemical
operations boosted finul net income
for the quarter to $49,1 million, or 98
cents a slmru. A year before, a gain of
$2 million from the discontinued op-
erations brought eamings to $30.7
million, or 80 cents a share,

The most important contributors to
first half operating gains were domes-
tic package and frozen foods, restau-
rants, jewelry, apparel and furniture,
said E, Robert Kinney, chairman and
chief executive officer. Well over half
the sales increases came from growth
in physical volume, he added.

Most of General Mills's major con-
sumer food lines showed renewed
growth in deliveries following a pause
in the face of soft retail grocery-
industry volume during the summer,
Mr. Kinney said.

The cffect of foreign currency flue-
tuations on second quarter results was
a loss of $1.3 million, or three cents a

share, compared with a year earlier
loss of $7,000,00 or fourteen cents a
share.
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Drastically 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.

Pneumatic controls requlate relationship between time, temperature and relative
humidity.
n

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

|
Braibanti ATR—newest in the long line of Braibanti pacesetting Pasta Dryers.
e r, Braibanti, the world's foremost manufacturer of Pasta Equipment.

Plate Counts Side Panels Open for Cooking Qualitics Drying Time
Slashed, Easler Cleaning Improved. Chopped.
Lock Tight to Stickiness Eliminated

Conserve Energy. L

cleaner dryer.

(1]

Automatic Extrusion Press
with Spreader

Preliminary Dryer Final Dryer

Product Cooling Seclion Storage Silo Stripper

Braibanli

DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
FEBRUARY, 1978

; T&ib&i\ﬁ corporation ‘

60 EAST 42MD STREET-SUITE 2040 = NEW YORK N.Y.10017

PNOME (202) 602.6407-602.6400 = TELEX 12-6797 DRANY
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| M Earnings Improve

Improved earnings were reported
by International Multifoods Corp. for
both the third quarter and the nine
months ended November 30.

Sales volume was up four percent
for the quarter although sales dollars
declined due to a reduction ir in-
g':edlcnt costs which were passed
through to selling prices.

Net earnings in the third quarter
were $7,255,000 or 92 cents per com-
mon share, compared with last year's
record levels of $6,746,000 or 86 cents

r share. Net sales for the quarter
were $212,733,000 compared with
$226,205,000 one year ago.

For the nine months, Multifoods net
carnings were $16,069,000 or $2.03 per
share, compared with 815,309,000 or
$1.06 last year. Sales volume for the
nine months was up although sales
dollars declined to $608,703,000 from
$641,322,000 for the similar period last
year,

Montreal Strike Settled

A seven-month strike at the Brm's
Montreal flour mill was settled during
the third quarter, but the after-effects
of the strike continued to adversely
affect earnings through October, ac-
cording to Multifoods President Dar-
rell Runke.

Runke said that Canadian opera-
tions reflected a reduction of approxi-
mately 19 cents per share from last
years third quarter results due pri-
marily to the effects of currency varia-
tions on material costs and the strike-
related costs. A fire insurance property
settlement on the firm’s Port Colborne,
Outario, flour mill contributed posi-
tively to Canadian earnings.

Agricultural Market

According to Runke, earnings in the
agriculture market area rebounded
strongly from the depressed levels of
the first six months and the away-
from-home eating area continued to
outperform the previous year. Sales
and earnings from the industrial mar-
ket area were down from the excellent
third quarter last year because of the
Montreal flour mill strike while re-
duced earnings in the consumer area
were attributed to a sharp decline in
family flour margins.

Although third quarter operating
results were down from the same
quarter last year, earnings were aided
by lower interest costs and a substan-

tial increase in net earnings from the
company's 45-percent owned Mexican
affilinte, Mexican results last year were
negatively impacted by a major cur-
rency devaluation, A lower effective
tax rate resulted from a higher pro-
portion of foreign earnings and an ad-
justment to the consolidated effective
tax rate.

Ten Year Record

Willlam G. Phillips, Multifoods
chalrman, said that the strong per-
formance in the latter part of the third
quarter and thq gains in sales volume
are good indicators that Multifoods
has successfully dealt with the diffi-
culties encountered earlier in the year.

Phillips added that the momentum
established during the third quarter
virtually assures that Multif will
achieve its tenth consecutive year of
earnings improvement. The company
earned 60 cents per share in the fourth
quarter a year 8go.

Heinz Pushes Advertising

“We'd rather spent $1 in Podunk
than 75¢ in Sicily, and if we have §10
million to invest, we're going to look
in the U.S. rather than in Uruguay,
Argentina, or Brazil, We just feel more
comfortable in our own economy.” So
says Frank M, Brettholle, senior vice-
president for finance at H. J. Heinz
Co., the multinational food processor.
Heinz, which for years has empha-
sized building up its operations over-
seas, is now making its primary target
the U.S. consumer.

The shift in emphasis is showing up
rapidly. In fiscal 1876, Heinz gener-
ated 41% of its sales and 34% of its
eamings overseas, But by fiscal 1877,
which ended last Apr, 27, the overseas
contributions had ped to 38% of
sales and only 22% of earnings.

In concentrating on the U.S. market,
the $2 billion-n-year Pittsburgh-based
company is also starting to do some
uncharacteristic things, among them:

® Giving its advertising budget a
significant boost for the first time in
years, Where it spent $34 million on
ads in the U.S, in fiscal 1976, it spent
$63 million in fiscal 77, The budget
will be up a further 15% to 20% this
year,

® Pushing new products more
solidly, It will, for instence, put a $10
million promotional blast behind a
frozen pizza that is now being intro-
duced in the East.

® Pruning scores of static prducy
from its lines. Heinz now has 1400
products (for example, it counts
catsup in a 14-0z. bottle and in
32-0z. bottle as two products, which
partly accounts for the high nuiiber)
As many as 200 products could be
trimmed from the lines in the next
couple of years.

® Casting about for a major acquisi
tion, one that may take the company
deep into the fast-food business,
where it currently has a relatively
minor interest. Heinz made its last
mnt:r acquisition two years ago, when
it bought Hubinger Co., a milling
company,

To some degree, world economic
conditions are forcing Heinz to come
back home with its investment dollars
and marketing expertise. “High in-
flation overseas is not conducive to
introducing new consumer products,
says Brettholle,

Kraft's Sales Up

Kraft Inc. expects fiscal 1977's net
income to exceed fiscal 1976's $135.7
million, or $4.88 a share, by more
than 10%, Willlam O. Beers, chairman,
told securities analysts,

However, he wouldn't comment on
analysts’ estimates that fiscal 1078 per-
share net could be in the $6.15-$6.25
range. The diversified food concem’s
53-week fiscal 1977 ends Dec. 31; 52
week fiscal 1076 ended last Dec. 25

Mr. Beers said that Kraft plans
fiscal 1878 capital s]_)endlng “in the
area of $100 million,” up from fisal
1977s $78 million. He added that
fiscal 1977 sales would top $5 b lion,
up from $4.98 billion in fiscal 1t:'6.

Mr. Beers attributed the fiscal 1977
sales and eamings gains to the : Ided
week in the year, a lower effecti: . tax
rate, more favorable foreign-cur cncy
translations, strengthening of operd-
tions at the multiproduct plart in
Namur, Belgium, and to the -om
pany's October 1976 reorganizition.
The reorganization, he said, “has
played  major role in cost control
and productivity gains”

Developing Acquisition Plans

Mr. Beers told the analysts that
Kraft is “developing acquisition plans
and “expects to be able to report o
progress next year” He woul
specify what type of acquisition the
company is seeking.
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BIN STORAGE

A fully automatic bin storage system for

frec flowing materials —Product is con-
veyed from processing into the Aseeco Bin
8lorage System by means of conveyors.
The operator can fill any bin by operating a
selector switch at floor level, In a few hours,
when the bin is full and a signal is actuated,
the next bin can be selected manually or
automatically.

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

Bins are available in sanitary construction with bolt
or weld on support structures, Optional equipment
provides for a complete automaled storage system for
surge slorage or overnight storage.

OPTIONAL EQUIPMENT:

* Bin Full Signal System

* Bin Empty Signal System T 5 o

* Bin full light indicators

* Bin empty light indlcators

* Lucite view porls on side and britom of bins
* Y type multi discharge oullets

» Splral lowerator chules

¢ Multl-station infeed conveyors

* Under bin collector conveyyors

* Pnaumatic control panels

* Electrical Control and indlcation panels N

z

nd Layout
services offored: Ell:g{rlﬁé‘aqlggam%ﬁng ans:i Control Panels
Erection and Start-up
Write for your nearest representative.
ABEECO 8857 W. Olympic Boulavard, Beverly Hills, Calif. 80211
(R13) GER-5780 TWX 810-480-2101
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vide—they arc the ones who have the - §ales Training ‘ ,

respect of the principals, even those . i ) )
who might be termed hard-nosed and Food brokers and manufacturers re- i

" ceived step-by-step  guidance - |
calloused. Such food brokers are lis- \':-iln vl (‘lffl'gii::lS'lk"i trll‘icl:illi:l ::g |
tened to and consulted.” Ping led; tining |

R S S, grams in a learning session called |
He continued, "We have plans to “\Management Workshon for Sales
expand our Dbusiness  development

: Training,”  conducted Douglas
work, lmtplst\\'lth more activities, but .\Iucl!{:u;? l’r':.-iidcnt [nn(])ylluhcrt!‘\;;: l

Working with Brokers

At the recent National Food Brok-
ers Association convention a panel
discussion on “Working with Food
Brokers at the Management Level”
was held, Panelists included:

® William A. Henry, President,

chain and wholesale buyers, to ood. Bro :ers Deserve

service distributors and end-user: [ Pro essional Treatment

to industrial users. F od brokers are hard-working
Separate retail department: g fJf s3l¢ and marketing specialists who

maintuined by 404 percent o th [ dest VC adequate compensation, re-

firms responding to the survey. and [ pet and professional treatment from

nearly that many (385 percent) hae Jj thei principals in return for the ser-

Skinner Macaroni Company.

® Math A. Kaemmerer, Vice Presi-
dent, Foodservice Division, Golden
Dipt Company.

® Ron Marchand, National Food
Sales Manager, Warner/Chilcott.

® James W, Stevenson, Vice Presi-
dent-Sales Management, Libby, Mc-
Neill and Libby, Inc.

Three main topics for discussion’
were established: 8.) how to set stand-
ards and evaluate a food broker sales
force; (2) how to develop an effective
liaison with o brc™er sales force; (8)
how to motivate a broker sales force,
Geog'mphiml diversity and chang-
inlﬁlln ustry conditions often make it
difficult to set mutually agreeable
standards and goals. Mr, Stevenson
stated that objectives must be set and
must be clearly defined. “We have to
set standards in the full range of our
business—sales and administration.”

Full Year Review

Mr. Marchand described his com-
pany's use of a full year business re-
view to help with broker evaluation.
Areas covered are administration,
headquartered account coverage, and
retail account coverage.

Mr. Kaemmerer's Brm assigns
quotas to brokers and bases its eval-
uations on two factors, the meeting of
the quotas and overall performance,

Mr. Henry said, “We are fair about
5:::11: and try to show the broker how

ey will make him money.”

With information and communica-
tions needs growing increasingly com-
Elex, an ecffective lialson between

roker and principal management is
essential. How can it be developed?
By establishing a climate of openness,
observed Mr, Knemmerer, Mr, Mar-
chand noted some specific steps his
company is using to open the proper
channels, including a quarterly news-
letter for brokers and face-to-face con-
tact between brokers and the princi-
Fnl's product managers and trade re-
ations people. Broker advisory coun-
clls were cited by Mr. Stevenson as an
important tool for establishing a
strong liaison.

20

Williem A. Henry

When the discussion turned to moti-
vation, Mr. Henry emphasized the
value of what he described as basic
motivation—a good product, on-time
shipping, a receptive attitude to
brokers’ communications and ideas.
“We try to make the broker feel like
a salarfed employee,” he observed.
“Money is the motvation,” sald Mr,
Koemmerer, His firm stresses adequate
compensation and & healthy atmos-
phere as motivating factors. Mr,
Stevenson stated that he tries to moti-
vate his brokers in three ways: by
giving them respect, by providing a
challenge, and recognizing achieve-
ment.

Mr. Feathers concluded the discus-
sion by noting the great strides that
have been made in food broker-
principal relations in recent years.
“The atmosphere has changed from
“we-they” attitudes to a stronger spirit
of ership between manu%acturers
and their food brokers. Discussion
such as this help advance that cause.”

Broker Census

A 1877 NFBA Membership Census
reveals a clear picture of the average
NFBA food broker firm as a profes-
sional selling organization—a com-
pany with a substantial investment in
its business, a successful track record
in a variety of product categories, and
a strong growth pattern. The results of
the survey were releascd here today
at the NFBA Annual Convention.

Among the sales teams of over
2400 NFBA member firms, the largest
number of employees on the average
is concemed with retail sales, A su
stantial number is involved in sales to

separate foodservice departments

Firms also reported having separate
departments in frozen foods (24.4 per.

cent), general merchandise (22.3 per.

cent), confectionery (15.3 percent), and

industrial (10.5 percent.)

One of the questions related to sales
training pro
members, OF the firms res
41.3 percent report that tS::y are
using formal in-house training pro-
grams, while seven out of ten indi
cated that they use sales meetings to
train their salespeople. Over hnl? use
training publications, 28.1 percent use
flms, and 188 percent use other
audiovisual aids. More than forty
percent take advantage of NFBA
seminars and workshops, 25.2 percent
sponsor in-house courses, and 193
percent make use of other seminans
end workshops,

Automobiles represent a major ex-
pense category for food brokers, Of
the automobiles used by NFBA em-
bers responding to the survey, 40 per-
cent are leased by the firms, 36 per-
cent are company-owned, and 16 per-
cent are owned by employees.

Fifty-one percent of the firms r-port
that they have been in busine:: for
more than 20 years, while 31.7 have
been operating for 30 years or loger.

Among NFBA members, the most
common form of business org..iza-
tion is the corporation. This cat. (ory
accounts for 75.2 percent of the ' ms,
while 8.1 percent are partnership wd
15.1 percent are sole proprietors! s.

The NFBA Membership censu: vas
undertaken by the Association to ¢lp
deicrmine its members’ need for -cr-
vices, The information gained wil' be
used to guide the developmen of
NFBA programs, W. . Jones, National
Chairman of NFBA and an Oklahoma
City food broker, said in commenting
on the reasons for the survey, “The
more complex the cery business
Fats. the more rapidly our individual
ood brokers grow, the more sophisti-
cated the tools with which we conduct
our business—the more we depend on
NFBA to be responsive to our chang:
ing needs.”
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vice they provide, declared President
Mar.: Singer at the NFBA convention.

Mr. Singer outlined some of the key

issues that confront food brokers to-
day: “First is that terrible cost squeeze
that every food lroker finds himsclf
in these days, and it is not actually o
single prablem—it is a cluster of in-
terrelated problems that together are
having the same effect. These include
continued rising costs, late payments
of carned brokerage, requests by prin-
tEluls for additional services without
2

equate  compensation, and unfair
short term contracts.

“You food brokers don't make
money saying ‘no’ to a rincipal—but
if it reaches the point where you don’t
make any money by suyln[;' es’ either,
then you have a real problem.”

Broker’s Responsibility

Mr. Singer outlined the food
broker's responsibility to help resolve
these problems, saying “Certainly
there are many things you are doing
to ease this problem, by controlling
costs. In fact, you have an obligation
to do so. Brokers need to increase
efficiency without diluting the effec-
tiveness of their sales work.

“You are professional businessmen
will a substantial stake in your own
oo sanfes and a stake in the success
of t e principals and their products
tha you represent.”

I - added, "NFBA is working on
issu 5 important to the food broker/
prit ipal partnership. The most effec-
live way is the constant contact that
the NFBA stafl has with many top-
lev. manufacturer management peo-
ple We also encourage principals to
con ict us when they have questions.
Ma y of them do.

“ qqually important is the individual
bro er working closely with his own
rri: cipals, One thing comes through
oudd and clear in our many conticts
with principals. Those food brokers
whu operate sound profesional organi-
zations, who are tough but fair, who

now the value of the services they
provide—they are the ones who have
the value of the services they pro-
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with extra stalf, The interest of manu-
facturers in food broker representation
will continue to grow as their direct
selling costs increase.”

Grass Roots Work

Another important arca of service is
NFBA's Government Alfairs Program,
he reported. “Oci increased effort in
this area has been receiving strong
support in the form of greater elforts
by many individual NFBA members
working at the grass roots level,”

Mr. Singer announced new activi-
ties that the Associntion is undertaking
in the area of electronic data process-
ing. “The frst one is a brand-new
data processing manunl for food
brokers, It gives answers to many
things the average food broker wants
to know about EDP. This manual is
expected to be off the press in the
spring. Also, after the first of the year
we will develop an exchange center,
listing computer software packages
currently being used by our members,
We shall make that listing available
to other members. In addition, this
spring we will offer two three-day
seminars on information management
as part of our Management Develop-
ment Programs for 1978."

Broker Advantages

Mr. Singer concluded by noting fu-
turist Alvin Toffler's assertion that our
cconomy is fast reforming itself into
a set of geographically separate econ-
omies, “He foreeasts less standardiza-
tion, more varinhles, Doesn't  this
further emphasize the many advan-
tages of the food broker system?”,
Mr. Singer asked, “The more this new
society develops, the more grocery
manufacturers will need to rely on the
special insights and capabllities that
the food broker brings to his local
market area. They will be consnlting
with him more and developing closer
and closer broker/principal partner-
ships than ever before, For the effi-
cient food broker, the possibilities are
unlimited. It is going to be a busy real
world for all of us."

Brown, Vice President-Sales, of the
sales management training firm of
Glen/Douglas, Ine.

“Training is cssential to your sur-
vival because incrensed productivity
is essential to your survival” noted
Mr. MacKay in his introduction to the
program:.

To establish a sound training pro-
gram, the moderators  explained, a
firm's management must Brst develop
a company training philosophy. Man-
agement should take into consider-
tion the cumpnu)"s needs, its goals, its
climate for creative thinking, and its
systems of communications and re-
wards.

Define Jobs

Step two is to develop job deserip-
tions. This involves defining tasks and
responsibilitics establishing standards
of performances, outlining qualifica-
tions for the position, defining report-
ing procedures and clarifying author-
ity

Next, management must analyze
employees’ present performance and
specify training needs. Definition of
specific training needs is the basis for
determining the objectives, content
and methods of the training program
and for measuring results,

Once needs are known, manage-
ment can set its training objectives.
The objectives should be statements
deseribing expected results, including
performance, conditions, and criteria.
Then, the participants in the program
and the trainer should be selected,

Step six is to develop the content of
the training program, The content is
dictated by the objectives. It should
be structured according to the prin-
ciples of leaming: small steps and re-
inforcement  through  repetition,  re-
ward, participation and application. It
should also relate to the sales-people’s
learning needs.

Next, the method of instruction is
selected. Care should be taken not to
let the instructional method chosen
dictate the message. Rather, it should

(Continued on page 24)
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Sales Training
(Continued from page 21)

be consistent with the proFram's ob-
jectives and content. Possible methods
to consider include self-study, work-
shops or seminars, lectures, audio-
visual aids, role-playing and case
studies,

Now the program can be imple-
mented, “Training is effective when it
becomes a functioning part of your
mnm:j;ement system” the moderators
stated.

Once the program is underway, it is
necessary to measure the results, This
can be done through control groups,
on-the-job observation, questionnaires,
and comparison of after-training per-
formance with the goals of the pro-
gram,

Training is an on-going process, Mr.
MacKay and Mr. Douglas emphasized,
so the final step of the program should
be to analyze performance once again
and specify training needs.

Management for
Greater Productivity

Management must lead the way if
the food industry s going to produce
more and better goods and services
with better consumer values in the
years nhead, stated Ross Barzelay,
President, General Foods, in a key
address at the NFBA convention.

Speaking on “Management For
Greater Productivity,” Mr. Barzelay
told a large audience of food brokers
and manufacturers that management
has to find the key to unlock oppor-
tunities for increasing productivity
among employees, Unless we find that
key, he said, “how are food brokers,
among others, going to show real
growth, not to mention remain profit-
able?” Every sales organization has to
come to grips with productivity these
days, un& l'c,;:d broker organizations
could lose a share of the sales pie if
they fail to compete effectively with
internal sales organizations as manu-
facturers strive to increase output and
drive costs down,

“At General Foods, we're probing
for new processes, new ways to per-
form old activities,” Mr. Barzelay
said. “Another name for that, of
course, is innovation. And when it
comes to innovation, processors cer-
tainly welcome new ideas from food
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brokers on ways to become more effec-
tive. We view our broker sales organi-
zations as a vite! r.ource, one that we
need to tap wio to improve our
decision-making and sales productiv-
ity.

Mr, Barzelay noted that so far as
achieving greater productivity goes,
management cannot have only one-
sided impravement. “If there is benefit
to our companies, then there must also
be benefit to the individuals involved
in them, The quality of working life
and productivity are interdependent
variables. And to achieve true ad-
vances in productivity we have to
make sure that our people see that
there's something in it for them. No
lasting improvement or change can
be instituted today just because it will
mean greater productivity for the
company. There has to be something
in it for both the company and its
peo] Ig if the improvement is going to
work,

Several specific “keys” were listed
by Mr. Barzelay to help management
unlock opportunities for greater pro-
ductivity within their organizations,

Starting with management style, he
asked the audience to look at their
own style, which “certainly has an
impact on the motivation of an organ-
ization.

“Many mnnns;ers toduy are still
more comfortable with the “authori-
tarian” style of management, with de-
cision making always at the very top.
The people who work in these organi-
zations get orders; have goals set out
for them to meet. While this style has
its advantages, it usually doesn't make
people responsible, or responsive and
eager to grow, It usually fails to take
the inherent creativity in all people
and their desire to use it.

Another Different Style

“There’s another, quite different
style which some managers are suc-
ceeding with and others still experi-
menting with these days, It's a style
of management that promotes broader
employee involvement; that gives
them more responsibility—real re-
sponsibility; that allows them the free-
dom to have a genuine influence on
goal-setting and results, The basic
premise of this style is that a job rep-
resents more than a source of income
to a person. It also has to satisfy social
and psychological needs.

“You know that all people ' ave
‘ego’ needs. They invest thems: lves
more deeply in situations which | 1ild
them self-esteem, which give thi na
sense of accomplishment and a d¢ :ree
of autonomy, as well as the ch nee
to increase their knowledge and s ills,

“Individuals also want to be .ble
to see themselves as a significant part
of the whole. They want to be abie to
identify with the products they pro.
duce and sell, the company that em.
Eloys them—and in the ecase of

rokers, with the principals they rep-
resent.

“People have ‘social’ and ‘security’
needs, too. They respond to team-
work—and friendly rivalry as well,
And they naturally want commen.
surate financial rewards and employ-
ment security.

Management Style

“The management style or philoso-
phy that goes a long way toward ful-
filling all of these necers has several
labels. It's called humanizing work!
It's also called ‘work esign’ or ‘im-
proving the quality of working life'”

To illustrate this style of manage-
ment, Mr, Barvelay described what
the Japanese have done with it to
achieve a high degree ot productivity.
He pointed out the basic difference in
American and Japanese style of man-
agement, and suggested that we can
select some aspects that would work
well for us, Mr. Marzelay admitted
that bringing about change is nevera
rapid process, He sald that in the case
of food brokers, “Improving service
while keeping costs in line is no kip
through the dew. You're caught be-
tween the pressure of escalating . ils
and showing frowth in all comme lity
volume. And seeking product ity
gains througih improving the qu lity
of working life can be more difi ult
and more threatening, certainly less
comfortable, than following the tra-
ditional mode, But frankly, have - ¢
choice? Is there any other viable o ter
native over the long term?”

“There are dynamic changes ta ing
place in a grocery business these « ays
—the Universal Product Code, to
mention just one, and the potentiah
Eowerful nowledge base it will afford

uyers and store manageres, What are
we doing now about managing the
impact of these on our businesses it
the future? What are we doing 10

(Continued on page 26)
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Invest 134c per cwt.
monthly in pasta
production promotio
consumer education,
and trade advertising
to keep sales up.

Constant promotion of macaroni, spa-
ghetti, and egg noodles by the National
Macaroni Institute, keeps these products
in the consumer's view.

Receipes and photographs go to food
editors of every type of media.

Educational materials and recipe leaflets
are distributed to consumers, teachers
and students.

Films and film strips are distributed
for general use and special television
showings.

TV Kits are periodically prepared for
program producers.

Cooperation with related item advertisers
and publicists is sought and obtained.

Svecial projects include press parties,
naterials for Consumer Specialists,
background for editorial writers.

Do your Share—support the effort.

NATIONAL
MACARONI INSTITUTE

P.O. Box 336, Palatine, lllinois 60067

JACOBS-WINSTON | |
LABORATORIES, Inc.

EST. 1920 .

We are pleased to announce the relocation of our
laboratories and office eflective March 1, 1978,

Consulting and Analytical Cheinisis, speclalizing in
all matters involving the examtination, productlon
and labeling of Macaroni, Noodle and Egg Products.

1—Vitamins ond Minerals Enrichment Assays.

2—:.“ Solids and Color Score in Eggs and
oodles.

3—Semolina and Flour Analysis.
4—Micro-analysis for extransous matter.
S5—Sanitary Plant Surveys.

6—Pesticides Analysis.

7—Bacterlological Tests for Salmonalla, etc.
8—Nutritional Analysis

James and Marvin Winston, Directors
P.O. Box 601, 25 Mt. Vernon St.,
Ridgefield Park, NJ 07660

Put a feather in your Cap!
Send a copy to a key man.
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P.0. BOX 336
PALATINE, ILLINOIS

Please enter one year subscription:
O $10.00 Domestic [ 12.50 Foreign

Name

Firm

Address.

City and State Zip

Renewal New Subscription____
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Management for Productivity
(Continued from page 24)
understand the UPC's tactical and
strategic leverage; to find ways to
adapt to the efficiencies it will bring;
to make certain that these will wor
for sellers, as well as buyers? It cer-
tainly aug{gests that we need to build
stronger links between producer and
seller and customer to realize the full
potential of these on the productivity

of all of us.”

Mr. Barzelay sald he had stressed
the people side of the pursuit for in-
creased productivity for that is what
brokers are all about—people. “I
think,” he said, “that manufacturers,
broker management, and customers
have a bunch of keys available to work
woth, if we will but get at them, and
involve our people in what should be a
mutually beneficial and common
goal”

American Eating:
inside and Out

Home is still the most popular din-
ing spot for most Americans, although
the majority do eat out periodically.
So concluded the Newspaper Adver-
tising Bureau in a study especially
prepared for presentation at the Na-
tional Food Brokers Association’s
Annual Convention.

‘The Newspaper Advertising Bureau
conducted a survey of 828 hiuschold:
across the nation in cider to isarn
about consumers’ food-buying habits,
Jack Kaulfman, Piesident and Richard
L. Neale, Vice President, of the NAB,
reported the findings in the presenta-
tion on “American Eating' Inside and
Out.”

According to the survey, 80% of all
homemakers claim they cook the main
part of their family’s dinner from
scratch, Those employed full time out-
side the home do so nearly as fre-
quently (76%) as those who are {full-
time housekeepers (84%),

Most homemakers ranked proper
nourishment as their predominant con-
sideration in choosing foods to pre-
pare. They believe that the food they
select in the supermarket and prepare
at home is superior in purity, nutri-
tion, taste and freshness to food eaten
away from home,

Shopping Habits

Asked to describe their food-shop-
ping habits, nearly two out of three of
the consumers surveyed said they

26

shop with a list, and about the same
number regularly compare prices.
The majority do their main food shop-
ping once a week, with 41% dgoing to
more than one store to take advantage
of specials and 23% switching food
~tores every week.

Nearly 7 out of 10 read a newspaper
v: an average weekday, Of those who
do, over half shop the food store ads,
and 28% have narrowed their cholce
to one store on the basis of its ad.
Also, 85% of the newspaper readers
clip and save articles featuring rec-
ipes and nutrition and diet informa-
tion, while 78% have clipped coupons
in the last couple of months,

In addition to supermarkets, the
consumers surveyed patronize the
neighborhood grocery stores (a.7%),
convenience stores (35%), butcher
shops (21%), and produce stores
(22%). And of course they obtain
meals away from home.

The consumers surveyed eat away
from home for three main reasons:
(1) home is not accessible—they are at
work, out shopping, traveling or away
from home for other reasons; (2) they
want to eat out for entertainment or
other purposes; (3) they are dining at
the home of friends.

Lunch Out Most Often

Lunch is the meal most often eaten
away from home. Those surveyed eat
lunch at restaurants with table service
(17%), at fast-food establishments
(15%), at coffee shops, cafeterias, com-
pany cafeterias and friends’ homes
(10% each). Twenty-seven percent
bring lunch from home.

Fewer than 2 out of 10 people eat
dinner away from home. When they
do, they choose full-service restau-
rants (33%), friends’ homes (31%), and
fast food outlets (15%).

Almost 9 out of 10 people eat at a
fast food outlet at least once a month.
The average fast food customer eats
at one 8 times a month,

What are the implications of the
survey's findings for members of the
food industry? Mr. Neale elaborated
on some of the possibilities during the
presentation,

Speaking of supermarkets, he noted
three approaches that chain stores are
taking to capitalize on current con-
sumer attitudes: (1) greater concen-
tration on service departments, such as
delicatessens, in-store bakeries, more
convenlence foods and pre-cooked

foods; (2) development of a subsic ary
institutional business; and (3) greater
use of advertising that cmpﬁa izes
such benefits as nutrition as we!l as
price,

New Advertising Approaches

For the foodservice industry, Mr,
Neale suggested new approaches to
advertising, including featuring prod.
uct brand names in ads, emnphasizing
quality and character, and developing
new convenience and microwave
oriented products—such as gourmet
desserts—to take advantage of chang.
ing institutional needs,

(Continued on page 28)

What Things People Consider Before
Buying a Particular Food Product
Which Things are Nutritional
Problems for Anyone In
Your Family
from A. C, Nielsen Company
r‘l‘oul (l:l.'P: Pol/Soc
. o
ﬁ Teens Actives
Tolal cost of
product 74/ 76% 69%
Nutritive
content or
values 43 46 61
Cost per
serving 28 k] 42
Use of pre-
servatives 21 23 28
Use or
artificial
flavoring 16 18 24
Calorie
Content 15 14 23
Don't know 3 2 1
Fopls of Fre  Pol/5
/S0¢
'E::" Teers Actives
Ealing too
many
sweels 40% 48% 445
Eating too
many
fattening
foods 38 41 45
Filling up on
snacks with
not much
nutritional
value 32 41 36
Refusing to
eat certain
food served
that is not
good for
them 26 44 35
Not eating
enough food
food to get
all nuirition
they need 14 18 11
Eating too
packaged and
packaged an
F:ocmed
oods that
don’t have
proper
nutritional
value 12 1 13
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Eating: Inside and Out
(Conlinued from page 26)

Food brokers are in a unique posi-
tion to help both their principals and
their customers take advantage of the
opportunities offered by consumer
eating trends, both at retail and food-
service, “The role of food brokers in
this area is pivotal,” Mr, Neale noted,
“because nobody has the opportunity
to look as carefully at American eating
habits as you do,”

The Military Market

Tuking inventory of the products
they selFLs another service available
through food brokers.

Exchanges are more profit oriented,
although their rules limit tha kinds of
promotions they can accept and use
effectively. .

Regular consumer promotions and
trade deals are not :Sways-, effective.
‘These must be adapted to fit the
needs of the Military. Advertising in
specialized media can be effective.
Planning of these efforts should in-
clude suggestions and guidance of the
manufacturers’ representative,

Trade relations are most importart
at all levels. Since there is no profit
motive, rapport at the buying and
store levels is important to day-to-day
results. Food brokers have the ability
to understand their trade contacts,
anticipate their needs, and interpret
them to their principals.

Main Characteristics

There are four main characteristics
of this market:

1, It is a youth market. The median
age of Military personnel on active
duty is 25 years, Over 90% are under
40 yenars of age. There is a total of
over 200,000 teenage children. The
birthrate is very high. Of active duty
personnel over 50% are married. Of
all families . , . over 10% begin in the
Military,

9, It'’s well paid and virtually re-
cession proof.

3. Each outlet’s customers represent
the entire country. Each post is com-
prised of people from throughout the
nation, They are closely knit by regu-
lation and buying pattern. Members
of the Armed Forces community live
in a homogeneous, clannish atmos-

here which is only slightly affected
Ey the activities of the surrounding
civiliau communities, whether North,
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South, East, or West. This special
market population . . , over 8,000,000
worldwide . . . Is second only to New
York City in disposable income,

4. 1t is a rotating market. There is
a steady flow of personnel in and out
of the Armed Forces, Turnover is in
excess of 500,000 per year.

These are many thousands of young
people who are taking advantage of
their military security to marry and to
begin families and are in their brand
hnﬁit forming years, They are willing
and eager to try new things. As many
major U.S. companies have leamed,
many brand habits formed during
Military service become life-long buy-
ing habits for the 500,000 and their
families who re-enter civillan life each
year and take this brand consciousness
with them.

Tremendous Potential

It is with this knowledge of the
tremendous potentiality for impact on
civilian consumer sales that some
major U.S. firms are insistent upon
gaining heavy shares of market pene-
tration and firmly establishing an
image of brand satisfaction. This is
best accomplished by using a broker
who knows this specialized market
and can afford to keep abreast of the
myriad of details necessary to suc-
cessfully sell and service these im-
portant customers.

The Military Commissary Resale
Market worldwide now exceeds §2.7
billion annually, This acounts for
1.9% of the total U.S. food business.
Due in part to the absense of private
label, many manufacturers enjoy in
excess of 5% of their total consumer
product volume in the Military Resale
Market, To achieve this level of suc-
cess, a sales organization is required
that has salespeople servicing the
many far-flung outlets located far from
major population centers here in the
U.S,, throughout the Pacific, and in
Europe. These salespeople should re-
main in an area, hu!ﬁiing a reputation
with their buyers for service, honesty,
and integrity. With this type of sales
continuity, distribution and volume
goals can be achieved in this impor-
tant and relatively stable market.

Transplant

“Many ideas grow better when
transplanted into another mind than
in the one where they sprang up.”

Justice Oliver Wendell Holmes

Product Liability Called
A Continuing Problem

That long:awaited final report by a
federal inter-agency task force on
product liability does not come up
with specific legislative proposals, but
it does confirm that product lialility
insurance costs for certain industries
have risen sharply since 1974,

The report says circumstantial cvi.
dence suggests that some insurers cn-
gaged in panic Eﬂdng—i.e., raised
premiums on the basis of misinforma.
tion and talk of crisis, It also says
some product liability cases were
caused simply by unsafe products or
by uncertaintles in tort law, which
varies from state to state.

Test Litigation

Currently the business community
emphasis is on gaining tort-litigation
reform at the state level. Three states
have passed comprehevsive reform
bills—Utah, Oregon, and Colorado.
Forty-one other states have bills up
for consideration. In all, 101 different
bills have been introduced, mainly
through the initiative of business or-
ganizations,

Under Secretary of Commerce Sid-
ney Harman notes in the report that
there has been a tremendous amount
of misinformation about the produd
liability problem. For example, some
sources reported one million product
lability claims were filed in 1976, but
the best data the task force could find
indicates approximately 60,000 to
70,000 claims were filed.

The task force does not find ‘hat
product lishility problems are a d.rect
or sole cause of a large numbec- of
business failures, but it says they 7y
be one of many factors causing + me
small firnix to go out of busine: o
merge with lasger firms.

Disturbing Finding

A disturbing finding: The cos: of
product liability insurance may be in-
hibiting new product development,
particularly in pharmaceuticals. .\s 3
result, Dr. Harman warns, som¢ st
cially beneficlal products may not be
developed or may be discontinucil.

Looking to the future, Prof. Victor
E. Schwartz, chairman of the workin
task force for the study, says the prod:
uct liability problem won't go away:
And Dr, Harman observes: “I think it
will get worse.”
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Durum is our middle name . . . unifor-
mity is our game. If you have a formula
that is successful, you want the same
uniform results every time. We contin-
uously test our product to give you the
uniformity you desire. You can depend
on the durum people. You start with the
best when you order Durakota No. 1
Semolina, Perfecto Durum Granular or
Excello Fancy Durum Patent Flour.
And you get the same uniform quality
every time. Call us for uniformity.

the durum people

NORTH DAKOTA MILL
Grand Forks, North Dakota 58201

Phone (701) 772-4841




Cifrino Tells Grocers to
Stress Nutrition

“The time is coming when it will
be phony for retailers to just talk
about how much they are in favor of
better nutrition. They will have to
either stop talking and making claims
or show positive action,” says Paul
Cifrino, executive director of the
Massachusetts Retall Food Associa-
tion and a former retailer.

He advocates stepping up com-
munications to customers throug
ads, display and promotional policies
and in-store information.” He opposes
changing the product mix in stores as

being a form of censorship, which
could hurt sales of participating re-
tailers,

Cifrino disputed the theory that re-
tailers have nothing to gain from
getting into t1:2 area of nutrition edu-
cation. “I don't think they should ‘g;:t
into it expecting increased sales, be-
cause this would be a phony and false
attitude and would not affect earn-
ings, due to the competitive factor.

Build Creditibility

“But there is something very im-

Eortnnt in it for them—the chance lo
uild credibility with consumers, It

would give them the chance to use
their skills constructively with a ca
tive audience and gain considerable
credibility.”

Cifrino, who spent two years in
India as chief of food and nutrition
for the U.S. aid mission there, has be-
come a knowledgeable and outspoken
figure in the nutrition field.

At present, he is talking to two or
three chains in Massachusetts, one
based in the Boston area, about the
possibility of running “nutrition ads.”
One chain has been particularly in-
terested and may use the concept,

Your Henlth Food Store

His iden, in rough sketch form, is
to headline the ad with a phrase such
as “ABC Markets is your health food
store” and then, perhaps using boxes,
accentuate five food groups—fruits
and vegetables, milk foods, cereals,
meat-eggs-fish, and fats and oils.

Including prices with the foods ad-
vertised, he suggested that ensy-to-
understand information be included
with each food group, telling consum-
ers why the foods are good for them.
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For instance, in the case of fresh
fruits and v:gelables. consumers could
be informed that they are good
sources of vitamins (particularly A and
C) and of minerals and fiber, and take
the place of other foods because they
are filling,

In the milk food category, it could
be pointed out that these foods are
good sources of vitamins D and B12
and calcium, The chain could, for in-
stance, feature nonfat milk or yogurt
as a special that week.

Cifrino warned that within the
groups, certain foods should be
stressed over others. For example, in
the fats and olls group, liquid vege-
table oils and unsaturated products
should be emphasized.

“Every now and then, a chain’s
weekly ad could be a nutrition ad,”
he said, adding more precisely that
“it could be done regularly, perhaps
once a month.”

Ads should also point out that “the
way to improve the quality of your
diet is to eat more of these foods and
cut back on sugars and fats.” How-
ever, the ad should not name what to
cut back on, as this would cause
antagonism and detract from the posi-
tive approach being used.

“All that is being suggested is that
people cut back moderately. By im-
plication, it just means that people
should eat less.”

How To Do It

To convey his ideas on supplying
nutrition information at stores, Cifrino
used the “if I were runnlﬂ:;i a store,
here’s what I'd do” approach.

“First, I would consider a prominent
sign over the macaroni and noodle
section, reminding people that these
are highly recommended foods.

“I would also group rice, cornmeal
and flour—all cereal gmln products—
in the same aisle and put up a per-
manent sign reminding people that
natural cereal grains are very healthy
foods,”

He would use a similar sign in the
fresh frults and vegetable section, but
Prnbnbiy not in the canned and

rozen fruit and vegetable sections,
since all of the products could not be
recommended.

However, he emphasized that most
poly-bagged frozen items in this cate-
gory are excellent, and perhaps a sign
could be used stating something on

the order of “for those who wiit tp
improye their diet, we espe ially
recommend. . . " A list of the qx...,vged
items would follow.

“Fruits and vegetables shoul.: not
be recommended only for the vil.inins
they contain,” he stressed. "It should
be advised that they replace fat: and
sugars, provide fiber and, in addition,
provide vitamins and minerals.”

In the produce department, he
would use a large sign in the potato
section “telling the story of potatoes”
and what a good food source they are,
as well as an excellent protein source.
In the cooking oil section, his si
would recommend liquid vegetable
oils and unsaturated products.

Use Positive Approach

Cifrino would not call attention to
what's “bad” for you, because it would
be a negative approach and cause
confusion,

“The nutrition message has been
complicated for too long, and the
American public has been . . . gun
shy, running from the thou-shalt-nots,”
he said. “The best approach is to use
a simple message that accentuates the
positive.”

This is the best avenue for nutrition
education, because it can avert num-
erous debates by manufacturers over
the good points of their products, he
believes.

“If we fill the air with a lot of de-
bating, we'll lose our audience.”

It has been suggested one approach
at the retail level would be to ave
nutritionists in the stores, a pr.-tice
Cifrino is against.

“First of all, it would be «tn
ordinarily expensive. Second, I'n ner-
vous about what the average : utr-
tionist might say to people—that ¢ of
she wonld dwell only on vita iins,
minerals and protein and advisc that
carbohydrates are bad, which i un
true.

“In general, the entire subjet of
nutrition has been made unneces:rily
complicated and confusing.”

Nutritive Value of Foods

For almost 20 years dietitians, nutr
tionists, and consumers themselves
who needed specific food-value infor
mation to plan nutritionally adequate
diets have referred to a USDA bek
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Jdin, “Nutritive Value of Foods,” that
consi-'s mainly of a table of nutritive
walue: of 730 common foods. Recently,
USD. ’s Agricultural Research Service
evise] the bulletin considersbly—
dopjing some foods no longer in
ener 1] use and adding about 200 new
Food items. In addition, values of
phosj horus and potassium have been
included in the table, measures and
walues for all foods reviewed and up-
Jated, and new information provided
on dairy products ,fatty acid content
of foods, and enrichment levels of
white bread and rolls, white flour,
self-rising flour and products prepared
from the flours.

Coples of the new “Nutritive Value
of Foods” (G-72) are available for
$105 each from Superintendent of
Documents, U.S. Government Printing
Ofice, Washington, DC 20402

food Surveillance

Chairman of the House Interstate
Health Subcommittee Paul G. Rogers
{D-FLA), has announced that he will
introduce a new version of the “Food
Surveillance™ bill, but it will not con-
tain provisions requiring firms to de-
velop quality nssurance programs that
must be approved by the Food &
Drug Administration, It is not ex-
pected that this new bill will be acted
upon In the House until the second
session of the 95th Congress and the
Senate is expected to follow the House
in its decision.

Provisions of the Rogers bill would
require food processors to notify FDA
when any food that has left the com-
pam s control has been found to be
adu] rated or when the firm institutes
apr luct recall, Firms would have to
estal lish a food coding system and
info 1 FDA of that system, and food
com nies would have to make rec-
ode on food distribution available
to F JA inspectors and permit FDA
acee s to records bearing on whether
the food {s adulterated or mis-
brar, led,

Dry Soup Stirs
Grocers’ Interest

Increasing interest in dry types has
added new life to the soup category.
This is big news, for over the years,
soup had changed little in share of
thelf space, and because of domina-
tion by one brand, had been relatively
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uncompetitive and unexciting in the
way it was merchandised.

Important Trend

Industry exccutives around the na-
tion—although there are some excep-
tions—agree that an important trend
is in progress.

Donald E. Stuetz, vice president,
purchasing at Vons Grocery Co., Los
Angeles, for one, is excited about dry
soup, “Until a year ago, the category
included a small line-up dominated by
Lipton and Wyler, Then Lipton intro-
duced Cup-A-Soup and Nestle came
out with its freeze-dried Souptime,
and the whole category blossomed.”

Stuetz has good reason to be ex-
cited, Dehydrated soup sales increased
154 per cent in 1976, hitting $148
million, up from $128.2 million in
1975.

The soup category, overall, climbed
85 per cent in 1976, from slightly
above $1 billion to nearly $1.1 billion,
Factoring in a 2.1 per cent inflation
rate for food eaten at home, according
to the Consumer Price Index, makes
the real growth rate for soup about
4.4 per cent.

At about the same time the dry
soup category increased in popularity,
Jnpanese ramen products—alimentary
paste items eaten with broth—eaught
on with the chain’s customers, Stuetz
sald,

Strongest in West

Growth of dry soup seems to be
strongest on the West Coast, possibly
because the dry types imported from
Japan find fast distribution in the near-
est U.S, states.

“There has been a sales increase in
dry soups, including the Japanese im-
ports,” said Joseph Azzopardi, presi-
dent and general buyer for Busy Boy
Markets, which operates Manor Mar-
kets, Sunnyvale, Calif. “In fact, dry
soup s almost a whole new category,
and we locate those items away from
canned soup.”

Azzopardi conceded shoppers call
the dry items “soups,” but feels the
average person cats them as a noodle
snack. For this reason, Manor stocks
dry soup in the macaroni section, an
aisle or two away from 80-100 linear
feet of canned soup in some stores,
and four or five alsles apart in others.

Not all operators are excited about
the growth of dry soup. Some have
nary a good word about the soup
category as a whole.

Some Prefer Cans

Frank Shank, owner-manager of
Foodland Supermarket, Hagerstown,
Md., said his store doesn't handle
Japanese dry soup. He prefers canned
items, which he said “are enjoying a
tremendous play. People put soup in
the category of fast food at home.”
Shank points to convenience, rather
than economy, for the reason canned
varieties eam u growing portion of his
store’s shelf space.

A real loser is what Loran Hinds,
director of grocery procurement at
Affliated Foods, St. Joseph, Mo., calls
soup. “There's no profit in the cate-
gory. We always run it at cost or be-
low cost,

“The dry types have shown some
growth, but are not yet promotable.”
Hinds said.

Robert Kopplin, a buyer at Dan’s
Supreme Super Markets, Hempstead,
N.Y., sees the dry soup category as
“definitely growing.” Kopplin devotes
40 per cent of his 16-ft. soup section
to dehydrated soups.

Lipton provides the main pull in the
dry soup category and Campbells is
“hy far the leader” in condensed soup,
he said,

Instant Lunch

Maruchan has changed the name
of Cup O'Nood!s . to Instant Lunch in
a cup. Ramen Supreme and Won Ton
Soup packages have been redesigned
to incorporate a new family look.
Media support for the line is sched-
uled with full color page ads in Read-
er's Digest, Better Homes & Gardens,
Family Circle, Good Housckeeping,
Sunset, Ladies Home Joumal and
Redbook.

Friendly Advice from the
White House

“When some of the groups make a
list of the things they want, if they
get 95% of what they want, they can
only remember the other 5%,” Presi-
dent Carter observed recently, chiding
liberal Democrats and labor support-
ers.

“I think it would he good for the
special Interest groups of all kinds—
to cooperate and express a partnership
in things that are accomplished for the
good, instead of concentrating on the
negative things that fail to ensure
their own very high expectations.”
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AND ALL OF US
ARE EVEN
SMARTER

National Macaroni Manufacturers Association

offers Weekly News Bulletin, Commodity Information, Technical Bulleting and Seminars,
National and Regional Meetings, Statistical Services. Use our staff as your own,

WHEN WE USE
EACH OTHER'S
TALENTS !

He%! ... ...

We want to apply for membership

: ’ Company.

Address__

City

7|p

Send to NMMA,

Box 336, Palatine, Illinois 60047

The Invisible Expense

from Burson-Marsteller Report

Most employees think of their eam-
Ings in terms of solary, They rarely
realize their income also includes
\ f ch)loyer-paid benefits, such as health

‘ and retirement plans, they would
otherwise have to provide for them-
selves.

The expenditures are quite sub-
stantial—so substantial, in fact, that
the phrase “fringe benefits” seems
completely out of place, Indeed, the
largest single asset of most employed
Americans is their equity in their re-
tirement plans,

Benefits of this kind are usually
taken for granted in our society. Yet
| if they were ever removed, the em-
ployee would suddenly recognize how
much they really mean. Indeed, it
might be an interesting exercise in
communications to fgure out how

f much an employee would have to lay
| out of his ur her own pocket if such
| benefits were suddenly terminated.

The point is this: Companies gen-
crally do a poor job of communicating
how much their benefit package reallv
adds up to in terms of dollars and
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cents. As a result, employees usually
have distorted views of their real
yearly earnings.

Companies that do try to communi-
cate this information usually make a
fatal mistake, They say: “Look how
much money we spend on you, over
and above your salary.” What they
should really say is: “This is non-
taxable income because it represents
expenditures you don’t have to make,”

What Jobs Cost

What does it cost a business or
employer to finance a single job?
According to a 1977 survey of Fortune
magazine, here are sums which rep-
resent the median amount of invest-
ment by business per employee:

Petroleum Refining $239,283
Mining, Crude Oil

Production 190,913
Chemicals 59,120
Metal Manufacturing 58,410
Motor Vehicles 32478
Metal Products 30,087
Appliances, Electronics 28,099
The median for

all industries 38,837

Labor Shorts

In a decision of major significance,
the 7th U.S. Circuit Court of Appeals
has ruled in Tumner Co., v. Marshall
that economic considerations are an
integral factor in determining whether
compliance with the Occupatimal
Safety and Health Administrat on's
noise standard s “feasible.”

The U.S. Department of Labo: has
proposed affirmative action goals ind
timetables for increasing the emj loy-
ment of women in construction jc 1s.

Sen, Hubert H. Humphrey (D-
Minn.) has accepted chairmanshi, of
“Americans for Justice on the Jol." 8
coalition of labor unions, mincrity
groups and individuals, The gioup
will lobby Congress for passage of the
union-backed “Labor Reform Act of
1977

A Bureau of Labor Statistics report
issued in September shows that union
membership declined by 767,000 dur-
inﬁ 1974-1976. Unions now represent
only 20.1% of the American workforce.
: ARONI JOURNAL
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THE AFTERMATH
OF A BOYCOTT

by

Richard L, Lesher
President

Chamber of Commerce
of the United States

In May, 1972, the Amal-
gamated Clothing Workers'
Union launched a consumer
boycott of the clothing—
principally men's slacks—
produced by the Farah Manufacturing Company of
El Paso, Texas. The boycott was prompily joined by
church groups and other kind-hearted citizens who
wanted to “help” the “downtrodden” wrrkers the
ACWU was trying to unionize,

The boycott achieved its immediate objective:
Farah capitulated in February, 1974, and accepted a
union. But, did anybody really benefit in the long run?
And, did any of the “kind-hearted"citizens who made
the boycott so effective bother to follow up the results
of their crusade? I doubt it,

I doubt it because the same crowd is now trying the
same kind of boycott against another Southern manu-
facturer, J. P. Stevens, This fact alone makes it worth-
while to review the aftermath of the Farah boycott,

First, what happened to the company? Farah at its
pre-boycott peak produced 12,000 dozen men's and
boys’ garments per day, Currently they are producing
3,500 dozen per day, which is a decline of 71%. In
other words, they have never recovered from the boy-
cott, even though they now have a union.

What happened to the workers? Before the boy-
cott, Farah employed 9,500 people at nine
vlants in the El Paso and San Antonio areas. Today,
hey employ 6,500 in three plants. So, three thousand
.obs disappeared, thanks to the boycott.

What happened to the union? Estimates vary, but
‘he union spent approximately $4.5 million on the
aycolt. As a result, it obtained 5,500 new members,
\t the mid-1974 dues level of $3 per member per
month, the ACWU (now known as the Amalgamated
*lothing and Textile Workers Union following a 1976
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merger of the ACWU and the TWU) would need 25
years to recoup the cost of acquiring these members,

Thc union expected to be able to organize other
cmployees in El Paso after a victory at Farah,
thus justifying the cost. They foresaw a potential of
56-60,000 new members, It didn't happen. So far—
over three years after the settlement—only one-tenth
of El Paso is unionized.

And when a settlement was finally reached between
Willie Farah and the union, the union netted only
twenty cents an hour more, spread over a three-year
period, than would have been required anyway by the
1974 minimum wage increase, That is, the union won
a three-year increase of cighty cents an hour, sixty
cents an hour of which was mandated by the higher
minimum wage law,

To those who struck for 22 months, the twenty
cents gained by the union must seem like small com-
pensation, To the 2,000 who lost theit jobs during the
boycott, and the additional 1,000 who have lost jobs
because of the lingering aftereflects, the boycott can't
seem like any help at all.

And what can the union do now? Farah is obviously
not as well off as it once was, The company probably
could not afford cither another strike or a major in-
creasc in wage costs,

Meanwhile, Farah's competition has gained the
business Farah lost—not because of anything they
did or did not do, but simply because of the boycott.
Thus, competition is reduced in the menswear indus-
try, and the consumer has less choice of style, quality
and price.

I hope the good people who are thinking of joining
the Stevens boycott—or any other boycott—will read
this and think long and hard about the possible conse-
quences of their acts,

Our conscience can drive us to do wonderful things,
but only when that conscience is properly informed.

The Ailing Social
Security System

reach $5.6 billion this year and $6.9 Flying Freebies
billion in 1978. Inflation and unem-

“We have a continuing double and

{Fearuany, 1978 -

_ The Social Security System needs an
usion of new funds to surmount
Wajor problems. In 1975 and 1876 the
"stem paid out $4.8 billion more thaa
ttook in from payroll taxes from em-
rs, employees and the self-em-

. These deficits are expected to

ployraent were among factors respon-
sible for the problems. The low birth
rate is another. The experts predict
that by the middle of the 21st century
there will be more than 50 retirees
collecting benefits for each 10 workers
paying social security taxes.

triple standard in this country,” says
Dr. Richard L. Lesher, president of
the Chamber of Commerce of the
United States. “Bert Lance was using
a private bank plane for his business,
while Congressmen can fly an Air
Force plane around the world.




More Women Work

Women keep streaming into the
labor force. In 1976, the number of
women working or looking for work
increased three times as fast as the
number of men. And that was no
fluke. The number of women in the
labor force has risen three times as
fast as the number of men for the
past 20 years, and will probably rise
about twice as fast in the next decade,
This rapid growth in the number of
women workers has surprised even the
experts, Official projections of female
labor force growth are sometimes out
of date even before they're published.
There are now nearly 40 million
women in the labor force, twice the
number 20 years ago. Of course, a
slowdown must come eventually. If
the growth of the female labor force
continued at its present pace, prac-
tically all women would be working
or looking for work by the end of
the century,

Being in the labor force isn't the
same thing as having a job, and hav-
ing a job isn't the same ns working
full-time, all year long. In general,
women have historically had higher
unemployment rates than men, This
may partly reflect discrimination, but
largely stems from the nature of
women’s participation in the labor
force. Women tend to move in and out
of jobs and in and out of the labor
force more frequently than men, and
periods of unemployment often ac-
company these moves. However, full-
time work is becoming more common
among women and, over the next 15
years or 50, women in the prime work-
ing ages of 25-34 wil be a very fast-
growing segment of the labor force.
Since these workers have a lower un-
employment rate on average than
younger or older women, the overall
female unemployment rate will prob-
ably move closer to that for men.

Onward and Upward

The number of people in the labor
force depends on two factors: the size
of the population and the participation
rate—that is, the percent of the pop-
ulation that is working or looking for
work. As might be expected, female
participation rates vary widely de-
peuding on age, marital status, and
presence of children. Altogether, 47%
of all women aged 16 and older were
in the labor force in 1976, up from

43% in 1070, By contrast, the male
participation rate dropped from 80%
to 78% over the same period.

In general, younger women are
more likely to be working or looking
for work than their mothers—or
grandmothers—were at the same age,
Nearly two thirds of women aged 20-
24 were in the labor force last year,
the highest participation rate of any
age group. Previously, the highest
rate was for women aged 18-10, The
shift reflects such factors as more
years spent in school and later mar-
riages and childbirth, as well as ex-
panding job opportunities, The group
whose participation rate has been
rising the fastest, however, is women
aged 25-34, It has gone up from 38%
in 1865 to 45% in 1970 to 57% last
year, This escalation, combined with
a sizable population increase, has re-
sulted in a 60% rise since 1970 in the
actual number of women 25-34 in the
labor force.

Attitudes Changing

As might be expected, married
women are less likely to work than
those who are divorced or those who
have never been married. But eco-
nomlic pressures and changing social
attitudes are narrowing the difference.
In 1850, only one quarter of married
women were in the labor force, com-
pared with half the women who had
never been married. By March 1977,
when the most recent survey was
taken by the Bureau of Labor Statis-
tics, the participation rate of married
women had nearly doubled, while the
rate of single women had risen to
about 60%, Divorced women's partici-
nation has always been the highest,
largely because they bear more re-
sponsibility for supporting themselves
and their families,

Labor force participation of married
women continues to be strongly in-
fluenced by their education, their
hushand’s income, and the presence
of children. Wives with college de-
grees are more likely to be in the
labor force than wives with less edu-
cation, regardless of their husband's
income or how many children they
have. About two thirds of college-
educated wives with no children
under 18 are in the labor force. But
regardless of education, participation
of married women drops markedly
when their husband’s income tops
$25,000 a year.

Small Children

Small children make a big «:fler.
ence in a woman's ability to wor} out.
side the home. But economic nec. ssity
also plays u role. Only two fifths of
wives with children under siv are
currently in the lnbor force, compared
with two thirds of divorced v.omen
with young children. But the partici.

ation rate of wives with preschool
children has been shooting up, particu.
larly in recent years. The reasons for
this dramatic change are varied: there
is no longer a social stigmn attached
to mothers working; many families
need the second income; day-care
centers have become more numerous.
In addition, a tax credit of up to $400
for one child (3800 for two or more)
can now be taken for child-car® ex-
penses—regardless of family income,
and even if the child-care payments
are made to a grandmother or other
relative,

Not surprisingly, the presence of
small children increases unemploy-
ment rates, The unemployment rate
of wives with children under six Is
double that of wives with high-school
aged children. The differential stems
largely from the need of mothers to
fit work around young children, which
limits their choice of employment.
Only a quarter of wives with children
under six who worked in 1978 did so
at a full-time job for the entire year;
the rest worked part-time or full-time
for only part of the year.

Stereotype Gone

The rapid increase in women'’s ' 1bor
force participation means that the
stereotypical American familv—a
working husband, nonworking vife,
and two children—isn't typical any
more, Of the 57 milion U.S, famil: s in
1976, only about 3 million fit this 1 old.
Mare than 13 out of every 100 am-
ilies are now headed by womer: and
another three are headed by men with
no wife present. In nearly half of the

remaining husband-wife families, hoth §

husband and wife eamed mon¢v in
1976,

Minimum Wage

Congress has passed a new mink
mum wage bill calling for an increast
in three steps: $2.30 to $2.65 on Jan. L
1078; $2.85 on Jan. 1, 1979; and $3.05
on Jan. 1, 1880,
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It's a situation that's hard to avoid when your praduct has to
travel long distances from the mill. Even with today's
highly-computerized movement of railroad cars around the country
it's virtually impossible to prevent widely-varying delivery times
and the resulting stackup of cars waiting to be unloaded.

Stacked up cars, Demurrage charges. Profit eaters. But if you're
in Seaboard’s Super Semolina Service Zone—the New York/
New Jersey, Boston or New Orleans Metro Areas—you can get
bulk truck-delivered freshly-milled No. 1 Semolina

in a few short hours. And cut down those demurrage charges.
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LET'S TALK ABOUT YOUR SEMOLINA REQUIREMENTS.
Seaboard...the modern miliing people.

Seaboard Allied Milling
Corporation

P. O. Box 19148, Kansas City, Mo.
818 561-9200




Stunt work demands the strength of a
finely tuned athlete — the coordination of a
ballet dancer — the nerve of a tightrope
walker — the energy of a child. When the
trew breaks for lunch he may find himsell
ina deserted ghost town or barricaded

on the 17th floor of a building. Rarely.

il ever, is he working near a restaurant.
Ile’s learned that the surest way Lo

prov e himselfl with the energy he

requ es. is to bring it with him. lle likes
mac. oni—always has. Aside from tasting
woc he needs the energy it supplics and
lke: he versatile ways it can be prepared.

Hes 2

Breadwinner

He's probably unaware that his favorite
brand of pasta starts at the ADM Milling
Company. ADM begins with fine durum,
milled into golden semolina. The quality
pasta blends are then delivered. clean and
consistent. to the pasta manufacturer.

At ADM, we don’t mind if this stunt
man doesn’t know about our contribution
1o his favorite food. After all. we don't
know that much about stunt werk. What
we do have in common, is the pride we
take in the work we do. From the milling
center —to the pasta manufacturer — (o
the consumer.

Breadwinners supplying Breadwinners since 1902.

ADM WVIILLING ©(0),

1530 West 109th Street, Shawnee Mission. Kansas 66211 # (913) 3851-7100

Baker's shortening, corn sweeteners, soy protein for the baking industry.




Relatives on the Payroll

Robert E. Levinson, President of
Steelcraft Manufacturing Co., wrote
recently for Nation's Business. His
family firm was acquired by American
Standard, Inc.

Companies that are family-owned
and family-operated, as most U.S,
companies are, have certain advan-
tages over publicly held firms.

They have greater policymaking
flexibility and less red tape,

But some family-run companies de-
velop special problems because rela-
tives wind up in management roles,
Even a solidly based family enterprise
may find itself in a hole if it fails to
handle these problems wisely.

Uncle George

Example 1—Uncle George ran the
personnel department. Much loved by
the family, he was little loved by non-
family members in the business, be-
cause he was underqualified and over-
paid, and everyone knew it.

His nephew, the president, avoided
the problem until one day Uncle
George hired a production manager
who was even less qualified than he.
Then there was a real mess.

After it was squared away the prob-
lem then was what to do with Uncle
George. You can love him, cherish
him, even help him out financlally if
he needs it, But, if he must be in the
business, put him where he will do a
minimum of damage and where he
will not be responsible for important
decisions.

A family enterprise is like any other
kind of business. To succeed, it must
be run by qualified, experienced, well-
trained individuals.

Son-in-law Tommy

Example 2—Tommy was sharp, am-
bitious, and a graduate of a good busi-
ness school. When Ruthie married
Tommy, the family beamed with de-
light, and when his father-in-law, the
president, offered Tommy the vice
presidency after a one-year appren-
ticeship, it was not true that he had
not gotten a job he didn't deserve. He
had worked hard, and he was com-
petent.

The problem? Disgruntlement in
the rnnEs. Too many gcaple in the
organization got the idea that “the
only way to get ahead in this outfit is
to marry into the family.”
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Care must always be taken in pro-
moting family members. In this case,
management should have tried for
two objectives, One was to get the
message across that son-in-law or not,
Tommy was good for the firm.

At the same time, management
should have made it clear that you did
not have to be a relative to get ahead
in the company. It is impotant to de-
sign an attractive management devel-
opment and advancement program
that includes nonfamily members as
well as those in the family.

Cousin John

Example 8- Cousin John had run a
small hardware store that he sold out
at a profit. Then he was brought into
a family business with 250 employees.
To John, business was business, and
he had unshakable convictions about
how a business should operate. After
he screwed things up, two principles
were apparent.

The first reality was that running a
small enterprise like a hardware store
and heading vp a large, depart-
mentalized operation, is like moving
from sandlot Dbaselall into major
league competition, It takes a differ-
ent kind of training and experience
and a different philosophy,

The second reality is that the day
is past when an execulive can run
roughshod over his people and expect
them to submit meekly. In most pub-
licly operated companies, checks and
balances are set up to make it difficult
for one person, even the president, to
take arbitrary actions that run against
the consensus or are detrimental to
the company. The family-held com-
pany must guard against dictatorial
conduct, too.

Wife Dorothy

Example 4—This is the story of a
man who has two principal assets: his
family-owned business and his loving
wife, Dorothy, Unfortunately, the
assets are in strong conflict with each
other,

Dorothy read someplace that a
smart wife takes an interest in her
husband’s business, But she takes too
much of an interest, She plays back-
seat driver from the living room sofa,
dispensing advice which is too often
adversely influencing her husband's
business judgment.

Unless your wife plays an active
day-to-day role in the business, it is

not likely that she will possess -uff.
cient savvy to offer anything but
superficial opinions. Using your wife
as a sounding board—and many wives
enjoy this function—is a different
matter entirely, It is often helpful to
talk problems out with your wife, sort
ing alternatives, clarifying issues,
welghing various factors,

But trouble tends to erupt when the
wife starts sounding back, because she
seldom has the solid experience
needed to deal with the problem,
What if the wife is actually part of
the business? This will create no spe-
cial problems, provided that she is
treated like any other employece or
manager,

Nephew Bob

Example 5—Nephew Bob was a
dropout. He has tried his hand at five
different jobs and has been fired from
each. “What Bob needs most,” his
father confided, “is responsibility, a
challenge, a sense of importance, Then
watch him take off.”

His uncle hired him in the receiving
department, but he is still a washout.
Bol{) is lazy, spoiled, unmotivated, and
not too brainy in the bargain. He has
found a home in the family-owned
business. He has a title, a respectable
salary, and status he could not other-
wise achieve, but he has not heen
carrying his !oad, and as a conse-
quence, it is deteriorating morale, not
only in his small operation, but else-
where in the company, too,

In business, there can be no suc ess-
ful compromise with capability and
conscientiousness, If nephew DBob
can’t make it in the job marke! he
will flop in the family business as ell

Conclusions

Mr. Levinson concludss: “In my
experience the best way to en-urt
rational, pragmatic, profit-dire.ted
decision-making is to recruit out-
siders —management  consultunts,
lawvers, accountants, industry spe-
cialists—to play an active role in the
business,

“It is particularly important to clect
to the board of directors knowledge-
able men or women who are not per
sonal friends, who will speak their
minds openly. Only then the road wil
be paved for objectivity required for
successful administration of the busi-
ness,”
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In a 1973 survey of the entire
pasta indusiry by an indopen-

dent research firm, 87% of
HE FUTURE respondents stated that a

combination of microwave and
convantional drying Is “the
method of the fulure.”

Three-singe dryer, B' x 27'

TODAY’S DRYER

H o e The microwave dryer Is standard 24 hour/7 day
The plonebi Il'lg IS OVBI’! equipment for any size macaroni or noodie plant

Up to 4 times the production in the same feet of floor space (a bargain in
itself with construction costs in the $20 sq. it. range).

Reduces infestation up to 89.99%. Kills: bacteria, Salmonella, E. Coli,
Coli'orms, mold, yeast, weavils and eggs.

Mos! easily sanitized dryer. Hose it down or steam it clean,

Makes a richer looking product; no blanching,

Encrgy savings reporied: 52% less BTU's, 6% less KW's,

Lov.est downtime. “We keep an accurale record of all downtime and
exprass |t as a percentage of ime down to time scheduled. Microdry leads
our list at less than 2%" — Pit. Mgr., leading mid-west operation.

“Al luture equipment will be Microdry" — Tech, Dir,, large pasta plant.

New! Diewasher by Micro-
dry. More compact; 2000
PA.L water nozzle pressures,

Feanuary, 1978

Compared wilh convenlional dryer
Units In these Ibs./hr. Capacities: 1500, 2500,
3,000 and 4,000,
Operating today at: Golden Grain, San Leandro
(2 units); Golden Graln, Chicago (2 units);
D'Amico, Chicago; Catelli, Montreal; Gooch, Lin-
coln; O. B., Ft. Worth; Lipton, Toronto (2 units);
Gllster Mary Lee, Chester, lil.
Completely fabricated and assembled In our
plant. All stainless steel construction. Com-
plete microwave and process control in-
strumentation systems with the unit — no
extras to buy. Personnel generally can lsarn
operation in one day. Continulng consultation
privileges with Microdry.

3111 Fostorla Way, San Ramon, CA 84583
415/837-8108




lntroding the ultimz conveying equipment.

SIMPLEX
“Pas-taword”

People all over the industey are tadking about 11, They jess the
word about the Meyver Simplex “Pis-ta Word™ system, the newest
innovation in long goods conveving equipment.

The new “Pis-ta Word™ system reaffivms the Meyer Simples
reputation for dependability. For more than 30 veis, Mever
Machine Company his produced quality equipment — desigmoed and
engineered to return the greatest possible dividends in ceonomy: of
operation, efficiency, gentle iindling, sanitation, low mainteninee,
aned a long profitable life,

Redhuee your long goods production eosts, The Meyer Simplex
“Pasta Word™ conveving equipment can be desigmesd tameet vour
specifie handhing needs. Send the coupon today, or eall our
engineering consultants= at 12736 1511 From euttor o uekiging
michine, Mever means profit tor vou.

MEYER

Machine Company

Specialists in Material Handling Systems

YES Pl scnd e roope ntornaton bt Mevier impaen T ta Wanld
UL T Ui prtent

Nanne

Meyer Machine Company
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CLASSIFIED
ADVERTISING RATES

Want Ads oo ... 31,00 per line

Minimum $3.00

QUALITY PASTA PRODUCER
win fecture and p ge to your spech-
fications noodles and mecaroni under your
label, Excellent locati
sccess to ol mejor Midwest markets. Fure
ther details by writing Box 336, Macaroni
Journal, Palatine, IL 80067,

KLUSKI NOODLES

Manufactured and packeged to your specifi-
cations, Bulk to 350 lbs., poly or callo bags
8-12-16 ox. Modern plant nesr sll mejor
Midwest morkets, Lot our expertise np‘m‘
old and open new kets for your p ct
line, Reply to Box 336 in care of this mege-
xine,

FOR SALE—Used macaroni uulruum on
the West Coast, Write Macaroni Journel,
Box 336, Palatine, IL 60047,

Foremost Foods Company
Announces New President

Foremost - McKesson. Inc. an-
nounced the appointment of Norbert
W, Markus Jr., as president, Foremost
Foods Company, and vice president,
Foremost-McKesson, Inc., effective as
of January 1, 1878,

Markus, who is 52, was vice presi-
dent, group executive, and director of
Scott Paper Company, Philadelphia,
Pennsylvania. In this capacity he
headed up Scott’s packaged products
division. His new executive respon-
sibilities will include all of the domes-
tic divisions of Foremost Foods Com-
pany and the C.F. Mueller Company
acquired by Foremost-McKesson in
1976, He will report to Thomas E.
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Drohan, president of Foremost-Me-
Kesson.

Markus is a native of St. Paul, Min-
nesota, and a graduate of Princeton
University.

Foremost Foods Company is a
major operating unit of Foremost-
McKesson, Inc.

Franco-American Offer

A “Wizard of O's" bowl is being
offered in a winter promotion featur-
ing Franco-American “O's" products,

The exclusively designed, double-
wall insulated plastic bowl has a 16-
ounce capacity, is shock and stain-
resistant and dishwater safe. It is
being offered on specially-marked
“Franco-American” product labels,
tear-off pads and point-of-sale mate-
rials for 51.00 and two labels from any
“SpaghettiOs,”  “Spaghettils” with
Little Meatballs, “SpaghettiOs” with
Sliced Franks or Beef Raviolios, Con-
sumers may order as many bowls as
they wish, The offer expires December
31, 1978,

Advertising support includes an
R. 0. P. newspaper advertisement
with a 7¢ coupon toward the purchase
of one can of “SpaghettiOs” or “Spa-
ghettiOs" with Little Meatballs and a
second coupon worth 7¢ toward the
purchase of one can of any size
“Franco-American” Spaghetti,

Creamette Advertising

“Creamettes Macaroni Mediter-
ranean” is featured in a digest-size,
four-color ad in January 8 Family
Circle, showing consumers “how to
turn leftover ti[cken or turkey into
an elegant dish.”

The recipe, ideal for holiday follow-
up, for serving company, or for some-
timg special the whole family will
love, mokes use of dairy products,
canned and fresh vegetables, soups,
meats, and condiments. It illustrates

e e

the fact that for every $1.00 sa's of
Creamettes Macaronl, grocers ca:: ex.'
pect over $8.00 in related-item & \les,
Tie-in stock cards, shelf talkers and
grocer ad slicks are available from The'
Creamette Company, Minneapoli:.

! -
've be together f

We’ve been going together for
nearly 50 years.
Pride Is Skinner Theme ' [EEEERIUINENEE AL e TS G ot el
Skinner's three new 34 page, full } ‘ i ‘ o "

color advertisements “If You Take S B e Rl i A : iy o
Pride In Your Pastn, Then Skinner's Uit '
The Pasta For You,” will be run in’
Family Circle, Southern Living, and’
Good Housekeeping magazines from’
November through April. TV Guide s
also used. ;
Television spots of 30 seconds use:
realistic family settings emphasizing
the Skinner ‘?unlily standard '
family-operated business theme, The
spots are booked in a variety of mar.’
kets in daytime, fringe and prime time_
with programs reaching the high con.
suming audience of women 1849, -
Spanish radio is also used in appro-
priate regions, 3

Trade advertising is scheduled i’
Chain Store Age and Supermarketing, |

preate Boea Bevpilaay s Yoo
Ve IDEVIIN e foagt Roggter e M
Aol

o brorm e

v e

copebrere e gl

A s tart

Diamond International Corporation
Packaging Products Division

M

Frozen Shells

Stuffed Shells with Sauce and!
Cheese Topping is being added to the
heat-and-serve frozen entree linc of
Buitoni Foods Corp., Dept. PG, 5.
Hackensack, N.J. 07606. The product
joins a line of frozen dishes guaran-
teed by the company “not to contain
any artificial flavorings or colorings of
any kind." It is the 150th product
currently in production by Buitori.

New Flant for Catelli

Catelli Ltd., Montreal, food procass-
ing unit of John Labatt Ltd., Lonon,
Ontario, has announced plans to 1..:ild
a new $5.2 million plant at St. 1iya-
cinthe, Quebec, about 50 miles ea-: of
Montreal,

The 88,000 sq ft facility will repice
an outmoded plant, New plant will
have an estimated capacity of 38 il-
lion lbs a year of marinated fouds, B
jams and syrups when completed in
1978.

NMI Advertising

National Macaroni Institute has
been carrying monthly ‘ads in Super
Market New: urging grocers to push
pasta, R <8
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Multifoods natural goodness is always in sood

INTERNATIONAL
@ MULTIFOODS.

INDUSTRIAL FOODS DIVISION
A




