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IT IS NEVER TOO LATE TO FALL IN LOVE WITH THE CONSUMER

Remarks by Robert S. Marker, Chairman of the Executive Commites,

Needham, Harper & Steers, Inc. at the Winter Meeting

A ounmltit;ﬁ psychologist views
ta products as suggestin
family fun and conviviality. There is,
he says, “a relaxed and soclable mood

generated by a spaghetti meal.”

S0 it is no surprise to find your
convention convivial, relaxed and so-
ciable. And I'm delighted to be with
you,

Whether you're here at the Diplo-
mat alone or with your spouse, I
want to persuade you to fall in love
with someone else while you're here.

I want you to start a new, passion-
ate love affair with the consumer.

If you're currently entrap in
the wrong kind and amount of trade
promotions, I want you to break off
some of that addictive and costly
fooling around.

I want you to consider a serious
romance with the consumer,

The aphrodisiac 1 offer is advertis-
ing.

As with any romantic come-on,
there are obvious resistances:

“Advertising is very expensive,”
you can say, And you wonld be right,

Newspaper space cost for a 1,000
live ad is up 85% from 1067, Tele-
vision cost for a 30-second commercial
Is up 135%; Magazine average page
is up 30%.

But the jolting expenses of adver-
tising are not space and time rates
only; it's the inadequate and unim-
aginative uses of that space and time,

Or, you can say, “I have no real,
competitive difference to advertise,”
Maybe you don't in your product it-
self. Neither does Coca-Cola, Neither
does Ore Ida Potatoes.

Advertising  can  communicate
brand personalities as well as brand
claims. And the total advertising of a
product category, such as yours,
creates the personality of the product;
a personality you can all share,

Or, you could rebut, “the trade is
where it's at. Trade promotions take
all the cffort I can afford.”

Well, no business with a good prod-
uct has ever had any trouble giving
it away to the trade,

And while you would expect this
prejudice from an advertisin- =+

Robert 5. Morker

the brands that enjoy long und strong
consumer franchises have always,
without exception in my experience,
managed to keep a prudent balance
between trade push and consumer
ull,

? But if you've got trade push under
control, you could be discouraged
from consumer pull by looking at your
category'’s growth figures, as Phil
Connolly reviewed them for you.

With your category up only 1%,
you could take rm[iwem at all if you
chose to,

I'm suggesting you'd have more to
take heart over if your industry more
aggressively pursued the consumer, , ,
for it Is the total impact of a product
category’s advertising that builds the
category,

In just about every case where you
sce a healthy, growing consumer
product business, you see a love affair
going on between the marketer and
the consumer.

Four Conditions

There are four conditions in suc-
cessful love affairs worth noting as 1
try to interest you in a marketing
romance,
1. Two people’s needs and desires

meet,
2. One partner must pursue the other,
8. Each partner must interest and

excite the other.

4, If managed with lov!g care, the
romance will bring much happiness
to both,

Needs and Desires Meet

Let's take the first condition: “two
people’s needs and desires meet.”

You, the marketer, need sales and
profits; the consumers need approval
and ego satisfaction for their abilities
at meal preparation, Both rational
approval—such as economy and
nutrition; and emotional satisfaction
such as pride and a sense of self-worth
as the nne charged with shopping and
meal pre{xamtlon.

Psychologists tell us—There is a
“motor excitement” in eating spa-
ghetti, an art to prepare, an art to
enjoy.

One problem to overcome, they say,
is spaghetti’s “shirtsleeve™ imagery,
Outside the family circle it is per-
ceived as indelicate and common-
place,

Pasta products, overall, are per-
ceived, too, by many as “fattening.”

Advertising, with sometimes fascin.
ating precision, can change consumer

l,e()u.l- client, McDonald's not only
had to huild its own brand, but they
and other fast food companics had to
overcome the homemaker's guilt feel-
ings about eating out or going out for
low cost main meals, :

Look what's happened in that in-
dustry,

Sales Advertising
1970 $ 4,000,000,000 $ 48,130,000
1976 $13,622,750,000 $226,760,000
CHANGE: +196% +370%

Sales have gone from 4% billion in
1970 to 13% in 1976, a 196% increase,
Look how advertising played its
role—from 848 million in 1870 to
$226 million in 1976—a 370% increase,
Pursuit
The second condition worth your
attention is that one partner must
pursue the other.
All of that philosophy about the
world beating a path to your door to
et your better housctrap is false
Lgheory if the world doesn’t know about
your mousetrap,
(Contlnued on page 8)
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Love Affair

(Continued from page 4)

Word of mouth advertising is valu-
able but not always managenble as
Hershey Chocolaté finally concluded
+ . . and as Coors Beer fs now finding
out,

My assnciate, Gene Mahany, wiil
be telling you how brand advertising
is strategic and long-term, and how
consumer promotions are tactical and
short-term, ;

To stay with my analogy, promo-
tion gets you a one-night stand; ad-
vertising builds you a long romance,
Both an: pleasant experiences, but
both require you, the marketer, to be
a pursuing suitor.

Look what the cereal industry did.
Startingy Fack in the 1930's they set
out in pussuit of the American break-
fast and got it,

Sales Advertislag

$ 702,300,000 $ 97,900,000

1976 $1,500,000,000 $149,200,0(0
CHANGI: +110% +60%

Even in the last ten years, sales are
up 110%, Advertising weight up 60%.
Today, amidst nutritional controver-
sles and regulatory pressures, this in-
dustry chases consumer affection at
peak levels,

Jnterest and Excitement

Condition number three: Each

partiier must interest and excite the
other.
The most expensive advertising is
dull advertising, Consumers can't act
on udvertising they can't recall any-
more than a man can date a girl he
can't remember,

Creative advertising is like a crea-
tive woman, Famillar elements are
p;:t together in fresh, new relation-
ships.

t requires provocative ideas to
breek through !Ke jungle of noise and
clutter in today's media thrust at our
soclety.

If you stayed in your room here
tonight, a foolish thought, between
7:00 pm. and 11:00 pm. on WTV],
Miami, you will be wood by 48 com-
mercial announcements,

The current issue of Good House-
keeping has 212 advertisements; 44%
for food products.

Yet big, bright, believable ideas do
break through.

Look at the yogurt business with
me for a mement,

Sales Advertising

1967 $ 27,000,000 $ 1,000,000
1976 $6,000,000,000 $15,000,000
CHANGE: +1040% +1500%

In 1967 sales were $27 million;
today $6 billion—a 1,040% increase.

Most brands in this category were
started on a regional basis by small
companies,

Thelr advertising budgets, which
must have choked these people with
their dairy products background, went
from ane to 15 million in this period.

There is credibility in the Dannon
commercial. Over-promise and over-
statement derails more advertising
than many marketers realize. When
brand A at 8:01 p.m. claims total
superiority, and brand B claims the
same at 8:31 p.m. viewers can't cope
with the contradiction. They reject
both and ultimately grow skept!:ul of
all claims and devcﬁop an uncanny
ul}lllly not to see or listen or read at
all

So, like the lover in pursuit of the
ogoposile sex, boasting excessively
about his character, promising jewels
he uiever delivers, knocking his rivals
beyond good taste—all with mon-
otonous cliches, the marketer who
cannot establish his credibility will
never be successful as wooer of the
consumer,

Happiness

Fourthly, if managed with loving
care, the romance will bring happiness
to both.

One of the most serfous problems
of advertising management is that
many people managing advertising
don't know how to manage advertis.
ing people.

The creative requirements of effec-
tive advertising in today’s blurred and
cluttered mar eq;:a'.\e. require crea-
tive talents of higher levels than
Lusiness has ever faced.

Yet the skills they hunger for, the
working environment that most Pro-
ductive, the abstracting and synthe-
sizing abilitics so badly needed—are
all quite foreign to many people in
brand management.

The wine industry has done a lot of
things well in growing their business
in the past ten years. One wine com-
pany I worked with at another agency
got more than their share of this
growth by managing their advertising
with loving care. -

They got a good agency and treated
it as a marketing partner,

They invested wisely in strategic
research,

They agreed on strategy before re.
quiring creative work to be started,

They didn't let junior executive:
have the right to say no without the
right to say yes,

They believed advertising was an
investment in a consumer franchise,
not a short-term expense to impress
the trade.

Locok at the figures for this industry,

Sales Advertising

1967 $293,000,000  $19,200,000
1976 $376,000,000 $64,300,000
CHANGE: +30% 4235%

Domestic wine particularly, A 30%
growth with 235% increase in adver-
tising.

That's the kind of advertising the
United Vintners division of Heublein
runs for its Inglenook brand . , . up-
scale positioning, romantic and emo-
tional appeals delicately executed;
warm, human and credible claims.

Summary

So when you leave all this theory,
sunshine, golf, tennis and good food
to return to your busy, pressurized
offices, remember consumers and con-
sider an affair with them.

Meet their needs througl advertis-
ing; your products offer them much.

Pursue them with passion, grace,
good taste and credibility.

Excite them, interest them and they
will see your brand and your product
category in new perspectives.

And manage the aphodisiac—ad-
vertising—with care, discipline and a
uew sensitivity to the creative process

and those straup'e but indispensable §

advertising people who can not only
assure you it is not too late to fall in
love, but who can also help you iden-
tify, reach and persuade your beloved
consumer.

Ham and Creamettes

Tender Chunk Ham and Cream-
ettes macaroni are being pushed as
“two preat products you shouldn’t be
without” in a full-color horizontal
spread ad. The mouth-watering tie-in
ad features two recipes that use both
products: Ham-Macaroni Salad and
Tender Chunk Ham Casserole. The
ad agency is Batten, Barton, Durstine
& Osbormn in Minneapolis,
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You'll receive raves about your product
If you start with the best quality durum
products. And the best fan mail of all
will be yours . . . repeat orders. People
today are discriminating, they want
quality first of all. That's what you give

them when you start with Durakota No. 1

Semolina, Perfecto Durum Granular or
Excello Fancy Durum Patent Flour, The
durum people know. They have quality

control.

the durum peopie

R Y 9% W |

NORTH DAKOTA MILL

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




Rar R e
[,

ot T o

;
g
';
;
:
E
;
:
i
;
f

LS
4« SReasons
- whyitpaysto

DEAL with !
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Manufacturers of:

Long Goods Continuous Lines Direct Canning Machines

Noodle Lines . Die Washers

Short Cut Lines Laboratory and Pilot Extruders
Extruders Sheet Formers and Noodle Cutters
Drying Rooms Completely Automatic Ravioli Machines
Pre-Mixers Conveyors and Shakers :
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DeFrancisci Machine Corp.
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CREATIVE MERCHANDISING

by Eugene 5. Mahany, Senior Vice President,
Needham, Harper & Steers Advertising, Inc.

Good moming, ladies and gentle-
men, I've been asked to talk about
creative merchandising. Merchandis-
ing or promotion in your industry has
been long on trade promotion, and a
bit short on consumer equity via ad-
vertising and consumer p:omotion in
the past, I believe. Incidentally, that's
not just my opinion, but a composite
when I discussed the general subject
of pasta merchandising with a recent
meeting of the Needham, Harper &
Steers Buying Committee—a rotating
panel of @ top supermai et executives
from coast to coast who meet with us
several times a year to discuss gen.
eral and specific merchandising mat-
ters.

So they said, in essence, your in-
dustry seems to believe more in trade
push than in consumer pull, and, of
course, you need both to do a bal-
anced merchandising job, They also
sald pasta is a good consumer value,
and they feel the line is promotion-
ally responsive, but with 8,000 items
to worry about, they need to be re-
minded of creative ways to promote
pasta. You can't beat private label on
price, so you must have consumer
equity, something other than just
price. You get consumer equity, as
Bob Marker sald, via consumer ad-
vertising, and also consumer pro-
motion, and the latter is what T would
like to address today. I would submit
that you can get additional merchan-
dising leverage by diverting a por-
tion of your trade dollars into creative
and strategic consumer promotions.

Advertising Differences
First let’s look at the basic differ-

ence between brand-sell advertising
and promotional advertising.

Brand sell advertising is strategic
and long-term—builds long-term
consumer franchise.

Too much of latter, too little of
former spells trouble. However,
judiclous use of promotion in the
mix, can serve ns “tie-breaker” to
generate short-term sales, Imagina-

12

at the Winter Meeting

Eugone &, Mabony

tive promotion can stimulate con-
sumer, trade and sales force,

Brand sell is cumulative, builds
equity; promotion is individual,
buys immediate movement.

Cumulative Effect

The effect of advertising is cumu-
lative, The effect of promotion is in-
dividual. If continuity exists, last
year's advertising makes this year's
more effective. Last vear's Yrumotlnn
plan helps this year’s, only to the
extent that ineffective events have
been eliminated, They should be re-
placed by better targeted efforts and
successful events that have been re-
fined for greater efficlency.

Advertising buys equity, Promation
buys immediate movement. A con-
sumer convinced to Furchaso solely
by advertising is likely to become a
repeat user as long as the product is
good, A consumer convinzed to pur-
chase solely by promotion is unlIEely
to become a repeat user unless the
product demonstrates o very clear
superiority.

When advertising and promotion
work together, a broad market seg-
ment is continually informed of the
product’s attributes and periodically
given a speclal incentive to buy. This
results in a higher continuing level of

business than could be achieved
through either alone,

There are some basic reasons why |
consumer promotion is readily ac-
cepted by the consumer these days.
Astute observers of the contemporary
marketing scene have pointed out the |
e-istence of the “it's fun to be frugal”
rhcnomenon where consumers de-
ight in beating the systein by saving
in small ways &mugh consumer pro-
motion. I've seen ladies in designer |
clothes, driving Cadillacs recently in
Chicago pumping thelr own gasoline §
to save a few cents a gallon,

Some of the work Starch has done
cn ad readership has shown that ads
containing a consumer promotion
offer will attract and hold mor rcad-
ers than a straight brand-sell print ad,
no doubt, reflecting a thrift urge in
the consumer,

Consumer Promotio.s Weapon

Consumer promotion is also u
weapon for the ndvertised brand in
its relentless fight against private
label. Private label generally sells on §
price alone with a strong retailer [§
push, but little in the way of TV ad-
vertising or consumer promotion. A
premium, coupon or sweepstakes or
an advertised brand gives it a tem:
porary ndded reason to buy vs. pri- §
vate label. In the price-value equa- [
tion, & consumer promotion gives ar §
added appeal to an advertised branc
while it is in effect.

Supermarkets more “promotional,’ §
Everyday off-the-shelf husines: §
down; advertised features % tota)
up. Consumer promotion gives
brand added reason to get adver- |
tised features,

The retailing climate is highly com-
petitive from store to store these days,
and inside the store it's competitive
for share of slelf and share of display
(not to mentior, consumer share of
mind.) In a recent the Sales
VP of Star Markets in Boston, said,
“Two years ago, 8 to 10 percent of

rocery tonnage was in advertised
eatures, while today it has doubled to

(Continued on page 14)
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Creative Merchandising
(Continued from page 12)

more like 15 to 20 percent.” He made
the point that the everyday off-the-
shelf movement has significantly de-
clined, and more of the business is
g}ﬂn to the advertised features on

splay, The consumer is being
trained to cherry pick the specials in a
promotion-intensive environment, 1If
this is the wave of the futu~, then I
would cite that consumer p:omotion
events (In addition to trade allow-
ances, I'm quick to add) will help to
piovide an added reason to ask for
and get those supplemental displays
and advertised retail features.

Promotion Definition

First, lel’s dn an A is for apple defi-
nition of promotfon,

Promotion
A specific stimulant offered to cause
a specific action on the part of the
recipient—either the trade or the
consumer.

Examples of promotion action de-
sired; :

Consumer; trial, repeat, load pantry
Trade: new distribution, inventory
adjustment, pricing, merchandising

Promotion universe divided into 8
broad, basle categories:

1, Consumer-oriented — immedi-
ate value
¢-off, in/on pack premiums, cou-
pons.

. Consumer - orfented — delayed
value
mail-in premiums, refunds,
sweepstakes,

3. Trade-oriented.

Primary impact of consumer pro-
motions

Load Users—

Price-off, bonus packs, multi-proof
premiums or refunds, in-pack cou-
pons

Trinl—New Customers

Sampling, media/mail conpon
Single proof premiums or refunds
Brand Awareness
Contests/sweepstakes

-]

An excellent article appeared re-
cently in the bible of American Man-
agement, the Harvard Business Re-
view, entitled, “Sales Promotion—fast
growth, faulty management,” and it

ia

said that U.S, companies are spendin
more on promotion than on ldvertlss-
ing, but are paying less attention to
it

“The article also pointed out these
reasons for the total growth of pro-
motional activities:

Why Is Promotion Growing?

Internal

1) more “acceptable”

2) more sales promotion pros with
“clout”

3) Product Manager system wants
quick returns ;

External

1) more brands competing

2) eomj)eﬂtou more promotion-
minded ’

3) troubled economlic conditions

4) trade pressure has gmwn

5) govt. pressure on ad claims,
media use,

1 talked to Keith Reinhard, our ex-
ecutive VP for Creative, and asked
him to give me his thoughts on crea-
tivity in promotional advertising. He
made the point that the same con-
sumer that reads or looks at brand-
sell advertising, looks at promotional
advertising, and is subject to the same
type of appeals. In other words, the
same principles of effective communi-
cation that work in brand-sell adver-
tising will also work on promotional
advertising, and Keith walked me
through them, and pointed out how
they also apply equally to the best in
promotional advertising, I'd like to
r‘ulchly cite these and suggest that
these, or similar criteria, can effec-
tively be applied to evaluate good
promotional advertising. The best in
Emmntinnul advertising, just as the

est in any advertising should:

Cenerate trust

Reflect the character of the product
Appeal to both heart and head
Speak with one volce

Position the product and promotion
clearly and competitively

Break the pattern

Now let’s turn from the principles
of creativity in advertising generally
and specifically in promotion to some
current examples of this applied crea-
tivity. Here, with a minimum of com-
ment in view of our limited time, are
the 15 best advertised consumer pro-
motions of the year, as selected by

maf However,
Mk ey nél:::l.t'wh lai;
ation, I believe they speak for them
selves, Rest assured there were ampl
objectives, strategies, and more im
portant, bottom-line results for each
of these.

Colgate Winners Circle of Saving

Coco-Cola Denimachine
Sweepstakes

The Marlboro Country Store

Post Cereals Box Tops for
Fun "N Fitness

Pillsbury’s Bake-Off

Borden’s Home for the Holidays
Full Line Promotion

Nestle's Cookie Mix Free Packap
Coupon Introduction

Miss Muriel Election Sweepstakes

Valvoline’s Do It Yourself and
Save Promotion

Contact-Kleenex Tie-In Refund

Seven Crown-Ocean Spray
Firecracker Tie-In

7-Eleven Stores Muscular
Dystrophy Tie-In

The Nikon Camera Owner’s Courst

Rath Home-Cookin’ Contest

L'Oreal Preference Shampoo
Refund Offer

Pasta Tie-ins Effective

Some of the J:recedlng were He-Ii§

promotions, and since pasta Is nev
eaten by itself, tie-in promotions with

other related items may be a venj

productive way to go. Our clien
Mueller's, had such a summer tie-ir
with Hellman's Mayonnaise a whil
back, and we've seen Ragu, Crean
ettes and Italian breads togethu
Ragu also offered a big ticket refun
of 82 for four labels, plus proof of any
one of 15 meat items, 14 grocen

items, 11 produce items and 4 chet

items on a shelf talker,
Incidentally, our Buying Commil
tee did venture an opinion also tha

the aggressive efforts of Ragu andl

Hunt's Prima Salsa Spaghetti Sau
have .generated a great deal of con
sumer and trade Interest in the enti
pasta category,

Less hip-shooting and more dis
ciplined planning is probably called
for in the promotion area, and I'n
sure th?:l” 15 w;l ]uithsaw had I;:db d
pre- and post thought expended o
them. Along the linegof planning pris
ciples, I might cite something calle
the “Ten Promotion Commandments
they use at Dancer—Fitzgerald
Sample. i

(Continued on pags 16)
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It's a situation that's hard to avoid when your product has to
travel long distances from the mill. Even with today's
highly-computerized movement of railroad cars around the country
it's virwally 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.

ob @‘\;Sﬁ [ 5

W
LET'S TALK ABOUT YOUR SEMOLINA AEQUIREMENTS.
Seaboard...the modern milling people.

Seaboard Allied Milling ¢
Corporation I i
P. 0. Box 18148, Kansas Clty, Mo. ?‘-—-‘-—.—.
816 561-9200 |
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Creative Merchandising

(Continued from page 14)

Ten Promotion Commandments

I. Thou shall not plan promotion
without first specifying objec-
tives & budget.

1L Thou shall select only the right
promotion techniques to attain
specific objectives,

IIL 'I%C:)u shall direct thy promo-
motions to thy target audience.

1V, Thou shall not use confusing,
complicated consumer copy.

V. Thou shall not be greedy in
consumer purchase  require-
ments,

VI, Thou shall support promotion
with advertising when merited.

VIL Thou shall test any major pro-
gram in which there is no brand
experlence,

VIIL. Thou shall not wait "til the last
minute to plan.
IX. Thou shall always honor tl -

“kiss® philosophy.
X. Thou shall always consult with
promotion  specialists  when

glnnnlng promotions.
Keep it Simple, Stupid

Receut Promotion Trends

What are some of the recent trends
in consumer promotion?

—Higher promotion noise level

—More cons, promoton in the mix

—Diversion ot some trade §

—More as advertising extender

—More “promote the promotion™

trade efforts

—TV supplement to print promo-
tions

—More full-line promotions for
selling/mdsg, efficlency

As I've sald, we're starting to see
TV used to back consumer promotion
more and more as a supplement to
print, which is basic to any promo-
tion, Let's look at the print ad and
then the corresponding TV execu-
tions:

Schlitz Wilson Football Premium and
Schlitz Football TV Commercial
There's a great sense of Fall gemut-
lichkelt or gusto, if you will, in that
commercial Leo Bumett did for
Schlitzz While there’s a premium
offer in tho commercial, there's also
lots of brand-sell, The football offer
at $14.85 is also the focal point of the
in-store display plece. Despite the
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fact that premiums on beer are
fraught with lots of legal complica-
tions, Schlitz felt it was worthwhile
to use this offer as the major element
in their Fall efforts, It has the ear-
marks of winner, I believe, and fol-
lowed up an earlier hammock pre-
mium last Summer by Schiitz.

Some critics say all promotion ads
are crass and commercial, But take a
look at this heart-warmer we made
for McDonald's, It gels tons of fan
mail every year when its used to
promote their Christmas Gift Certifi-
cate, using one of the most adorable
youngsters you've ever seen,

Summary Overview

Let’s take a quick summary over-
view of the various s of promo-
tional activities on a functional basis
and see what we can expect in the
future,

“Trends

¢-off Packs—

less due govt, and mainly trade
Premniums—

growth, esp. in expensive and

free” areas
Coupons—

continued sharp growth, varie-

goted forms of delivery
Sampling—

expensive, but effective . . , will

grow; more selective
Refunds—

more . . . esp. $1 and over
Sweepstakes—

strong resurgence after hiatus
Tie-ins—

§ stretcher, but modest growth
P-OP—

upgraded by selectivity—will

Allowances—
continued bnttles‘raund with
FTC as “policeman
mfrs, to study vast sums spent
and strive for more control/pre-
cislon—"MBO" vs, “dark side of
moon”
tradeoffs vs, advertising/con-
sumer promotion studied?
Trade Communication—
more facts, “how to,” continued
upgrading

Marketing Conditions of the Future
—Product proliferation
-—Shmtenesmproduct life cycles
-—:;lore consolidation in distribu-

on

—Production, distribution speeded
by computer

—Volume of advertising will grou

—Clutter in advertising will be
great concern

There will be more fractionating of
markets with a proliferation of prod.-
ucts to meet every real or imagined

need of an affluent public. Products|
will tend to come and go quicker—§
elftorts tof§

despite  manufacturers’
lengthen life cycles, In absolute num-
bers, both wholesale and retail units
will shrink, but the survivors will he
larger and healthier. You've already
seen this trend, and you'll see more,

Computers will play a larger, more
precise role in both production and
distribution in the future. Many re-
tailers are now running thelr inven-
tories on computers and this will
change selling tactics . . . as someonce
sald, “You can't play golf with a com-
puter.” Computers will demand a
newer, more sophisticated selling
technique.

Both the total volume of advertis-
ing and the cluster in advertising—

confusion of adjoining message—will |

Erow in the future, and this will also
e o marketing fact of life,

Supermarkets Next 5 Years
—Digger stores, carrying more
items

—More "7-11" convenience stores
for flll-ins

—Increased turnover—more in— §

more out
—The "boutique™ concept
—Higher costs and margins
—More take-out foods
—Low price emphasis
—More marketing precision at re-

tail via computer, UPC, auto-

mated checkout

Future Promotional Strategies
New Products

—Improved “rifle-shooting” sam- |

pling and couponing techniques,

especlally against category-users, §

non-brand-user households
—Advertising alone will have tougli
time cutting clutter

—Will need promotional adjunct

for fast start to meet payout pro-
jection and pre-empt competi-
tion )

Established Products
—More selectivity in promotion,

(Continued on page 18)
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The METAMORPHOSIS’

In the old days, the first generation Italo-Americans arrived here
and many of them chose the production of Pasta for their liveli-
hood. Though the business was laborious, the procedures were
simple—select the best semolina for their basic ingredient—turn
out the best looking and tasting product possible, and sell it to as
many markets as would place the items on display.

In the course of time, complexities arose. The retail outlets be-
came a jungle of products. Each one created to shout—buy me!
Then the macaroni manufacturer became immersed in selling re-
lated items—and now completely prepared pasta products are in
vogue.

However, a metamorphosis appears on the horizon: Fully appre-
ciating the profit possibilities of the macaroni industry (which
has only scratched the surface in America as compared to other
countries) the giants of industry here are buying plants; and for-
eign money from several sources have sent professional buyers
to secure the best possible purchases . . . it's happening all around
you NOW!

Now! at the height of your business efforts, you must either fight
‘em—or, join ‘em,

We believe that just about everyone in the Macaroni Industry
knows the reputation of Rossotti, which we have achieved over
years. Some of those still in the Industry will remember my father
and my brother. Therefore, our promise of complete confidence
in any situations is a pledge. Regardless of the direction you
choose for your business, | believe we can be helpful. All inquiries,
of course, will be held in the strictest of confidence. We would be
happy to discuss such situations with you.

* METAMORPHOSIS—transform; change of form structure or
substance.—Webster.

Charles C, Rossotti, President George Leroy, Marketing Director Jack E, Rossotti, Vice President

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
2083 Center Avenue
Fort Les, New Jersey 07024
Telephone (201) 944-7972
Established in 1898

May, 1978
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Creative Merchandising

(Continued from page 16)

fine-tuned to specific marketing
objectives

—Retailer  computerization  will
preclude “load the trade” pro-
motions—trade more concerned
with “sell-through” than “buy-in"

—Retall display competition .ic-
tates stronger promotions

—More promotion testing neces-
sary—more numbers, less intui-
tion

—Mobile brand-switcher will dic-
tate stronger efforts to hold/
regain customer

Today
Noise level high
In consumer promotions, ideas out-
rank dollars
Compelling advertising plus im-
aginative promotion is a winning
combination

In Sales Promotion Today
The noise level is high and shows
no sign of easing off.
In consumer promotion, results are
often in direct proportion to imag-
ination,

Ideas have leverage!

In trade 'promotion (CMA’s) sheer
weight of dollars is often the de-
termining factor,

Spending smarter, rather than just
harder can often do a superior job,
\l’litnllty of ideas is the important
thing.

When imaginative promotion 1is
added to compelling advertising,
the result is often synergistic—
greater than the sum of its parts,

Management Involvement

I might cite Churchill's comment
that “War is too important to be left
to the generals,” and maybe top man-
agement is going to feel that promo-
tion is too important to be le?t only
to the promotion men, In view of the
vast dollars involved, I suspect top
management is going to take a keener
interest in this field in the future,
There seems to be too much namow
tactics, and not enough Lroad strategy
in the field, Too much what and how,
but not enough why, Too many peo-
le in the field are journcyman brick-
ayers, too few are building cathed-

rals, to borrow from an old story,
There's a “poetry-math gap” in pro-
motion. There are too many poets,
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enamored only of the creative side,
and unconcerned about the mathe-
matical or bottom-line side of pro-
motion, as a pragmatic business tool,
It's not enough any longer just to
give the sales manager a warm feel-
ing by sending a jumbo postcard to
the trade,

Consumer Emmutlun has become a
lot more sophisticated, and your ad-
vertising agency as the consumer
surrogate in your business—buildin

activities can and should play a vita
role, 1 hope I touched upon a few
thoughts which may generate some
new insights into this important area,

Creativity is important in your
advertising and in your merchandis-
I“F and promotion, The diversion of a
relatively small segment of your trade
dollars to creative consumer promo-
tion may pay increasing dividends in
bottom line results, Try it, 1 think you
may like it!

Age Groups Changing

The U.S. Bureau of Census has re-
vised its national population projec-
tions, While births ]::ve fallen off, the
Bureau forecasts overall population
growth of over 17.7 million l[:etwecn
1876 and 1985, for a total population
of 232,880,000; 1976’ population is
estimated at 215,118,000, By the year
2000, the agency sees some 260,378,-
000 persons in this country, Teenagers
will decline further in percentage of
population and in actual numbers,
dropping from 7.6% (16,897,000) in
1976 to 6.2% (14,392,000) in 1085,
However, that group will slowly build
again in numbers by 2000. Elderly
(65 and over) will grow steadily, both
in number and percentage of total of
27,305,000 (11.7%) by 1885, from
22,684,000 (10.7%}) in 1976. By 2000,
there is expected to be an increase to
31,822,000 (12.2%). The prime target
of the fast food chains, the 18-24 year
old group, is forecast as declining
from its high In 1078 of 28,166,000
(131%) to 27,853,000 (12.0%) In
1985. On the other hand, the 25-34
and the 34-44 year olds wil both post
strong gains in the 1880s, The 25-34s
will grow from 82,044,000 (14.9%) to
1876 to 30,859,000 (17.1%) in 1985,
Concurrently, the 34-44s will gain
from 23,076,000 (10.7%) in 1976 to
31,376,000 (13.5%).

Sampling and Couponing

Sampling and couponing are be-
coming increasingly important i
companies’ promotional mix, particu. §
larly as TV advertising rates soar, To §
help build product awareness amony: §
cansumers, Sales/Marketing  Asslst. §
ance Corp. (SMAC) has signed up f§
10,000 part-time workers, mostly
housewives, to pass out product
samples andl coupons in retail stores §

in 150 markets. In one of the largest

of such campaigns on record, the New [
York-based company s now in the [
final stages of passing out 2.5 million £
snmEles of cookies in 1,000 super- §

markets to promote Amstar Corp.'s
new Domino Liquid Brown Sugar,

A&PLloss

The Great Atlantic & Pacific Tea
Co. estimated that, based upon

Although it will be years before

S I'amily Centers Inc., the autonomous

F'ss |
liminary figures, it had a loss of $5 §

million in the third quarter ended ‘_‘
Nov. 26, compared with net earnings &
equal to 20¢ a share, §

of $5,085,000,
in the same period of last year,

The estimated third quarter results ¢

include a 82.5 million loss from opera-

_tions and an allowance of $2.5 million

for estimated losses from the closing

subsidiary that runs Family Marts,
vomes anywhere near making a major
volume and profit contribution to
A & P, Scott is giving priority to the
new stores, He says that 50 to 100 of

#he combinations will be built in the

next five years. In the past 12 months,

il six of the units have opened in South
#l Carolina, Georgla,

Alabama, and
Florida. And the planned expansion
over the next five years will Ec con-
centrated In the fast-growing Sunbelt,

1,700 Stores Closed
In an effort to turn around A & P,

[ Scott has closed 1,700 stores in the
@ past three years and will close 300
% more in the next two years, But while

he Is closing stores, Scott is also open-
ing new ones. Some 340 traditional
supermarkets have been added since
1975,

As Scott has shrunk the super-
market chain to about 1,800 today
from 3,468 in 1974—the company has
had to abide by union seniority rules.
As a result, older employees, often
those who are the }1lg]:ost paid and
least productive, have bumped
younger ones, so that much of the

i A & P work force is now made up of

of certain facilities and other parts of f§
the company's redevelopment pro. f

gram,

based upon preliminary information
were $1,810 million, compared with
$1,809,593,000 in the previous year,

A & P sales for the third quarter, [§

A spokesman for the company said §

the losses also reflected sharp rises it
labor and energy costs, as well a:

o nent

strikes in the Philadelphin divisior §

and at its Horseheads, N.Y,, manufac {§

turing plant. In the past several years

A & P has closed 1,700 obsolete and §

unprofitable stores, currently operat @

ing 1,830 stores.

Family Marts

long-term employees set in the wys
of the old, pre-Scott A & P,

Wholly New Work Force

Family Center, by contrast, is using
its autonomy to build its management
and hourly work force from scrateh,
To staff the new venture's manage-
positions, Scott has relied
heavily on his past employer, Albert-
son’s. Prentice Merritt, president of
Family Center, for example, comes
from Skaggs-Albertson's, which pio-
neered the combination-store concept,
And not one of the managers of the
six existing Family Marts comes from
A & P—all are from either Albert-

@ son's Kroger Co., or Sufeway Stores

Hiding the ownership of Family :

Marts appears o be part of the game 8

plan of Jonuthun L. Scott, chairman f§
of the troubled Great Atlantic &
Pacific Teu Co. Scott is betting that §

the combination units, which sell
everything from groceries to tele-
vision sets and liquor, will ultimately
pull the one-time leading grocery
merchant out of the fnancial dold-
rums,

Tra MACARONI JOURNAL

Ine. Outsiders are being recruited,
says Scott, beeause A & P had made
1o effort to set up in-house employee
training on any level until he arrived,
Family Marts" managers play down
the A & P connection, Says Robert
Propes, director of the first Green-
ville store; “The anly tie we have with
A & P Is money, Other than that we're
completely autonomous.”

May, 1978

Food Chains Merge

Directors of First National Stores
Inc. and Pick-N-Pay Supermarkets
Ine. reached a “definitive agreement”
to merge, a First National Stores
spokesman said. Terms weren't dis-
closed.

The Fiest National Stores spokes-
man sald the merger plan ealls for
Pick-N-Pay stockholders to have a
majority ownership of the combined
company, The transaction requires
approval by sharcholders of hoth
companies and consent from lenders
of both concerns, he added.

First National Stores is a super-
market chain that operates 234 food
stores in the New England and metro-
politan New York areas. A spokesman
said its stock is 62% held by Madison
Fund, a closed end investment com-
pany. Pick-N-Pay is a privately owned
Cleveland-based  supermarket  chain
that operates 61 food stores in the
northern Ohio area.

Corporate Activism Urged

Citing the “harsh and relentless at-
tacks on the compotitive enterprise
system” and calling “growth of gov-
ernment the single greatest threat to
all Ameriean liberties,” FMC Chair-
man ond Chief Executive Officer
Robert H, Malott today urged busi-
ness leaders “to become public policy
activists—in the true sense of that
word—on behalf of the competitive
enterprise system.”

To lead the way, Malott outlined
a four-point program his company has
developed to improve the policy en-
vironment for business in general and
to influence directly important issues
and legislation impacting on FMC,

Malott, who heads one of the m-

tion’s 100 largest industrial com-
panies, noted the mnllnulnt{ “fall
rom grace” of business and all large
institutions, which he said “have been
bludgeoned into decline all around
us, by the government, the media, the
campuses, the ‘public interest” lobbies
and by other self-proclaimed activists
against the establishiment,”

In his remarks before members of
the Machinery and Allied Products
Institute meeting in Atlanta, Mulott
sald that of all the American institu-
tions, business is “the driving force
which sustains the rest,” adding that
“while government produces not a
penny’s worth of wealth, public em-

ployees now account for one in every
live jobs in Ameriea, compared to one
in ten in 1930.” Over that same peri-
od, he noted, “government spending
grew from 12% of the gross national
product to nearly 40% today.”
Malott warned that the loss of eco-
nomic freedom signals the ultimate
loss of other fundamental freedoms,
including our political freedom, He
said “the only answer is for business
people to become involved and rec-
ognize that a substantial increase in
public policy activism is mandatory
to shape a political and economic
environment more supportive of the
competitive enterprise system.”
Malott said the challenge is such
that “corporate activism” is no longer
a management option, but a manage-
ment responsibility,” and urged his
business audience to embark on an
action program along these lines:
First, form a company-wide Politi-
cal Action Committee (PAC), which
can distribute voluntary contributions
from the company’s executive and ad-
ministrative personal to  Dhusiness-
oriented  congressional  candidates,
whatever their political party.
Second, establish a Legislative Ae-
tion Program, to encourage company
employees at specific plants and facil-
fties to communicate with their con-
gressmen whenever proposed legisla-
tion would significantly Impact the
company or their own operations,
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Monitor Legislation

Third, build a competent Washing-
ton office to monitor legislative, ad-
ministrative and regulatory develop-
ments; to brief stafls, arrange meet-
ings, prepare testimony and generally
help influence and shape developing
proposals and legislation in the com-
pany’s and publie interest alike,

Fourth, engage in  self-interest
oriented corporate  philanthropy by
directing financial support to institu-
tions and organizations that are sup-
portive of the private enterprise sys-
tem, and not those opposed to it

Malott  urged his audience at
MAPI's Capital Goods and Economics
Conference to “nceept the challenge
to increase your personal invelve-
ment—aund that of your assoclutes as
well—in influencing our external en-
vironment,” He concluded that “the
future prosperity of our companies
and the retention of our individual
freedoms depend on our  commit-
ment.”
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Peavey and pasta makers. Working together. . . partners in
profit. Milling of Semolina and Durum flour isn't a sideline
with Peavey. We're more in the total people feeding
process than most suppliers to the pasta industries. .. from
field to table. Peavey is a leading supplier in both quality
products and production capacity for service to customers'
total needs. We've been at it over 100 years. And we
believe our future growth depends on helping our pasta
manufacturers grow,

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

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

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

We even develop recipes using pasta. Like the dishes at
the left. Recipes are available to you with no obligation. Just
write to Peavey. Anything that helps make pasta more
appealing to the housewife is good for the pasta makers.

And good for Peavey.

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

Peavey

Industrial Foods Group

Sales Ollices: Kinneapohs Kinnesota «b120 370-7BI0 White Prans Nea Yore (913 693 8778 Croag
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Egg Products

The influence of Easter dominated
the egg trade in March as traders
anticipated post Easter price adjust-
ments, At month's end nest run type
eggs were in close balance where
packers continued to get product
cartoned and into distifbutive chan-
nels,

March prices:

Central State Nest Run—$9.30 to 13.20
Southeast Net Run—$10.20-12.60
Frozen Whole—34¢-37¢

Frozen Whites—20¢-28¢

Dried Whole—$1.38 to 1.52

Dried Yolks—$1.30 to 1.52

Egg Production

According to the Crop Reporting
Board the nation’s laying flock pro-
duced 5.1 billion eggs during Feb-
ruary, 3% more than a year ago,
Layers on March 1 totaled 278,8 mil-
lion, 2% more than the 274.5 million
a year earlier but 1% fewer than the
previous month's number of 2829
million, Rate of lay on March 1
averaged 64.7 eggs per 100 layers,
compared with 648 a year earlier
and 643 on February 1, 1978, Eggp-
type chicks hatched during February
totaled 37,1 million, down 9% from a
year ago, Eggs in incubators on
March 1, 1878 at 41.8 million were
5% below a year ago.

Durum Markets

Logistics affected mill run through-
out the month of March with Lenten
demand heavy.

No. 1 Hard Amber Durum ranged
$3.50-83.65 per bushel Minneapolis
with semolina quoted at $9.00 to
$90.50, granular 15¢ less, flour 40¢ less.

Semolina Production Up

Production of straight semolina and
durum flour increased 6% in 1877 to
the largest total in four years. With
exception of 1073, the past year's
output was the largest since start of
compilations in 1068, according to
statistics assembled by Bureau of the
Census,

In hundredwelghts:
1677...

22

Durum grind in 1877 totaled 37,-
502,000 bus, compared with 35,126,000
in 1976, an increase of 7%, It compar-
ed with 82,993,000 bus ground in 1975
and 32,095,000 in 1974, Grind was
37,567,000 in 1973, 33,621,000 in 1972,

1971 International Wheat
Agresment Renewed

Six wecks of talks in Geneva came
to naught largely because of strong
disagreement betwecn the position of
the U.S. and the E.C. The Community
was adamant throughout the period in
insisting that a meaningful pact be
negotiated on coarse grains as well ns
wheat and that the new wheat agree-
ment should contain fixed maximum
and minimum prices, The U.S. and
other exporters rejected these posi-
tions,

EEC Cuts Levy on Durum

A long fight by Freddie Fox, man-
ngin% director of Pasta Foods, Ltd.,
has led to a cut in the Common
Market premium on imported durum
wheat,

The EEC applies a levy on im-

rted wheat and it is the premium
g; which the levy payable on im-
rnrlcd durum wheat is set at a higher
evel than common wheat, to support
the farmers in the EEC, which has
been cut,

As president of the Union of Or-
ganizations of Manufacturers of Pasta
Products in the EEC, Mr, Fox ex-
plains; “I have been trying for some
time now to get a reduction in the
premium put on imported durum
wheat. This decision is a good start,
and will be a great help In keeping
prices stable.”

It is interesting to note that while
the European commission in Brussels
have agreed to reduce the premium
on durum wheat, they are marginally
increasing the prices for common
wheat in the farm review for 1978/79,
with the result that the premium of
durum against common wheat will be
reduced by five percent,

Peavey’s Earnings Up

Net carnings of Peavey Company
increased for the first half of the 1078
fiscal year even though “severe winter
weather throughout most of the coun-
try hurt cnmlnFs in every operating
area,” said William G. Stocks, presi-

dent and chief executive officer,

Net earnings of Peavey for the six
months ended January 31 totaled
$6,411,000, equal to $1.10 per share or
the common stock, against 5,972,000,
or $1.08 a share, in the same period of
the previous year. For the quarter
ended Jan, 31, Peavey's net income
was $2,917,999, equal to 50¢ a share
on the common stock, against $2,536,-
000, or 43¢ a share, in the prior year,

Net earnings prior to income taxes
for the half-year were $0,711,000,
against $9,872000 in the previous
year, and for the second quarter were

$4,217,000, against $3,986,000 in the

same three months of fscal 1977,

“Earnings were aided by a lower
income tax rate as a result of higher
investment tax credits,” Mr, Stocks
said.

Consumer and Retail Gains

He noted that for the first half of
the year Peavey's Consumer Foods
and Retail Groups “had significant
increases in both sales and earnings.”
He said the Agricultural Group “re.
tumned to profitability as export
markets for pgrain continued to
strengthen.”

Industrial Income Down

“Though flour volume increased,
Industrial Foods Group sales were
down 13% as lower wheat prices were
reflected in lower flour prices,” Mr.
Stocks observed, “Earnings for this
group were down sharply from the
exmﬁent levels of a year ago because
of reduced margins,” he pointed out.

In looking toward the remainder of
the year, Mr. Stocks said he expects
current sales and earnings patterns to
continue, "While the Industrial Foods
Group will have difficulty matching
the eamnings of a year ago, the Con.
sumer Foods, Retail and Agricultural
Groups should be improved over the
second half of last year,” Mr. Stocks
stated,

Peavey had an average of 5,706,000
shares of common stock outstanding
in the three months ended Jan, 31,
against 5,689,000 a year carller,

Decline of Unions

A Bureau of Labor Statistics Report
issued recently shows that union mem-
bership declined by 767,000 during
1974-76. Labor unlons now represent
only 20.1% of the American work
force.
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TODAY'S DRYE!

The pioneering is over

In a 1973 survey ol the entire
pasia Industry by an indepen-
dent research flrm, 87% of
respondents slaled that a
combination of microwave and
convenlional drying is “the
method of the future.”

Three-slage dryer, 8' x 27'

The microwave dryer Is standard 24 hour|7 day
equipment for any size macaronl 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. ft. range).

Reduces Infestation up lo 99.99%. Kills: bacteria, Salmonella, E. Coll,

Coilforms, moid, yeast, weavils and eggs.

Compared with convenlional drye:

Units In these Ibs./hr, Capacitius: 1500, 2500,
3,000 and 4,000,

Most easily sanitized dryer. Hose it down or sleam it clean,

Operaling today at: Golden Grain, San Leandro
(2 units); Golden Grain, Chicago (2 units);

Makes a richer looking product; no blanching.

D'Amico, Chicago; Catell, Montreal; Gooch, Lin-
coln; O. B., Ft. Worlh; Lipten, Toronto (2 units);

Energy savings reported: 52% less BTU's, 6% less KW's.

Glister Mary Lee, Chester, Il
Completely fabricated and assembled in our

Lowest downtime. “We keep an accurale record of all downtime and
Jxpress [t as a percentage of time down to time scheduled. Microdry leads
aur list at less than 2%" — Pit. Mgr., leading mid-west operation,

plant. All stainless steel construction, Com-
plete microwave and process control In-
strumentation systems with the unit — no
exiras to buy. Personnel generally can learn

"All future equipment will be Microdry” — Tech, Dir,, large pasta plant.

operation in one day. Continuing conaultation
privileges with Microdry.

Mew! Diewasher by Micro-

dry. More compact; 2000

m-l NOZTIS pressures,
P«_IA\‘_.' l__918
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MICRODRY CORPORATION

3111 Fostorla Way, San Ramon, CA 94583
415/837-9108




The U.S.D.A. Prospective Planting
report, issued January 20, shows a 31
percent increase in the 1978 U.S.
durum acreage. This first indication
by durum growers represents a U.S.
seeded acreage of 4.2 million acres,
up from 3.2 million acres last year
but below the record 4.8 million
acres seeded in 1975, A second
US.D.A. acreage report will be is-
sued April 13,

For North Dakota, carly seeding
intentions are put at 3.5 million acres,
a 35 percent increase; Montana, 30
percent; Minnesota, 8 percent. In the
Upper Midwest, only South Dakota
shows an acreage decrease, down 31
percent.

Southwest durum planting inten-
tions in Arizona and California at 180
thousand acres is a 51 percent in-
crease over 1977, However the esti-
mate might be revised downward
somewhat, due to wet weather during
seeding in December,

Canadian durum acreage estimates
will not be available until Amil 1
however some observers feel the
acreage could double with continued
stronE markets and favorable spring
weather, In  Northwest Mexico,
Sonora, the durum acreage also has
been incrensed significantly and could
equal that being grown in Arizona
and California. Improved quality
of Mexican durum makes it a poten-
tinl competitor for export.

New Varieties Expand in Acreage

North Dakota’s expanded durum
research efforts were again evident
in U;(;Per Midwest states last year.
New durum varieties of high quality
continue to find increased grower ac-

ceptance and are rapldly replacing

F olger types throughout the area, In
North Dakota, Ward continues in first
lace at 38 percent of the acreage

Follnwed by Rugby at 18 percent;
Rolette, 14 percent; Croshy, 8 per-
cent; Botno, 7 percent; Wells, 8 per-
cent; and Cando, (semidwarf), 4
percent. Cando, the first semidwarf
durum released for the Upper Mid-
west, performed well in 1977 and
ranked third in regional yleld tests.
All varieties except Wells have only
been in commercial production four
years or less, Leeds released in 1966
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Crop Quality Council Report

and grown on 50 percent of the acre-
age in 1673 occupied less than 05
percent last year,

Calvin and Edmore Durums Released

The recently announced release of
two new durum varieties, Calvin and
Edmore, by the North Dakota State
University, marks another significant
step In durum wheat improvement
efforts lead by Dr, James S. Quick.

Calvin, a semidwarf durum, has
shown high yielding ability similar to
Cando, about 15 percent higher than
Ward, the current leading variety. It
has better test weight and a higher

rcenta'ﬁe of larﬁe and medium size

emels than Cando, Other agronomic

and quality characteristics are equal
or superior to Cando. Calvin, with
shorter, stmnﬁer straw, appears best
adapted to high production areas,
When grown under higher rainfall
and with additional fertilizer, its in-
creased yield potential could be
realized,

Edmore, is the first North Dakota
durum released with high gluten con-
tent, giving superior cooking Armness
and tolcrance. This characteristic
should contribute to improved pasta
quality and durum export demand.
Color, quality, and yield of Edmore
are slmﬂnr to Ward, It shows superior
resistance to root and crown rot dis-
ease, Both Calvin and Edmore have
excellent stem rust resistance,

Crop Quality Council Winter Mexico
Nursery Vital Part of
Durum Production

The two new durums, Calvin and
Edmore, are the later* examples of
how the Mexican winter ceed increase
nursery is speeding release of im-
proved durum varieties to farmer and
industry. The North Dakota program
is now working toward the release of
new durums in a six year sequence
with three of the generations grown
in Mexico. Even shorter periods may
be possible with added results,

Currently about 15000 individual
rows of experimental durum from
North Dakota and Canadian Research
Stations are belng increased in Mexi-
co. The 1978 harvest will be com-
pleted in early April and the seed
retumed to cooperators for spring
planting. All commercial durum vari-

eties now grown were first increase]
in Mexico and provide increase]
durum production stability.

Stem Rust Still Number One
Durum Hazard

Without present rust resistance in
commercial durum and spring wheat
varieties, economically serious rust

epidemics could occur two out of §

every three years in the Upper Mid.
west's major production area. Incor-
poration of stem rust resistance is
ﬁlven high priority in durum variety

evelopment.

Mr. Roy A, Johnston, Durum Proj-
ect Assistant, North Dakota State
University, reports that hundreds of

durum lines are screened each year |

for stem rust and leaf rust suscepti-
bility, This helps identify new genetic
sources of rust r:sistance, Different
sources of rust re:istance are impor-
tant in reducing the threat from rust.
Present stem rust resistance in ail
U.S. commercial dirum is excellent.

The National Ccreal Rust Labora-
tory at St. Paul, Minnesota, i{s con-
tributing to overall rust research
cfforts and it's annual stem rust sur-
vey monitors and reports changes in
stem rust races that may be poten-
tially dangerous, Congress appropri-
ated 360,000 last year to support two
professional scientists who conducted
the survey. These funds had been cut

carlier from the federal budget but

were restored by Congress.

Durum Quality Research Threatened §

The President’s budget announc-

ment January 23 eliminates all funcs §

for the US.D.A, Regional Spring
Wheat and Durum Quality ngon.-
tory at North Dakota State University.
Orders have been received to close
the laboratory September 30, 1978,
Work of the laboratory is an essei-
tial part of durum and spring whent
quality evaluation and supports needs
of wheat breeders in developing new
varieties to meet end product quality
uirements of processors. North
Dakota State University's Depart-
me]-nt of Cereal Chemistry allld ‘ech-
no uality program would be re-
duc;.%y 2me-thirl:l gby loss of the
US.D.A. laboratory staff, seriously

(Continued on page 24)
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tood critics ahvays give good reviews when the cook serves up good-tasting, wholesume noodle dishes.

“The coak with,

Jussy

=

May, 1478

Sometimes the people hardest to please are

sitting right around the family table. So the smart cook
really uses her head...and serves up good-tasting
noodle dishes.

But the best noodle dishes begin long before they
reach the table. They begin on the farms of the northern
plains, where the nation’s best durum wheat is grown.

From this durum wheat, Amber Milling mills fine
pasta ingredients...Venezia No, 1 Semolina, Imperia
Durum Granular, or Crestal Fancy Durum Patent Flour,

At Amber Milling, we're serious about pleasing our
customers. We know you're fussy about quality. So we'
deliver semolina and durum flour that makes it casier for
you to please all your “fussy” customers. Specify Amber!

customers
has to use
her noodle.

| 4 AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION
Ny

Mills at Rush City, Minn. ¢ General Offices at St. Paul, Minn, 55165/Phone (612) 646-9433




Crop Quality Council Report

(Conlinued from page 22)

jeopardizing more than 15 years of
productive quality research,

Restoration of these funds, approxi-
mately $200,000, by the Congress is
being sought by the Crop Quality
Council and the North Dakota Wheat
Commission, Other interested groups
like the National Macaroni Manufac-
turers Association will also be en-
couraged to lend their support to
these cfforts,

Durum Outlook
From Wheat Sitnation

Durum stocks on January 1 totaled
110 million bushels, down 15 percent
from last January. The smaller stocks
are mainly the result of the reduced
1977 crop and expanded exports,
Durum ycarend inventory will he
down nearly 30 percent from the 1976
season,

June-December exports were 40
million bushels, up a third from 19786,
Outstanding sales as of January 22
showed another 17 million bushels
may be slated for future delivery. Ex-
ports should reach 60 million bushels,
the highest since 1072/73,

World Durum production in 1977
was down nearly a third from the
record 1976 harvest; the U.S,, Canada,
the EEC, and North Airica contrib-
uted to the decline This increused
world import demands, principally in
Western Europe and North Africa,
and resulted in a heavier demand on
the sizable accumulatcd US, and
Canadian Durum  stocks.

Durum grind during June-Decem-
ber continued its steady uptrend des-
pite substantial price strength and in-
dications that the 1977 overall crop
quality was lower than last year.
About 15 pereent of the 1977 llm'hlc—
tion was aflected by sprout damage.
Further gains in the market prices
may bring about inereased blending
and would adversely affect domestic
use,

Prices Climb

Prices of No. 1 Hard Amber Durum
at Minneapolis resumed a steady up-
ward climb following a moderate
mid-December decline, The price has
now moved to over $3.60 per bushel,
about 60 cents higher than a year ago
andl nearly $L00 per bushel above the
16077/78 marketing year low in june.
Dwindling supplies of better quality

26

Durum, orderly marketing by pro-
ducers, and good export buying pros-
peets point to some price strength the
remainder of the year,

Loan placements were less than 8
pereent of the 1977 Durnm crop com-
pared with 25 percent of the 1976
crap, a reflection of the relatively
strong Durum prices this year,

On January 1, Durum producers in-
dieated their intentions to plant 4.2
million acres, 81 percent above 1977's
ncreage, reflecting the strong price
[wrfnnnuncu of Durum. North Da-
:ota’s acreage, more than 80 percent
of the total, was up 85 percent, along
with increases in Minnesota and Mon-
tana. Growers in Arizona and Cali-
fornin indicated a return to more
Durum acreage but nowhere near the
large plantings of 1976. Some North-
ern Plain growers who have the
alternative of producing HRS or
Durum will be shifting to Durum.
Another factor may be the wide-
spread introduction of a high yielding
semi-dwarf variety—Cando,

Campbell Offer

Camphell Soup Company is ofler-
ing consumers three delicions recipes
and sizable savings on French copper
cookware to prepare them in,

Zach recipe starts with Camphell's
Cream of Mushroom Soup and a few
simple ingredients,

Each of the French Copperwar: [§§
picces—the 1% quart round easserole,
1% quart oval casserole and 2% quart [
soup kettle—Is ovenproof and dish-
water safe,

The three main-dish recipes and §
unigue preminm offer are featured in
full-page and one column, full-color
advertisements in the February issues
of Good Housckeeping and Better
Homes & Gardens, and the March
issue of Woman's Day,

The copper cookware utensils are
available for $0.95 each and two labels
fram Campbell’s Cream of Mushroom
Soup plus either a label from Swanson
Chunk White Chicken, any brand ¥
of canned tuna or the proof of pur- |
chase from any macaronl product. |

A mail-in coupon for ordering the i
French Copperware items is included
in the advertisement. The offer also [
appears on tear-off pads at point-of- 33
sale. Consumers may order as many §
picces of cookware as they wish, The
olfer expires July 31, 1978,
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Columnist Joins the Club i

“I used to be a liberal. Now I don’t {#
know what I am. I'm suspicious of big
government and T don't think they |2
can solve any of the problems. Like |i
most people, 1 thought government
was the solution, Now I think it's the I
problem.”"—Art Buchwald, nationally 4
syndicated columnist.
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DELRIN ROLLERS

8,

roll on tracks instead of slid-
ing thereby reducing frictien
and wear,

VIBRATING CONVEYORS

T -
i
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Vilirating Conveyors: Ideal for conveying materials gently

L e b T N TR

~— ASEECO

e BUCKET ELEVATOR .

% The Versatilo Buckel Elevators with Space Age Dosign-Sani-
Plas Buckels [Polypropylene) FDA epproved, Sanitary Delrin
rollers on chain—reduce Iriction and wear, Pre-lubricated

- '/ chain bushings where lubrication is nol possible. Section-

. o\ ullzed uni-frame construction permits casy changes In height

a2 T (] or horizontal run—allows for ease in cleaning and inspoc-
-y tlon. Available as standard with conventional [rame or sani-

& tary open tubulur frame design, Capacities to 4000 cu. It./hr.

Writo for Builetin CAL-50

USDA APPROVED Al
OPEN TUBULAR FRAME . \
POLY-STAINLESS OR ALUMINUM i
" ‘ ‘
——
Nl &
- U
r 2L g

Floor Hoppet, Feeder and  Tubular wanitary open frame model parmils
LIR elevator for feeding eaty impection and cleaning. Also avsil
ovethead hoppers. able in Iete stainless stes! i

: - »ﬂﬁ!:_:i'a

Phee Modu-Tran II Vibrat-
ing Convevor tewds product
sidewavs as well as in the
normal forward direction
This unigque duvelopment by
Aseeco Corporation makes il
pussibilee ta split a stream ol
product, toany rates of ow
desiredd, with sunitary estheti-

-

3

without broakage. One plece stiinless steel teavs which are 4F1_ vally designed  vibrators,

sell cloaning
All unlts util

positive
with lengths over i feel.

et e most stringent sanitation eequirements,

2o corrosion fres “Scoteh Pl reactor springs ﬁ‘
which can bo washed down plus simple maintenance free
wirle drives. Capacitios of up to 2500 cu. 0 br.

Units can e installed dn series
to dlistribute prowdae® to mul-
u tiple packaging machines or
tin several use points sinlta-
neonsly on demaml,

hulletin eve-30 bulletinem/T10

i
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T

SONVEYING SYSTEMS

(rmjucl:ll dellvered ta'a surgo
\ (hopper ot belt type) which Is the *
 product reservalr, Upon the domand on /. 7
pchiatge atation In the Modu/Tran distrls 7+
L 1%;"““1!? ir:i"fn"'ly'dd'lv;’ "'fﬁ“ o, W
oa{Duririg the!dellvery cycls, the . MNtID. SR
e tomaicaly rolenah e LR Tl v

FOR “NON FANE FLOWING'" ITEMS BUCH AB:
muodm-w.-mdﬁl-mfdﬁndm-mw +noodies

3 el Ny T TA L " ; 5 ey
. OMAGE AND : I reoucron i PouCt BALARALE
g R B [ wervonan o wcHT TOLTAAEE:
8 (B st e paciacd s9L10 |, -
W
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. BELGRIN 76158 — 159031 — PLNOG
CAMOA SA0LTS —PENONG

4 HOUNO )
CNALLIITES 1, 92400

A e ST

. SMDUN 3SUU— 917651289818
. UNTED KAGDOM 1770051119649 —PINDING
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Plant Engineering and Layoul
services offerad: Electrical Englneering and Control Panels
Erection and Start-up

ASEECO 8857 W. Olympic Eoulsvard, Beverly Hills, Calif. 80211

(213) 652-5780
May, 1978
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PROMOTION UPDATE

by Elinor Ehrman, Senior Counselor, Burson-Marsteller,

W ere taking this opgurtunlty to
update you on three major
romotions which fell in the second
half of 1077 and describe some of the
spectacular results achieved in bhoth
consumer and foodservice areas,

Spaghetti Safari

Our Spaghetti Safari—1977—took
place as scheduled on August 23-26,
when industry leaders among grow-
ers, millers and manufacturers jolned
forces to put together a massive edu-
cational program for food editors of
leading press outlets. American
Hore, Better Homes & Gardens,
Family Weekly, Good Housekeeping,
Lady's Circle, Seventeen were among
national publications who sent editors
to cover the event,

Special collateral was developed in-
clumg a Pastaport of scheduled
cvents; a pith helmet to protect city
folk from the hot sun which turmed
out not to be so hot after all; a com-
plete press kit with handmade cover
of safari cloth, which included new
photos, copy and recipes; a “corn
dolly” made from durum wheat as a
cherished artifact of the trip; special
menus from the Minneapolis Club;
samples of grain from the mill; and
probably most prized of all, sheaves
of durum wheat newly swathed and
collected for Fall houquets by the edi-
tors themselves.

A few slides of some of the high-
lights: Poised and ready to take off
in our chartered plane from the
Minneapolis Airport for Medora aml
a pitchiork fondue barbecue atop a
mountain overlooking the Badlands.

Bob Green and Family Weekly
food editor, Marilyn Hansen, have
some fava western style,

Crack, of dawn on Medora's Main
Street—Pat Cobe of Forecast, Betsy
Brewer of Co-Ed, Mildred Ying of
Good Housekeeping look into the
sunrise.

A 2-hour flight from Dickinson to
Devil's Loke, and a short drive to
Bud and Viv Wright's ranch in Ed-
more where we enjoy our cocktalls at
a full bar setup in Bud's ample

arage.

Larry Williams & Paul Vermylen
enjoy a relaxing moment.

at the Winter Meeting

Tiner Ehrmen

Viv and her Food Committee out-
did themselves with the pasta picnic
buffet lunch—Doris Eby of Better
Homes & Gardens happily anticipates
the delicious meal, so beautifully pre-
sented.

Plenty of pith helmets at the picnic
tables.

And then a visit to the wl.eatflelds
to ride combines and ohserve the
wheat belng swathed and loaded on
trucks for storage in silos, .

The wind was blowing pretty hard
that day and the Wright fl;mily were
truly standing amid amber waves of
grain,

All of us gathered our wheat bou-
quets before departing for Grand
Forks and the Governor'’s Dinner that
evening at the Westward Ho Motel.

Next morning we visited the North
Dakota State Mill & Elevator and
marveled at the loading and unload-
ing of freight cars and trucks,

After a lunch at North Dakota State
University, we toured the Agricul-
tural Department Laboratories, and
took our plane back to Minneapolis
in time for dinner at the fabulous
Minneu‘{;olls Club,

Our final day began with a visit to
the Grain Exchange followed by a
brief tour of Creamette’s sparklin
new plant, and a farewell buffet lunc!
at the Interlachen Country Club.

The local North Dakota press gave
us front page treatment along the way.

Dorothy Polson, Food Editor of the
Phoenix Arizona Republic in true
reportorial style produced a complete
Food section of IEc Safari, with pages

of photographs, copy and recipes.

L[;mlyg: Il-)lansenpins davolcl:d two
Sunday features to pasta products.
Here is January 8th's headline on
Tuna-Noodle Casseroles, including
three recipes, . . . and her economy
Cover Story . . . “Money-Saving Pastn
Dishes,” , . . January 22ud with our
photograph and recipes.

Milﬁmd Ying, F
Housekeeping, in the December and
January issues included pasta prod-
ucts in two major color stories,

Laura Lexa sent us Seventeen's
October issue which carried three
full-page color photos featuring the
versatility of pasta products along
with 5 recipes.

Adelaide Farah gives a strong nu-

trition plug to Pastal in her copy |

accompanying a 2-page color sprend
followed by nine op:ur rcclpeslmm-

plete with calorie count in January's §

Family Health, Pasta Pointers are
directions on how to cook pasta and
quote the National Macaroni Insti-
tute,

Shoitly after the Spaghetti Sofari,
Glorin Marshall tmve{:.-dg out to Lon
Island with Betsy Brewer of Cn-EE
to do this location story on Soup-er
Supper which features our one-pot
pasta entree,

And Better Homes & GCardens
Doris Eby put pasta on the February
Cover and inside color page in a
fe:;gre on “How to Jazz Up Everyday
Food.”

In the Foodservice area, Margarel
Draper—as Assoclate Ediinr of Fasl
Service, worked with us on tvo pasta
features—this one In the Ociober
Issue with our color photo of Cherry
Kugels featuring noocﬁes in a story on
how good looking desserts can boost
sales and profit,

The November Issuc carries a 4-
poge feature on Hot Casseroles for
Hot Profits with two full-page color
photos and tips on how pasta products
can be really profitable when teamed
creatively with other Inexpensive food
items, Four of our recipes give credit

to Durum Macaroni Foodservice
Frogram,

Fast Service—Total Meals Per Day
per Issue—33,802,000,
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National Macaron! Week

Next, our traditional October
inotion on National Macaroni Week
zan from October 6 to 15th, and had
1s its prelude our Annual Macaroni
Fumily Reunion—the eleventh, at
Tiro A Segno.

Fall result highlights Included
these food stories which addressed
our on-geing theme of eating in (not
out),

News syndicated features brenk[nﬁ
storles for this promotion include
NEA, Copley News Service, United
Features, Newsday, Westchester-
Rockland Newspapers serving subur-
ban New York City, and these King
Feature stories highlighting nutrition.

October color pages included such
features as these in . ., . Baton Rouge

% and Nashville; Spokane; and a full

page in Grit; Denver and Chicago.

Superb coverage for the promotion
came in the nation’s two syndicated
Sunday Supplements which both
carried a pasta feature in their Octo-
ber 8th issues to a total circulation of
30% million in 439 newspapers.

A follow-up feature a few wecks

l later In Parade headlined An Italian

Supper in a photo and recipe for
Lasagne Squares,

Another super story ran in Midwest
loto, which featured our photo-
graphs and nine “Pasta Goes Creative”
recipes in 148 newspapers.

In the magazine category, “October
is National Macaroni Month” head-
ined this 3-pager in Daisy—the mag-

¢ine for the Brownle Scouts,

A mid-October issue of the Army

mes carried this story on Lasagne

a circulation of 375,000 service
‘nilies throughout the United States.
October's Dell Publication, The
'man, ran a 5-pager on “It's Pasta”

‘turing our photos and 8 recipes.

A new outlet is a publication which

ws quarterly to members of the

'MOCO Motor Club and whose Fall
isue features our story for Women
+u the Go, Cireulation—1,500,000,

One of Woman's Day's special
magazine series, Simply Delicious
Meals in Minutes—out this Fall—

f virried our photo and recipes in this

book which enjoys both supermarkets
und newsstand distribution.

And finally, our National Macaroni
Week television kit with 6-minute
script, product, recipe handout and
color slides, plus demonstration props

May, 1978

CapimnR |

of a wheat cutting board and sports-
motif glasses for serving noodle pud-
ding desserts, 130 stations responded
nationwide,

Food Service Highlights

A foodservice highlight during this
season is our Cover photo and 3-
pages of photos and recipes in Club
& Foodservice,

Our third promotion in this period
Is in the Foodservice Area and fea-
tured pasta’s role in the Universal
Menu served to some 26,000,000
school children on October 12th. We
covered some of this at our last meet-
ing, and this is the wrap-up report,

The July-August issue of School
Foodservice Journal carried our full-
page color photo featuring as entree
Lasagne Da Vinci. The upfront Bulle-
tin announces the nvs!la‘:ll{ty of the
NSLW Promotional Mailers through
our agency. 50,000 were distributed,

This Promotional Mailer featured
rnsta made from durum and/er other
Migh quality hard wheats for maxi-
mum firmness.

Other collateral included 12,000
recipe cards distributed to food-
service outlets nationwide.

2,000 Special Press Kits were
created and sent to foodservice direc-
tors. Components included the Special
Mailer, our tips on How to Cook Per-
fect Pasta, b/w photo, P5A’s, a
dietitian’s endorsement of pasta as
part of The Case for Good Nutrition,
a Memo to Senators and Representa-
tives in U.S, Congress describing
National School Lunch Week and
listing the Universal Menu.

And finally School Lunch Journal's
September issue rerented in b/w the
fuﬂ- age Universal Menu as a re-
minder to foodservice directors.

T T T e e s

Meantime, consumer newspapers
everywhere carried enormous spreads
on the menu, including photo and
recipes. Here are papers in Portland,
Oregon, Sacramento, Houston, Oak-
land, Buffalo, Roanoke.

Recipes for Sales Success

Mare than 30 mu{ur cities through-
out the South will be visited in 1978
by the Southern Living Cooking
School.

Sponsored by local merchants, local
newspapers and staged by Southern
Living Magazine, this popular cook-
ing school demonstrates how to create
new and interesting dishes using well-
known grocery products. Prominent
amonyg these products is Rice-A-Roni.
Oun-stage cooking demonstrations of
Rice-A-Roni together with new Rice-
A-Roni recipes and serving sugges-
tions are a popular feature of the pro-
gmm.

The school is widely publicized.

Nectional Macaroni Institute — Box Score
Junuary 1, 1977 — December 31, 1977

Medlum
Consumer magazines —
Women's, Youth, Romance, Shelter, Farm,
Negro, Spanish, Special Interest
Newspaper Syndicates
Daily and Weekly Newspaper releases
Syndicated Newspoper Supplements
Newspaper Color Pages
Negro Press releases
Radio releases
Network Television Kits
New York Press Luncheon
Youth Program

Supermarket Consumer Specialists
Extension Home Economists
Cooperative Publicity

Placements Clrculation
137 375,396,024
155 1,062,278,820
18 468,000,000
12 126,225,281
163 38,548,199
8 997,264
4 lo 2,800 stations
1 on 130 stations
5 release with press kit
530 Pasta Portfolios
7,470 Pasta Primers
200 chains, nationwide
1,700
61 companies and organizations
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Recipes for Sales Success
(Continued from page 29)

Recipe  hooks, Rice-A-Roni  store
coupons, shopping bags filled with
food products and other items are
given to homemakers attending,
Often the audience participates, some
in the preparation of dishes, others
coming on stage to taste and approve
recipes.

Last year the Southern Living
Cooking School attracted more than
100,000 women. This year will bhe
even larger as the school travels
through the South from East Coast to
Texas, It starts in March and con-
tinues through November.

INTERNATIONAL FLAIR

At the 28th Pillsbury BAKE-OFF®
in New Orleans, the American Beauty
Macaroni Division distributed inter-
national recipe Ideas to the food edi-
tors attending,

Pasta adds protein without much
fat...and at Eargulu prices! Anyone
agonizing over inflation while tryin;i
to meet long-range goals for gooc
circulatory health knows the appeal
of such a food,

Macaroni or spaghetti, priced r
about 40 cents a pound, contains 13
hercent protein, yet only 1 percent
at. Compare to round steak at $1.89
n pound with 20 percent protein and
12 pereent fat, Or ham at $1.59 o
pound with 17 percent protein but
fat at 22 percent of weight as pur-
chased. (Calorically speaking, this
means 58 percent of the total calorles
in round steak and 74 percent in ham
come from fatl)

The protein in pasta does require a
supplemental boost to become com-
plete for hody use, but this occurs
naturally as pasta is combined in
soups and sauces, salads and casser-
oles with a small amount of meat,
cheese, milk or eggs,

Look at the trio of recipes below to
see how macaroni is used for nutri-
tious and attractive one-dish meals
selected to bring international cuisine
to your table for less than about 45
cents a serving.

Sauerkraut, mellowed with tomato
juice and herbs, is the secret to the
rich flavor of German Pasta and
Frunkfurter Soup. The shell macaroni,
which has the same percent of pro-
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German Peste ond Frenkfurters Sewp

tein as frankfurters, supplies almost
80 percent of the protein in this soup.
But it does not add significantly to the
fat content which totals only 35 per-
cent of the calories, The cost? A low
ahout 29 cents per serving,

Peking Pork Salad features maca-
roni with delightful Oriental flavor
and crunch. One serving supplies
more than one third of the recom-
mended daily proteln allowance for
only about 43 cents. (And the maca-
roni contributes 22 percent of that
protein.) Of the total calories in this
main-dish salad 47 percent come from
fat.

For a taste of Greck culsine, try
Pasticchio, n deliclous casserole of
cheese-tossed macaroni layered with
a saucy meat sauce, Each serving
yields more than one third the daily
dietary allowance of protein with 40
P«-rcent of the carories derived from
at, For eight servings, the cost is a
mere 28 cents. For six servings, the
cost is about 38 cents,

Pasta is popular. It teams easily
with other foods and Havors. It is
nutritious, Reasonably priced. And
casy to cook, Have a big enough pot
and use ample water, so the macaroni
or other pasta can expand. A little
vegetable oll in the water will reduce
foaming, Stirring the pasta as you add
it and occasionally thereafter, plus
keeping the water boiling with a roll,

will help prevent sticking problem:.

(To play it really safe, add the ol il

boil and stir.)

Different pastas have different
cooking times, so check with package
directions and also taste for doneness.
Pasta should be cooked al dente,
which means slightly firm or resilient.
Macaroni, spaghetti, or noodles that

will be cooked further in a casserole J§
should not be more than three fourths [&
done, or the end product may bej§

mushy,

When pasta is properly done, drain
it well in a colander. Rinsing is par-
ticularly necessary when the pasta is

to be used in a salad, and then it is[§
a grood idea to rinse it with cold water

to stop the cooking process,

After cooking and draining spa-
ghetti especially, stir in a few table.

spoons butter or oil; again to protect

against stickiness,

German Pasta and Frankfurter Soup

1 medium opion, finely chopped

3 tablespoons chopped green pepper

3 tablespoons butter or margarine

1 can (16-0z.) sauerkraut,
well drained

2 cups tomato juice

6 cups beef bouillon

Y2 teaspoon dried thyme

1 large bay leaf

Y4 teaspoon salt

Y4 teaspoon pepper

2 teaspoons sugar

1 cup American Beauty Elbow
Macaroni

5 frankfurters, cut in Ya-inch rounls

In large Dutch oven saute onicn

and green Pepper in butter or mar-
garine until ¢

saute stirring often for 5 minutes, Acd
tomato juice, houlllon, thyme, buy
leaf, salt, pepper and sugar, Bring o

boil. Reduce heat and cook coverd §

for 30 minutes. Add macaroni ard
frankfurters, Bring soup to a bol

Cook uncovered until pasta is tendurj§

approximately 10 minutes, Yield: 1'4
quarts,

Peking Pork Salad

Y4 cup soy sauce
2 tablespoons vegetable oil
1 tablespoon prepared hot mustard
Y4 teaspoon ground pepper
2 cups cooked pork, cut in strips
8 oz. American Beauty Elbow
Macaronl, cooked

(Continued on page 32)
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Invest 1¥%4c per cwt.
monthly in pasta
production promoti *
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.

Recelpes 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.

Special projects include press parties,
materials for Consumer Specialists,
background for editorial writers,

Do your Share—support the effort,

NATIONAL
MACARONI INSTITUTE

P.O. Box 336, Palatine, lllincis 60067

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

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

1—Vitamins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs and
Noodles. o

3—Samolina and Flour Analysis,
4—Micro-analysis for extraneous matter,
5—Sanitary Plont Surveys.

6—Pasticides Analysis.

T—Bactericlogical Teats for Solmonella, etc.
8—Nutritional Analysis

JAMES and MARVIN WINSTON, DIRECTORS
P.O. Box 361, 25 Mt. Vernon St.,
Ridgefield Park, NJ 07660
(201) 440-0027

Put a feather in your Cap!
Send a copy to a key man.

The MACARONI JOURNAL
P.0. BOX 336
PALATINE, ILLINOIS

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

Name.

Firm,

Address

City and State Zip
Renewal New Subscription.
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Peking Pork Salad

(Continued from page 30)

1 cup sliced green onfons
Y4 cup diced i;rouu pepper
V2 cup toasted almond slices

Combine soy sauce, oil, mustard
and pepper in large bowl. Marinate
pork strips in soy sauce mixture for
one hour in refrigerator, Stir in mac-
arond, onions, green pepper and al-
monds. Refrigerate two hours before
serving, 8 servings,

Pasticchio

The favorable costs plus operating
efficiencies enabled the company to
set lower prices for its produets, in
turn boosting sales across all product
lines in all sales categories, It also
cnabled San Giorgio to invest more
heavily in sales and marketing, par-
ticularly in its newest target area, the
New York City market.

Excellent performance in institu-
tional sales and several product lines
¥ teaspoon salt such as sauce, noodles, spaghetti and

Y4 tenspoon pepper lasagne gave San Giorgio a good in-

3 tablespoons butter or margarine ¢rease in case volume sales while the

3 tablespoons all purpose flour industry total was flat.

Y4 teaspoon salt Two new products—Light 'N
1%2 cups milk Fluffy Noodles, enriched twists of

1 beaten egg whole egg noodles; and Spaghetti

Y4 cup grated Parmesan cheese Sauce, u naturally thick sauce con-

In large bowl, combine macaroni, taining no thickeners or flavor en-
cgg, milk and Parmesan cheese, Set  hancers—were  introduced in late
aside. 1977,

In large skillet, cook ground heef
and onlon until meat is lightly brown
and onion is tender. Drain, Stir in
tomato sauce, cinnamon, nutmeg, salt
and pepper. Set aside,

Pasticchio
8 oz. American Beauty Elbow
Macaroni, cooked
1 beaten cgg
Y cup milk
Y5 cup Parmesan cheese, grated
1 Ib. ground beef
Y2 cup chopped onion
8 oz. can tomato sauce
4 teaspoon ground cinnamon
Y teaspoon ground nutmeg

In small saucepan, melt butter or
margarine. Blend in flour and salt,
Gradually add milk. Cook, stirring
constantly, until mixture thickens
Gradually add a small amount of
sauce to beaten egg. Retum to snuce
pan. Stir in ¥ cup cheese, Layer half
of macaronl mixture in an 8-inch
square baking pan, Spoon meat mix-
ture on top; add remaining macaroni,
Spread eream sauce over macaroni;
bake at 350°F, for 45 minutes. 6-8
servings.

At San Giorgio

Hershey Foods Corporation annual
rt?mrl says stable prices of durum
wheat helped make last year an en-
couraging one at San Giorgio, al-
though operating income was down
slightly.

2

Sue Corson, Bolinger & Associates Advertising, Inc. and Alex Hill
Inc., offer the macaroni company's new cookbook to several of the thousands of visitors
to WFIL’s Bridal Fair held recenily at the Valley Forge Music Fair, King of Prussio, PA,

Early success with these product:, §
continuing cfficiencies in the plants §
in Lebanon, Pa, and Louisville, Ky, B
plus prospects for relative stability j
commality prices provide a solid base
for Turther progress during the con..
ing year.

Maruchan Advertising

Backed by the largest magazine ad
eampaign in the history of the cate. |
gory, Maruchan, Inc. is in the process @
of introducing new packaging and &
names for its product line, and new §
ad positionings for its two biggest §
sellers, !

Instant Lunch, the soup-and-noodle
product in a cup, will be positioned &
as the perfect answer for the perso
who is in a hurry bhut wants a good
hot meal. Ramen Supreme Noodle's
usage potential will be greatly ex.
panded by positioning it as not only
a delicious soup but also a great way
to liven up leftovers,

Full-page, full-color Maruchan ads
will appear in Family Circle, Red-
book, Better Homes & Gardens, Gooll
Housckeeping, Ladies’ Home Journal, B
Woman's Day, and Sunset. Addi- ji§
tionally, television 1.D. commercials
will run at blitz levels on most net
work and syndicated game shows.

The ad agency for the nccount is
Dailey & Associates in Los Angeles,

1

San Glorgio Macaroni,
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We have over
four million chickens.
Does that make our
egg products
better?

Egg City is

the largest single
egg-producing facility

in the world, and we have
4.5 million of the world’s
most carefully raised
chickens (over 3 million

of them in production). We
know, because we raise them
ourselves, from our own
breeding flock, with care
from our own veterinarians,
monitoring from our own
laboratories and feed from
our own feed mill. Every
moment of their lives is
quality- controlled by us for
just one reason: to make our
eggs and egg products the

very best
you can buy. And
those products are
ready for your
products right now,
including fresh shell
eggs, a frozen line that
includes whole eggs,
whites and yolks in plain,
salted, sugared or colored
(full NEPA range) form,
w e and our spray-dried
albumen (standard or

. angel type). Why not find
thlnk out more about Egg
City ? We've got good
reasons for thinking we
can meet your needs —
4.5 million of them!

S0.

Julius

Send for our free 8643 Shekell Rd., Moorpark,

Ca. 93021 «(805) 529-2331
33
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New Packaging Technology to be Pres

Interpack, held at Dusseldorf, West
Germany, has traditionally been the
packaging industry’s World Fair,
where innovations and new technol-
ogy, as developed by every major in-
dustrial country, is presented.

This seven day exposition is held
every three years at Dusseldorf’s
magnificient fair grounds. The next
Interpack, scheduled for June 8-14,
1978, is expected to attract over
150,000 visitors from more than 100
different countries.

Influenced by the rapidly expand-
ing international scope of the pack-
aging Industry and the rising world
economy, Interpack ‘78 will be a focal

int of international activity. Visitors

rom all over the world will be seek-

ing viable solutions to the new de-
mands and requirements placed on
today's packaging that did not exist
three years ago,

Interpack ‘78 will bring together at
one location every important packag-
ing development in an operational,
ready-to-use form. There will be a
record-breaking number of exhibitors
(over 1,100) representing 25 different
countries, Dusseldorf's 13 large halls,
which contain close to 1% million
square feet of exhibition space, will
be fully occupied and temporary
pavilions are now being constructed
to accommodate additional exhibitor's
needs.

The unusual demand for exhibit
space and the requests for larger
booth arcas indicates that many firms
expect Interpack 78 will provide a
favorable marketing atmosphere. In
comparison with other expositions, In-
terpack at Dusseldorf is a basis for
business where terms are finalized
and firm agreements are reached,

Machinery Exhibitions

The more than 750 machinery ex-
hibitions will in most cases demon-
strate operating cquisment under
actual production conditions where
performance and production results
can be studied. Automated systems
will be operated which will require
almost the full length of a single
building, Large two and three story
high processing systems will also be
installed and operated.

The equipment demonstrated will
represent every os of consumer
and industrial packaging, including
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container fabricating machinery as
well as measuring, weighing, count-
ing, sorting, loading, packing, Blling,
capping and sealing equipment.

A number of advanced design con-
tainer manufacturing systems will be
introduced at Interpack 78. These
include new plastic bottle making
equipment, automatic thermoforming
machinery, film packaging processes,
as well as entirely new fabrication
techniques which are the results of
recent research and development,

The machinery exhibits will in-
clude advances in all types of package
manufacturing  systems, includin
plastics, metal, paper, paperboard,

lass, as well as printing, coating and

ecorating.

Industrial Packaging

In the industrial packaging area,
large blow molding systems will be
demonstrated that can produce 250
gallon drums used for industrial
chemicals, Other modern industrial
packaging and warehousing equip-
ment, such as pelletizing, wrapping,
crating, bulk handling and conveying
will also be on hand.

The material cxhibits will repre-
sent every known package structure
including composites and  unique
laminations, Material developments to
be presented will include a wide
range of plastics materials, including
foams, co-extrusions and also recently

ented at Interpack ‘78

Ove ,000 visihers from more than 100 different countrie lure enpec
Interpack 78, the world's falr of packaging, held at Dusseldorf, West Germany, June 8-14,

ted to attend

developed formulations that have high
volume packaging application.

The automatic loading and Alling
systems on display will also cover the
wide range of product categories, such
as foods, beverages, confectionery,
baked goods, household chemicals,
pharmaceuticals,  cosmetics  and
others. Two entire buildings are des-
ignated for confectionery and food
equipment and materials, Many de-
velopments in the area of form, fil
and seal equipment and materials will
be shown, These combine the pack-
age making and product loading func-
tion in one complete high speed, auto-
matic system.

New Concepts
Interpack 78 will be a tomorrov
land of packaging and each aisle will

ﬁcnamte new concepts and ideas thit |

ave real application in today’s fast

moving and highly demanding pack-
aging industry, Interpack 78 offers
a unique educational experience to
anyone either directly or indirectly
involved with packaging, !

It also provides the opportunity to
inspect, review, compare and discuss
terms directly with the executive
staff of the exhibiting companies.
Nearly all of the exhibitors will have
on hand their technical and admin:
istrative staff and will be fully pre-
pared to finalize agreements,

There will also be a U.S. pavilion

THE MACARONI JOURNAL

where machinery and material sup-
pliers from the U.S. will be located.
The U.S. pavilion is being organized
Ly Clapp & Poliak, Inc., 245 Park
Avenue, New York, New York 10017,

Several U.S. and Canadian pack-
aging and confectionery organiza-
tions are sponsoring group tours for
Interpack "78. These will depart from
New York, Cleveland, Chicago, Los
Angelcs. Toronto and Montreal.
There will be a varicty of group
travel plans available which include
airline and hotel arrangements at re-
duced rates, In some cases, hotel nc-
commodations directly in the Dussel-
dorf area are available,

Additional information, as well as
complete travel and hotel information
regardin g the Dusseldorf, West Ger-
many, orea, is available from Mr,
Nikolaus Gentzen, German-American
Chamber of Commerce, 668 Fifth
Avenue, New York, New York 10019,
telephone number (212) 582-7788.

Over 150,000 viscitors from more
than 100 different countries are ex-
pected to attend Interpack ‘78, the
world’s fair, of packaging, held at
?{;;;scldorf, West Germany, June 8-14,

Cose Sealer

New Way Pockaging Machinery,
Ic, makes a strong entrance into
their 50th year by announcing a new
Case Sealer especially designed to
perform efficiently and economically
in much less floor space than normally
required,

Designated the New Way SFTB,
the rugged new model is only 9 feet
i inches long, It automatically applies
athesive to the flaps of a shipping
vise, then closes and holds them
tlosed until the glue sets. Cases are
seiled totally squared.

Features include a flight bar con-
\eying system with square flight bars
lor maximum case contact, spring
Inaded flight bars for easy remaval of
jinmed cases, and adjustable auto-
matic infeed for picking up slight vari-
ances in case conveying heights, a
special electric backup system which
disconnects all electrical power should
4 jam occur thus eliminating damaged
products, a pattern dialing system for
the hot melt units to eliminate exces-
sive switching and to decrease
change-over time, and a fully inter-
locked Lexan guarding system. The

May, 1978

vision ond o special offer in print ads,

guarding system not only turns off
electrical power but the air supply as
well.

Cases are fed into the infeed of the
machine back-to-back or spaced. The
case rides on the smooth infeed belt
until coming in contact with the case
stops. At the proper time, the fight
har releases the case to travel onto the
speed-up roller. This ipu]!s the case
into the main section of the sealer and
separates it from those cases hehind,

Pickup by Flight Bar

Once the case is over the speed-up
roller, it is picked up by the flight bar,
The bar itself is square, allowing maxi-
mum case contact. The mn(sor aps on
the bottom of the case drop to an
angled position because the case is
traveling over tapered rollers, At this
point, if necessary, a pneumatic lift
platform rises into position to keep
the product within the case in its
proper  configuration. The leading
minor flap is closed by use of a plow
and the trailing minor flap is brought
into position using the pneumatic top
flap folder. The top major flaps are
being supported by flap guides so that
even weakened reshipper cases are
properly handled.

The case is then carried onto the
carton platform, The contents of the
case are now fully supported and the
gluing operation can Ecgln. Hot melt

. m@ﬂ@{?@w |

« San Glergio'
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San Glorgio Macerenl Inc. has redesigned the egg noodle and ““l
The new noodle is extruded, lending it o distinctive curly shape that cooks up lighter and
fluffier than the conventional flat noodle. When served, this Light ‘n Fluffy noodle holds
more grovy and sauce and has a much more appetizing fluffier appearance, The ottractive
one pound package [s availoble in medium, wide, and extra wide widths. lts initial Intro-
duction In the Philadelphia and Altoona-Johnstown markets has been kicked off with tele-
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call it Light ‘N Fluffy,

adhesive is applied to the top minor
llaps in four strips, two on each side.
The bottom is gl;ucd with the major
flaps receiving the glue at a 45 de-
gree angle. This allows gravity to
assist in glue placement and reduces
the umount of glue return onto the
gllﬂs.

Founded in 1928

New Way Packaging Machinery,
Inc,, founded in 1928, has designed
and developed a line of machinery
used in the food, paint, chemical, drug
and allied industries for flling a wide
range of flowable products in glass,

lastic or metal containers, labelers
Fnr glass, plastic and metal containers,
packaging case formers, casers and
case sealers, unloading for removing
empty glass containers from cases,

For further information: New Way

Packaging Machinery, Inc, Hanover,
Pa, 17331, Telephone 717-637-2133,
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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.

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

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

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

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

Lock Tight to Stickiness Eliminoted
Conserve Energy,

Automatic Extrusion Press
with Spreader

Bﬂib&i\ﬁ corporation

€0 EAST 42ND STREET-SUITE 2040 « NEW YORK W.Y. 10017

Prellminary Dryer

PHONE (212) 602.6407-602.4400 « TELEX 12-4797 BRANY
36
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Final Dryer
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Product Cooling Sectlon Storage Silo Stripper

Braibanli

DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
Y, 1978
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INDEX TO
ADVERTISERS

Poge
ADMMiling Co, ..o .. &7
Amber Milling Co. ... SO | |
Asseco Corporation ... .. 27
Braibantl Corp, .. ...... . 36-37
Buhlar-Mieg Corp, ... ooov e ]
DeFranciscl Maching Corperstion .__.10-11
Diamond Pacheged Products Div, _. ... 39
Goldman's lgg Chty ............ e .. 13
Fold-Pak Corp, ... cocennen. . 2

Internationsl Multifoods Corp. . 40
Jocobs-Winston Laboretories ... n
Mecaronl Jourmal ......coeee...e.. U | |
Malderi & Sons, D, Inc. .o 13
Micredry Corporation ...... .. 13
Morth Dekota MIN ..o v s
Nations) Mecaroni Institute ... - n
Pesvey Co. Flour Mill .......... ..20-21
Rossettl Consuants Assacistes oy /
Seaboard Allied Milling Corp, ............ 15
CLASSIFIED
ADVERTISING RATES
Went Ads .. ... 80,00 par line
Minimum $1.00

FOR SALE by owner—amell macereni manu-
facturing company, Tax carry ferward, Pres-
ant management will continue if devired.
Chicage locstion, Write P.O, Box 336, ?ale-
tine, IL 60067,

QUALITY PASTA PRODUCER
Wil menufacture and pechage te your speci-
ficetions noodles end macarenl under your
label. Excellent location atsures ecomemicel
access to oll major Midwest markets, Fur-
ther details by writing Box 336, Macareni
Journal, Palating, IL 60067,

KLUSKI NOODLES
Menutactured and packeged to your specifi-
cations. Bulk to 350 Ibs., poly or celle baga
8-12-16 oz, Modern plent near all majer
Midwest mearkets. Lot our expertise axpand
old and opan new markets for your preduct
"|Il. Reply to Box 336 In care of this mega-
zine,

FOR SALE—Clarmont Noedls Cutter, 3'x
7' 7', high speed/Rasvas Vari-drive/5 HP
motor deuble calibration. Five
widths, Excallent condition.

ket iy Bl et fhec

o me-

::r” :u ':0::l|lll. Excellent condition. Call
or write A, G, DeFalice, U.S, Mucaroni Co,,
Spokane, WA 99202, (509) 747-2083.

Seaboard Earnings
Accelerate

Net earnings of Seaboard Allied
Milling Corp. for the first 38 weeks of
the 1078 fiscal year, ns well as for the
third quarter, established new records
for the company. In fact, net earnings
in the 38 weeks were 38% larger than
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net profits for the entire 1977 flscal
year, when income established a 12-
month peak.

In the 36 weeks ended Feb, 4, 1978,
Seaboard had net income of $5,032,-
965, equal to $3.74 a share on the
common stock, compared with $2,308,-
716, or 81,71 a share, in the sume
period of the previous fiscal year.

Seaboard’s net for the third quarter,
the 12 weeks ended Feb. 4, totaled
$2,603,181, equal to $1.83 a share on
the common stock, contrasted with
$707,496, or 59¢ a share, in the same
period of the previous year,

Net sales of Seaboard for the first
38 weeks of the 1978 fiscal year totaled
$8178,169,045, against $203,263,663 in
the previcut ye/r, Third quarter sales
were $52,426,415, against $63,861,130
a year earlicr, “Lower dollar sales con-
tinue to reflect reduced prices, while
year-to-date units sold were approxi-
mately 5% more than last year,” the
company said.

Beef Romanoff

General Mills' Hamburger Helper
is introducing a brand new flavor—
Beef Romanoff. The new main dish
mix is described as having a sauce
that is “a rich blend of sour cream
and Chedder Cheese, subtly sparked
with garlic, dried onions and Wor-
cestershire seasoning, and paclaged
with amsenerous supply of enriched
egg noodles.”

Introductory advertising will in-
clude full-page, full-color coupon ads
in March 2‘;; Family Cirele, and in
Good Housekeeping, True Story,
Family Weekly, #.::ur Place, Southern
Living and Ebony. The brand will
also be featured in a new “"Helping
Hand” television commercial to be
aired March 13.

As with all the Hamburger Helper
flavors, all that the new Beef Roman-
off needs is the addition of a pound
of ground beef. Five hearty servings
can be prepared in minutes on the
oven or in the microwave oven,

The new Beef Romanoff is appro-
priately named, reports General Mills.
“It's flavors are those of the classic
dish, Noodles Romanoff, named for
the Russian dynasty of Romanov
czars for which it was created.”

The ad agency for the brand is
Needham, Harper & Steers in Chi-
cago.

Halian Dishes with Cheese

American Dairy Association has e
“Italian Dishes American Style Wid
Cheese” as the theme for its 107
spring promotion for cheese,
campaign will run February 27 ta
March 27,

Aomrdin% to ADA, ethnic foo
especially Italian, have become in
creasingly popular in home recip
and many Italian dishes call fo
cheese,

The promotion features domesti
cheeses used in Italian dishes p
pared American-style and highlight
Cheddar, Colby, Monterey, Jad
Mozzarella, Provolone and §
cheeses.

We’'ve been going together for
nearly 50 years.

Adventising

Four-color magazine spreads pio
ture those cheeses in such Itali
dishes as “Sna py Jack Snack,” “Sp
ghettf-A-Chedgl and “Big Michel
angelo,” to urge readers to “try
Italian change of taste with cheese.

ADA’s national ad program will in
clude color spreads in March 2
Family Circle and March Ladie
Home Journal, Redbook and Southers
Living,

Thirty-second television and rad
spots, run by participating ADA mem
ber organizations in thelr local mar
kets, will support the program,

Store Materials

The Italian dishes featured in th
ads appear also on a case-mounted
arch plece with banners that tops t
cheese section of the dairy case, The
display will be installed in more thas
18,000 food stores across the count
beginning the first week of February,

In-store kits also include four color
ful shelf extender cards that repes!
the Italian 1aenu ideas featured on 1h
arch piece.

To encourage consumers to us
American cheeses in Italian meuls
ADA has developed recipe sheets for
four dishes pictured on the P-O-f
materiuls, The recipe sheets, 1,000 pet
store, wiil be available in special 5“'
play racks mounted on the checst
section of the dairy case. Over 1§
million recipe sheets will be distrib
uted to food stores throughout the
U.Ss.

Dhormand tnternational Corporation
Packagmg Praoducts Division

TATH ANNUAL MEETING
Netional Macarenl Menufacturen
Associstlon

July 9-13, 1978
THE MACARONI JOURNA!
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' Multifoods natural goodness is always

INTERNATIONAL

}
MULTIFOODS.

INDUSTRIAL FOODS DIVISION
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