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rter-of-an-Hour menus for todey’s on-the-go le who have little

to spend In the kitchen hava been tlculo:od by the home economists
of the Natienal Maceroni Institute, They have been assambled in o 20-page
cookbook ‘‘America Entartains ot Home . . , With Pasta’, Details inside.




CORPORATION

Fold-Pak (formerly Fibreboard) is synonymous wit
pasta packaging. We make packages for the best
pasta manufacturers in the business — (have been!
doing it for years).

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

Fold-Pak Cgrp., Newark, New York 14513/315-331-
Englewood Clitts Sales Office: 110 Charlotte Place
Englewood Clitfs, N.J. 07632/201-568-7800
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The 74th Annual Meeting of the
National Macaroni Manufacturers
Association held in Coionado, Cali-
fornia July 10-13 was well attended,
acted on eliminating geographical
qualifications for directors, elected a
new board and set of officers, and
heard discussions on a wide array of
industry problems,

New president is Paul A. Vermylen,
First Vice President: Lester R. Thur-
ston, Jr; Second Vice President:
Joseph P. Viviano; Third Vice Presi-
dent: Anthony H. Gioia; other direc-
tors: L. M. (Andy) Anderson, Vincent
DeDomenico, John D, Herrick, Jaseph
P. Pellegrino, Ralph Sarli, Lloyd E.
Skiuner, John William, Emanuele
Ronzoni, Jr., and Lawrence D. Wil-
liams who was presented a plaque
for his services as President during
1077-78.

Product Promotion

Elinor Ehrman of Burson-Marsteller
gave a comprehensive r:sort on
product promotion conducted by the
National Macaroni Institute. High-
lights included major breaks in con-
sumer magazines and newspapers
around the country, It was announced
that the theme of National Macaroni
Week, October 5-14, would be “Amer-
ica Entertains at Home—With
Pasta,” A booklet, 5 x 7 inches, 20
pages with glossy self-cover and nine
inside color pages, including shapes,
will contain cooking tips, appliance-
shopping tips, nutrition, buying, shop-
ping and serving suggestions and
thirteen menus each featuring a pasta
main course, will be -offered if
sufficient quantities are ordered by
pasta manufacturers,

Food Service Potential

Christopher Smith of Burson-
Marsteller gave a report on Pasta’s
Potential in the Foodservice Tudustry.
The panel of Donna Roberts, editor,
School Foodservice Journal; Mary
Duffy of Inters' ite United Corpora-
tion, contract feeders and food man-
agement consultants; Ralph Frank, Jr,
o? Lawry's Foods and Restaurants,
spoke from different points of view
but were unanimous in emphasizing
that presently pasta is purchased pri.
marill; on price but equally important
are the points of proper preparation,

o i s 4 8 a e

ol ¥ .\.: g
ST e

CONVENTION REPORT

the importance of quality ingredients,
nutritional data, and the profitability
of pasta dishes. These points must be
stressed by individual companies and
the industry or pasta will be left at
the post. Potatoes already have a
long F}’:::nd-stnrt. Jo David of Burion-
Marsteller, in charge of foodservice
work for B/M was moderator of the
discusslons,

In the Supermarket

Vincent DeDomenico moderated a
panel of grocers discussing “What's
lln‘l’pening in the Supermarket?” He
had displays of advertisements show-
ing what manufacturers are doing to
help create excitement in the stores.
He also cited new products, new
packaging, new ideas for merchandis-
ing, and joint advertising,

Les Lorge, head grocery merchan-
diser for Vons Grocery Company, said
that pasta sales have been running at
a 2 percent rate of growth for the past
five years—and he considered that
low. He suggested more seasonal pro-
motions such as salads for the 4th of
July, pasta dinners for Columbus Day,
Vons track every commodity group
daily and check figures for contribu-
tions to total volume and dollar sales.

Everett Dingwell of Certified Gro-
cers of California sald they serve a
wide variety of operations and that
the independent has to get closer to
his business to survive against the
chains, They carry seven lines of
pasta, evaluate promotions, and work
for a tumover figure of 22 times. In
his comments on labor and produc-
tivity he noted that esprit de corps is
gone and getting people to work is a
prablem,

Stan Cocp, vice president, Grocery
and Liquor Division, Ralphs Grocerv
Co., sald they advertise in 27 to 30
newspapers. At one time as many as
65. He noted there are 16,000,000
people in Los Angeles and Orange
Counties, thelr marketing area. He
observed that being regional has ad-
vantages and pitfalls—and concluded
that today’s business must be done on
a stralght-forward, ethical, and pro-
fessional basis,

Industry Matters

Jim Winston, NMMA Director of
Research, reported on a recent visit

with FDA when the Standard Cop.
mittee was told that a memo dated
1848 on Orlental or Chinese Noodle
exempting them from the requin.
ments of the Standards of Ientit,
Such {s not the case with “Suddenly
Spaghetti” and “Spaghetti to Gy
which are looked upon as deceptive
to consumers unless some qualifi.
tion is made in labeling. Counsel was
asked to investigate the legal stan

of the memo and ascertaln whal
could be done to eliminate a double.
standard between products mans-
factured under the standards and
those that are nat, It was the genenl
feeling of the Board of Directors thit
this is as serious a threat to the
Standards of Identity as was phony-
roni.

Mr. Winston also commented o
Handbook 67, the necessity of per
odic cessation of operations for
cleanup and sanitizing, monitoring
enrichment levels and quality of naw
materials, hearing schedules this fa
on food labeling,

Durum Research

Dr. James Quick reported that in-
dustry grants had uddl;?l two people
in durum research and about 20 Er-
cent more effort in the quest for bet
ter varieties. He noted he takes from
8 to 10 years to develop a new variely
of durum, In the past year two new
varieties with strong gluten hay  been
released—Calvin and Edmor: The
benefits of travel have broade: d the
knowledge and contacts of the plant
breeder with specialists all o: 'r the
world and enhanced the ac s to
materials from other parts f the
world, In the past eight year: yiclls
have been increased 15 [ reent
Future improvement of yield, «ualily.
seedling vigor, weathering, il div
ease resistance continues.

In Washington

Counselor Louis Marchese o! Halt
penny, Hahn & Roche said the Labi
Reform Bill has not been put to red
yet. Credit for capital investment wil
be made permanent but there will
no tax law this year. Congress Is 1
going to roll back the Social Securilf
tax. Product liability laws n
straightening out with inflation boos*
ing costs. Some 17 states have
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First V.P. Lester R. Thurston, Jr,

reforming  legislation.  Burcaucrats
wntinie on their merry way, but the
wurts are now getting into the act—
as the OSHA case where inspectors
uneed warrents. November elections
give business another opportunity to
get better representatives.

In Europe
Freddie Fox of Pasta Foods, Ltd.
his fust finished a year s President of
tiie Macaroni Association in the Euro-
pean Economic Community, He re-
ﬁrlcd per capita consumption as
0

made by Norman Anseman,
Supplicrs Socials brought the dele-
gates together each evening hefore
the dinner hour, and thanks are ex-
tended to the following hosts:

A D M Milling Company
Shawnee Mission, Kansas
Amber Milling Division
St. Paul, Minnesota
Braibanti Corporation
New York, New York and
Milan, Italy

lovws: Tonnnge Units
[ United Kingdom L7 1bs. doubled in 8 years 42 (]
Holland 57 36 4
Spaln 70 = —_
Cermany 8.8 80% cgg pasta 245 15
France 122 317 22
Switzerland 20.0 egg pasta high - =
ltaly 55.0 declining 1397 348

Maliay, exports create a problem for
all othe European countries. Con-
" at icultural policy subsidizes
dwn * roduction in France and
laly, I 42 Foods Ltd. believes in
juality roducts, that you have to
Mke o profit, and they believe in
ople,
Contests

Top an in the tennis mixer was
Paul V¢ nylen with Kris William and
% Vi ano runners-up. The Ted
Pil sl .+ Lowl golf trophies for low
Pt werr won by Mike Arenn and
aeline Seiler. Low gross winners
pc Joe Viviano and Mary Ann
Olingswaorth,
ngest drive wos made by Dick
oo, Closest to the pin was
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De Francisel Machine Corporation
Brooklyn, New York
Fold-Pak Corporation
Englewood Cliffs, New Jersey
General Foods
Pendleton, Oregon
General Mills
Palo Alto, Californin
Hayssen Manufacturing Co.
Sheboygan, Wisconsin
Henningsen Foods, Inc,
White Plains, New York
Hoskins Company
Libertyville, Minols
International Multifoods Corporation
Minneapolis, Minnesota
D, Maldari & Sons, Inc.
Brooklyn, New York
Marshall Foods
Marshall, Minnesota
Microdry Corporation
San Ramon, California

North Dukota Mill and Elevator
Grand Forks, North Dakota

William 1. Oldach, Ine.
Flourtown, Pennsylvania
Peavey Company
Minneapolis, Minnesota
Ridgeway Packaging Corporation
Sun Leandro, California

Seaboard Allied Milling Corporation
Kunsas City, Missour

Rossotti Consultants Associates
Fort Lee, New Jersey

Milton G. Waldbaum Company
Wakefield, Nebraska

Wehrle Enterprises-Cooley Sales Co.
Kansas City, Missouri
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Gloia's beginnings as one of the
country’s largest pasta producers took
place in 1910 in Fredonia, New York,
a small town west of Buffalo, It was
here that Antonio Giofa, homesick
for the authentic taste of Italian Pasta,
started making macaroni and spa-
ghetti in his home. His friends clam-
ored for this “different,” quality
pasta—thus the start of Gioia Maca-
roni Company 70 years ago,

From these humble beginnings
Giola has expanded continually, first
moving to Rochester in 1919, then
returning to their preseat location in
a 75,000 square foot plant in Buffalo
in 1848, Since moving to Buffalo the
plant has been completely modernized
and expanded to a total 130,000
square fect.

As Gioia grew, additional varicties
of pasta were udded to the line so that
currently the company markets 75
different macaroni shapes and sizes
in 300 boxes. In addition, the com-
pany markets three varieties of spa-
ghetti sauce, n pizza sauce and a
complete line of ltalian Specialty
items,

Buffalo Hub

Gioia’s mojor marketing area is
within a 50 mile radius of Buffalo.
The company enjoys distribution in
almost ulr anur food chains in Up-
state New York, Gloia’s reputation has
been built on quality. In fact, Gioia
was won awards for pasta in the Rome
Food Fair on several occasions. The
company was the first to use the
window box on pasta products so that
consumers could see the quality of
the product. Most important is the
quality of the product itself. Gioia
uses only the finest Semolinn wheat
flour and is able to store half a mil-
lion pounds of flour to assure con-
tinuous production—which, in fact, is
the schedule—seven days a week,
three shifts a day.

To keep up with consumer demand
for its quality products Gioia has in-
creased capacity considerably. The
first major expansion occurred in 1964
The major installation was a fully
automated macaroni mixer, press and
dryer, which at the time was the
largest machine of it kind in the
nation,

This was followed by even greater
expansion starting in 1972 was the

6

Gioia, a Story of Growth

President of the Company

addition of two long goods lines, In
1973, a production line for extrusion,
cutting and drying of noodles was
added. Finally, in 1976 an additional
long goods line was added.

The story of Gioia macaroni starts
In the wheat lands of North Dakota,
Durum wheat is shipped to various
locations, to be milled into Semolina
and is delivered to Giola by rail and
truck. At Gioia it is drawn from stor-
age silos where the basic steps of mix-
ing, kneeding and drying take place.
The Semolina is mixed with water,
kneeded in large machines and at the
right consistency, fed through extru-
slon dies of various shapes. It is then
boxed, placed in shipping cartons and
shipped to Gioia's customers for sale
to consumers and the food service
trade,

Acquisitions

Part of Gilola's growth has been
through acquisition, In 1060 Piscitello
Macaroni Company of Rochester was
acquired and absorbed into the Gioia
operation. In 1976, the majority in-
terest in Giola itself was sold to the
British based multi-national food
company, Ranks Hovis McDougall,
which owns several other processors,
The Gio'a family maintains a “sub-
stantial minority interest® in Gioia.
Anthony Gioia, third generation Giola
and president, indicates that “this
merger gives us a strong position—
fomily know-how in the macaroni
husiness coupled with the assets of a
large multi-national company with
expertise in many areas of the food
business.”

In 1977 the company oc juired
Bravo Macaroni, which has .« vey
strong franchise Upstate and pr.
duces quality pasta and sauce prod
ucts for distribution throughont the
Northeast and West Central area
The added production facilities wil
enable Bravo/Giola to keep up with
consumer demand which has mon
than doubled since 1971. The merge
of Bravo and Giola actually re-unite
the Gioia family, after 40 years oper.
ating two completely separate organ-
zations.

Promotion

While word of mouth advertisi
was once sufficient, the Giola family
recognized the need to advertise via
print, radio and TV, The strong
Italian heritage that Antonio Gioa
brought from the little town of Vall
dolmo, Italy, coupled with quality
and the family name on the boxlledla ;
members of the Giola family being
spokesmen in various ads shot i
Valledolmo by Gioia’s agency, Law:
rence Wolf  Advertising.  Richard
Giola, production VP, has had the
lead with Anthony Gioin, presiden
and Robert Gioia, Buffalo distrid
sales manager, in supporting roles.

To supplement this advertising
Giola has tied in with the Buffibj
Sabres on radio, stressing the nut
tional value of Giola pasta as well
it's being the source for quick enery
for athletes.

People

In addition to product .uali
Giola’s success is also attribut ible ¥
its managers and people. In « lditie
to the Gioia’s mentioned earlit r, Niv
(of the Bravo Gioias) Gioia s vef!
active as national sales nnagt
Giofa’s “money man,” John ')pal
has been controller since 196" N
is supported by two sales m mag®
of long experience, Eli Bougovad
and Al Blanchard. Guy Whoeler s
Gioia's most recent personnel 1ogu
tion having joined Giola earlier
year as Director of Marketing.
Giola has an objective for &
future of continued growth th
new products and new markets. T
Gioia asserts, “With our productq d
ity, family expertise, RHM assets
professional managerial objecti
we will meet our objectivel”
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HAND FINISHING A SPAGHETT! DIE —or any food
extrusion die is considered a fine art at Maldari.

Special care is taken even by these experienced hands

to deliver a die to you that will surpass your expectations

of quality and production.
To improve quality and production in your plant,

call us now.
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D. MALDARI & SONS, INC.

557 Third Ave., Brooklyn, N.Y. 11215

Phone: (212) 499-3555

America's Largest Macaronl Die Makurs Since 1903 - With Marogement Continucusly Retained In Same Family
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He's : Resitern (Resident Intern) in 4
hospiral emergeney ward He's heen

Work ng non-stop since coming on duty
just before the dinner hour A steady ram
has niade driving hazardous. and there's
been more than the usual number of

accich nt victims coming into the
emer.oney ward.

He's -ed and he's hungry. As usual, there
won - uime to take a leisurely supper

brea:  the hospital cafeteria He'll follow
hist al routine of having macaroni sent
infr- he kitchen. He likes its taste, and
mac. 1 provides him with the energy he
e keep the pace

.
Vhy expends precious energy i a e
i paciy, ADM works hard 1o

Ihe Resttern (Resudent Inteen) who waorks in hospital em

watds s a1 the beginming stages of a long and demanding

He s qust finished 3 vears ol college and 1y ears of medhcal
~aierage ape o the Resitern s

Asa Resttern he hwork at least one vear and up to tour y

expenence thiough on the b eamng He 1 work through,

and holidas s He 1 discover that time ol s g precious €0

Once b has ganed the expenence he peeds he 1 most hike

;‘_I-lnp‘ﬂ doctors g combined pracctice

’

replemsh the energy through qualing pasta
[

ADAT seleets the finest duram and ualin
mills 1t clean. wolder semohing 1he
semolna s then shipped 1o pasta
manutacturers i the mdustry s mosi
modern convevances \nd tor emergeney
delvers ADM mamtams a ready supply of
hestrate pasta Hoar AD also offers
Product tests 10 pasta manubacturers

UPOn request

Fhe Resitern pertorms an mvaluable serviee
toour societs NCADNL we strve 1o
contmually supply pasta manulacturers
with the himnest igh eneray blends., so that
the Resitern and Breadwinners of every
category can perform then tasks ander
peak conditions

Breadwinners supplying Breadwinners since 1902.

ADM VI0LLIY

1350 West 1isith Streer Shawnee Vission koapeas o 0y
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Pasta’s Potential in the Foodsorvice Industry
by Christopher Smith, Burson-Marsteller Murketing Research

Burson-Marsteller has been charged
with the task of educating the volume
feeding market about the positive,
quality aspects of macaroni products
made with durum/semolina flour, for
the National Macaroni Institute. The
interest of the National Macaroni In-
stitute is to promote and sell more
brand-name, high quality macaroni
products to the foodservice industry.

Our hypothesis, based on ten inter-
views with macaroni manufacturers,
was that the use of a high-quality,
hard wheat flour likke durum semolina
makes for a higher quality mJ)asta
product, Lower quality products,
made with softer flours, don’t hold up
in the cooking or holding process. As
the higher quality product is more
expensive than the lower quality

roducts, and as the foodservice in-

ustry was perceived to be a price-
intensive one, it was felt that the food-
service industry might have a ten-
dency to buy the lower-priced, lower
quality pasta product for institutional
use.

This report presents the findings of
the initial phase of a two-phase study.
The purpose of this initial phase was
to:

® Begin to determine the current
state of awareness, attitudes, and
perceptions of volume food op-
erators toward pasta.

e Develop information to facilitate
the generation of quantitative in-
formation projectable to the food-
service industry as a whole,

e Provide material for concepts for
testing un the quantitative phnse.

Specific areas of investigation in.
cluded:

* Awareness of pasta products
® The distribution system for pasta
roducts to the foodservice in-
ustry
e Menu planning
s The extent to which brands are
specified
 Perceived differences from brand
to brand
e Problems affecting handling and
preparation
® Factors governing the decision-
making process for purchasing

pasta itself, and the purchase of
pasta from a particular vendor

® Perceived benefits and drawbacks
of pasta

® Ways pasta manufacturers could
get foodservice buyers to buy
more pasta

®* Ways manufacturers could Eet
foodservice buyers to buy higher
quality, branded pasta.

Research Design

Twenty depth, personal interviews
were conducted with decision-makers
from a variety of foodservice institu-
tions in three geographically dis-

rsed cities: New York, Chicago, and

s Angeic, Each interview lasted
approximately one hour,

The following table indicates the
number of interviews conducted in

New York
Restaurants
Employee Feeding
Hotels L
Schools
Hospitals
Contract Feeders
Airlines

v-ll I IQI—)—I‘HHD-'

TOTAL

each market and the type of food-
service industry represented:

Liatement of Limitations

Depth, personal interviews seek to
develop insight and direction rather
than quantitatively precise or absolute
answers, By reason of the small num-
ber of respondents, it should be under-
stood that this work is exploratory in
nature,

The findings reported herein should
properly be considered tentative indi-
cations. They were not, nor were they
ever Intended to be, projectable to any
larger population,

About the Foodservice Industry

It appears that the foodservice in-
dustry is composed of distinctly dif-
ferent segments whose attitudes differ
based on economic constraints, the
volume of meals prepared, and the
clientel they serve.

These differences make generaliza-
tions difficult. When major differences

Chicago  Los Angeles  Toul

3
3
3
b
3
i
l

ml In—-b—u-n-r-o-
-.;' [ -

2
exist by segment, they are sore
ported.

Contract feeders appear - bes
larger factor in the marketplu- e tha
anticipated. While the inter iewing
sample was carefully choser to ir
clude all major vlements of t! + food
service/volume feeding indi try,
became apparent that contra fecd:
ers have some involvement i ‘our
the sample group.

Involvement is particularl heaty
in the employee feeding area. During
the interview recruiting, it w s dif
cult to find a company that 1. anag
its own fecdlnF D:E:rut{on. Even com
panies in the business ((enerd
Foods and Kraft Foods, for t‘\ﬂf‘[_‘l
have company cafeterias and dinit

rooms that are run by contract f NORTH DAKOTA MILL

ik oy i _ Grand Forks, North Dakota 58201

Contract feeders also sup &
lines, schools, colleges, and LU’I"H RRRE RS

feeding operations,
(Continued on page 12)
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You'll receive raves about your product
If you start with the best quality durum
products. And the best fan mall of all
will be yours . . . repeat orders. People
today are discriminating, they want
quality first 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 people
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Foodservice Potential
(Continued from page 10)

Summary of Findings
Pasta is used in a wide variety of
ways by the foodservice industry . . .
® as an ingredient in main dishes
and side dishes
® as a finished main dish
® as a finished side dish
As pasta {s used In so many ways,

it has to compete with more food
products than potetoes or rice have to:
* as an entree, pasta competes with
meat, fish, anl(:limpoullcrypet
e as a side dish, pasta competes
with potatoes, rice, and green
and yellow vegetables
® macaroni salads compete with

green salads
 pasta also competes with bread
Even though is used in a

wide variety of ways, it is a low inter-
est food product eategory. Most food-
service buyers just don't think about
it.

Information about pasta seems to
be lacking in several areas:

® Quality: most foodservice buyers
have no idea how to tell a good
quality pasta product from a bad
one,

® Ingredients: Most are not sure
what pasta is made of.

‘e Nutrition: Some have no idea
what nutritional value it has, if
any.

While many companies that manu-
facture and distribute food products
other than pasta seem to make an
effort to keep the foodservice industry
informed about their products, pasta
manufacturers do not.

Awareness of durum semolina
seems to be limited to those who have
had experience making pasta—mostly
chefs in Italian restaurants,

Major benefits of pasta perceived
by foodservice buyers are that pasta
offers institutions low-cost, high profit
menu items and the ability to offer
customers a change of pace.

Pasta scems to be controversial,
however, in the area of consumer
acceptance. Partly, acceptance of
pasta seems to be governed by geo-
graphic area of residence and socio-
economic status.

Some drawbacks of pasta seem to
affect consumer acceptance of pasta,
causing establishments to think twice
about serving pasta in the first place:

e Pasta is perceived to be high in
calorles and carbohydrates, thus

12

discouraging many consumers
from eating it

® Pasta is not perceived to be a
“value” when compared to meat

or poultry
Other drawbacks concern the prep-
aration and handling of pasta:

® Pasta’s irrcgular cooking time
seems to Involve unnecessary
timo and attention

* Pasta s easy to overcook

¢ Holding pasta on steam tables for
long periods of time increases
pasta’s capacity for overcooking

The potato industry seems to have
eliminated most of their preparation
and handling problems, thus making
it much easier &)r institutions to pre-
pare potatoes than pasta.

Wbl:lz the pasta end product may
be rendered unacceptable to consum-
ers by virtue of its preparation and
handling problems, the product's
acceptal lll?’is also adversely affected
by serving leftover pasta.

The distribution system for pasta
seems to be standard in the food-
service industry. Pasta is sold to food-
service operations from grocery pur-
veyors or distributors, Few food-
service buyers had any idea where
those purveyors serve as distributors
within the foodservice industry for
completed meals,

The buying decision for pasta is
complex and different for many seg-
ments of the foodservice industry:

® In hospitals, the decision to buy
is made by three people: the
dietitian, the foodservice man-
ager, and the purchasing agent.
Hospitals, for the most part, de-
cide to buy irom one purveyor
over another on the basis of price.
In hotels, the chef either makes
the decision or influences the de-
cision. Some hotels specify
branded products. For the mast
part, hotels are more interested
in providing a high quality
product than saving money,
® Contract Feeding Operations
and employee feeding operations
that are run by contract feeders
are usually controlled by a na-
tional or regional buying office
that makes a price deal with one
or two distributors for all their
business, nationwide. Local op-
erations of these organizations
must, then, order only fron these
approved vendors.
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® In schools that operate the - gwy
foodservice programs, a fool. |
service manager makes tl.» do. |
cislon to buy on the basis ol nrie

® Airlines buy complete meal. from §
contract feeders. Factors mpor..,
tant to airlines seem to be tate,!
appearance, price, and, of couse,;
passenger acceptance, :

® In most restaurants, the clef’
makes the buying decision, and’
usually specifies a  particular’
brand. Quality is of utmost im. |
portance in restaurants, as pasty !
is often a specinlty of the house’
Also, costs can be passed on ty
customers in the way of increased !
menu prices. Therefore, to res-
taurants, price is no object.

Establishments in which the chel!
makes or heavily Influences the huy.!
ing decision seem to be the most likely’
to sredfy branded pasta products,

More pasta sales means more con-:
sumer acceptance, Foodservice op-'
erators can't be forced to buy moré’
pasta unless customers will eat it
However, it is important to note that’
foodservice buyers are consumess, too,

Increasing the share of branded |
products means it will first be necei-;
sary to inform insti*utions what qual. !
ity is, and what quality means to;
them, specifically ay it affects: saving
money; taste and consistency; prep:
aration and handling; appearance;:
consumer acceptance. i

Conclusions and Recommendations
It seems as though there we two:
ways to improve pasta’s position In;
the foodservice industry: ;
1. On a volume basis, the total
amount of pasta used «n be
increased i
2, On the basis of inc -asing
branded share, an effort an be
made to get pasta usrs to
“trade up” to a higher - uality
product,

In the short term, specific pr. blemt
and concerns expressed by the f
service industry need to be add:ess
A communications program n.ds to
be developed that would icreast
foodservice buyers’ awarencss
pasta. The program should also seek
to address:

e Quali;: What is high quality ¥

concerns pasta? How can a fi
service buyer tell a high qualiy o ;
product from a low quality prod: 4 s o

(Continued on page 14)
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Foodservice Potential
(Conlinued from page 12)

uct before it's too late? What
does quality mean to the food-
service institution and to their
customers?

Ingredients: What is pasta made
of? Why is it important to know
what pasta contains? Efforts to
inform the foodservice industry
about durum semolinn and its
henefits need to continue,

As far ns food composition is con-
cerned, it is important to point out
that pasta dnes have nutritional value,
However, the calorie/carbohydrate
argument against pasta poses some
difficult challenges. Raked potatoes
are, in fact, lower in both calories and
carbohydrates. However, this argu-
ment can be countered by the pasta
industry by emphasizing several
points:

oThz differences posed by cookins

time: Perhaps it could be pointe
out that for those concerned
about calories, the calorie con-
tent of pasta can be reduced by
simply cooking it a bit longer.
By comparing pasta with French
fries: Some respondents pointed
out the French fries are more
popular among their customers
than baked potatoes, If this is
true, then pasta might be reason-
ably compared with French fries
instead of baked potatoes.
® By emphasizing the protein con-
tent of pasta: Perhaps the calorie
argument might be circumvented
by making a statement to the
effect that “serving for serving
pasta gives you nearly two times
the protein in a potato.”

Existing benefits of pasta need to
be emphasized. The variety of uses
for pasta is something that needs to
be pointed out and exploited. Food.
service operators need more ideas for
serving pasta, Perhaps the drawback
of high caloric content can be ad-
dressed hy developing new ideas for
salads. One respondent explained how
this could be beneficial:

“It's interesting, because if you use

asta in snlmﬁ, 't doesn’t have a
ngh calorie connotation to it. Yet,
if you're talking about a bhaked
macaroni or a lasagna, you're talk-
ing about high calories. If macaroni
is mixed with vegetables, in the
consumer's mind, it is not fatten-
ing.”
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On a long-term basis, the pasta in-
dustry needs to increase ‘consumer
acceptance of their product. Con-
sumers nced to be convinced that
pasta has real benefits in much the
same way as institutions do, Commun-
fcating to consumers might have
multiple benefits, however, as food-
service buyers are themselves con-
sumers, Therefore, it Is imperative
that the “industry” continue its efforts
to educate the ﬁubl{c and institutions
about the benefits of pasta.

Additionally, the pasta industry
needs to spend some time and money
alleviating preparation and handling
problems. The advances of the potato
industry in this respect might serve
as a model,

Phase I was a qualitative explora-
tion on behalf of the National Maca-
roni Institute to develop and evaluate
marketing and promotional concepts
to Insureﬁ)randed pasta sales to food-
service institutions.

Phase 11 is a quantification of the
hypotheses generated in Phase 1. The
following were specific areas of in-
vestigation: pasta usage; frequency/
sales volume; factors important in
brand selection; attribute ratings;
knowledge of ingredients/nutritional
value; problems in preparing/han-
dling; reactions to selling points;
demographics.

Research Design

In April, 1978, 2,000 questionnaires
were mailed on publication letterhead
to subscribers of Institutions. Re-
spondents were screened as members
of food operating segments and se-
I;:clcd randomly on an Nth name

asis,

They include: mail out
Hospital/nursing homes 500
Schools y 500
Employee feeding 500
Fast food 250
Full service restaurants 250

There was an overall response rate
of approximately 20 percent or 389
returned questionnaires,

Sample

 All respondents (except 5 percent
anonymous) are involved in some
aspect of the purchase decision.

e Half the sample, or 51 percent,
represent Hospital Food services
(employee feeding 25%; patient
l'emﬁng 26%)

* Two out of six respondent:

38%
represent Contract Feeder: Imsl!
ness & industry groups 15%)
elementary & secondary « hogls
(20%); college and univ sities
(8%).

¢ The remaining segments of the

foodservice industry have g
resentation of less than 10 per.
cent,

® Approximately one-third of the

establishments represented in the
survey serve lunch only, The re.
maining establishinents serve twy
or more meals a day, Only {
percent have 24-hour service,
Forty-seven percent of the estal
lishments have a weekly sals
volume of $3,000 or more. In 4
percent of the establishments,
pasta sales are less than 10 per.
cent of the total weekly sales
volume,

Conclusions

A.

B.

Basic receptivity exists toward
pasta in the foodservice industry.
This extends to increasing total
asta sales and to increasin
Ernndcd pasta’s share of that inlat

Consumer  acceptance  supports
receptivity, naturally; more im-
portantly, those obstacles to
growth are solvable hy cduca-
tional promotions, product modi-
fication. Two major problem areas:
1. Ease of preparation

2, Nutritional value

The relative insignificance of con
sumer-branded pasta in ‘oo
service hinges on two pereep
tions—one real and one, wi sus
pect, erroneous: “Consumer b ands
cost more than  distrib iton
brands® and “All pasta i the
same.”

1. Credible information - hich §

demonstrates that “all pa ta i
NOT the same” would 1 an
effective marketing tool. The
most effective concepts o, pear
to be those which |il mise
greater efficiency in the ki chen
or a lower per-serving co-t.

. Key obstacles to implemc ting
these tactics are a necl b0
prove real product differonce
and a need to motivate broken
and distributors to carry-and
push branded pasta.

The *“foodservice industry” ¥

really several industries with litle
in common other than servin

[
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food Ench of these industres re-
acts lifferently to pasta and its
sellir : propositions,

1. C itract Feeders need inforina-
tic + that branded pasta has
hi h quality ingredients, there
{s less waste, it is more eco-
nemical;

2, Huspital feeding services are
cuncerned mainly with quality,
taste, cost, waste;

3, Caterers  are  cost  consclous,
quality conscious, and taste con-
scious;

4, Company and  school-owned
feeding services are looking for
increased quality pasta while
at the same time cutting costs
and waste;

5. White Table Cloth restaurants
are concerned with saving
money and pleasing others;

6. Fast Food Industry representa-
tives were not substantially im-
pacted by the survey's ap-
proach, Pasta manufacturers
may have difficulty promoting
branded pasta to fast food es-
tablishments,

Pn the hasis of survey results, a
wo-pronged promotional campaign
suggested,

. Increase total pasta sales through
emphasls on consumer acceptunce
and solution o minimization of
Im-p;mlt(on and nutritional prob-
ems;

. Incrase branded's share through

pronotion of the real—and im-
I:ort-wt—pmduct differences  be-
we 1+ hard wheat/branded and
dist utor pasta. Suggest an in-
cent ¢ program to make distrib-
ute:  goals the same as those of
ma  acturers,

v

oods: rvice Panel

Jo L vid, Director of the Food-
vice ivision of Burson-Marsteller,
pade + e Introductory remarks be-
bre i oducing the panelists, She
id: T+ ere needs to be some definl-
h of terminology—we talk about
Podser . ice as that area out there that
not setail, Volume feeding is not
e large mass; it is segmented, Res-
urants and fast food establishments
€ separate segments, Contract feed-
5 Is & world unto itself, Then there
institutional feeding such as health
e, haspitals, industrial feeding, and

PTEMBER, 1978

school foodservice, “All have specinl
problems. All have common needs.”

Contract Feeder

Mary Dully is manager of market-
ing and merchandising for Interstate
United, contract feeders out of Chi-
cago. As a foodservice management
company they serve more  than
3,000,000 meals a day in 43 states. The
industry as a whole does $85 billion
annually, serving  industry, schools,
hospitals, ball parks and staciums,
vending machines, and so forth, Miss
Duffy explained: “We offer n total
system to our clients, We come in and
perform full foodservice for them. We
do system design, offer professional
unit management at site, district, or
region, and cost control systems.”

The foodservice industry is labor
intensive with high turnover, us much
as 300 percent. The labor foree is un-
skilled and semi-skilled. They operate
within the strict confines of pleasing
the customer, pleasing the client, and
satisfying government regulations,

Miss Duffy observed that the con-
sumer has learned to eat with his eyes
and his ears—by reading magazine
advertisements or watching tv, And
he hums that Burger King jingle. He
is a tough customer to please, That is
where the supplier comes in—the help
the foodservice operator define con-
sumers' needs and to help provide
‘or them.

The food manager has production
problems, food cycle problems, labor
problems, and may feed as many as
4,000 people a day. He is not going to
thumb through magazines for recipes
at the end of the day. You can help
by providing recipe cards and new
ideas. You can tell the foodservice
operator about equipment necessary
for good production, for holding the
product, and its performance on the
steam tables. They need adequate bi-
lingual instructions on how to use
your products ll)rupurly. Miss Dulfy
safd: “Give us the truth about nutri-
ents and why pasta should be added
to cycle menus, Help us develop pro-
grams to make cminsg pasta fun,
Italian festivals are old hat, Think up
something new. Contract feeding is a
sleeping ginnt.”

School Foodservice
Donna Roberts is editor of School
Foodservice Journal, published in
Denver, School foodserviee directors
toduy provide a choice of entrees in
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26,000,000 meals daily. The Ameri-
can School Foodserviee Associntion
has 64,000 members in all levels of
the school feeding program,

The original objectives of the 1#H43
National School Lunch Act were con-
cern for the health of children and
the distribution of surplus food items,
Also, there was (T(mgrcsslmml coneern
to improve nutrition for recruits for
the military, During the past 32
years, it has been learned that chil-
dren who cat properly learn hetter,

The government  still  distributes
commodities of which durum wheat is
one, Macaroni  manufacturers  can
qualify to process this for school use,
The government program has been
expanded to now include a breakfast
program, u summer program for the
needy, and feeding the elderly.

The National School Lunch pro-
gram has a total cash outlay of more
than $4.5 billion annually, reaching
more than 26,200,000 children in a
day in 82,000 school districts, nhout
90 percent of the school districts in
the country.

The Type A meal is based on Basic
Four F um\ Groups and should provide
one-third of a child's recommended
duily allowance of nutrients und cal-
ories. Pasta s not included in the
Type A meal exeept as a bread equiv-
alent, This is being changed and
tested this fall to offer more variety
in menus and to cut down on waste,

Schools want nutrition, easy prep-
aration, and a low price, They buy on
a bid Dbasis. Your salesmen can get
buyers to specify branded merchan-
dise in their specifications of yon con-
vince them of better value and per-
formarce. The potential for large
volume is good.

Restauranteur

Ralph Frank, Jr. of Lawry's Foods
knows the pasta and grocery husiness
from their operations in Lawry's
Seasoned Salt and Spaghetti Sauce
Mix. They are in the restaurant busi-
ness with Lawry's Prime Rib in Los
Angeles and Chicago plus other high
quality restaurants on the West Coast.
A few years ago they attempted to
launch a chain of Italian fast food
operations, but this has been dis-
continued,

Mr. Frank observed that one in five
meals s eaten away from home, wid
$1 out of $3 is spent in the foodservice

(Continued on page 18)
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Foodservice panel
(Continued from page 15)

industry. Eight percent of the na-
tional work force is in foodservice.
Working wives count time and energy
us well as pennies in fast food values,
und this becomes even more impor-
tant with single people.

Mr. Frank surveyed some restau-
ranteurs in the Los Angeles area and
learned that today’s trend is different
—more varieties of pasta are used be-
cause of international travel. More
entrees are being developed, although
side dishes are becoming increasingly
important in some areas.

Restauranteurs have the same prob-
lems as all foodservice people in hav-
ing adequate recipe material, specific
directlons for preparation, and a need
for information on equipment to
handle large quantities of product.
Some restauranteurs use pre-cooking
to a point, finishing the dish in steam
kettles, This calls for a special pasta
Erodnct for restaurants that is slightly

eavier than the type used in the con-
sumer trade. Knowledgable Italian
restauranteurs want top quality,

Mr, Frank urged the pasta manu-
facturers to accentuate the positive—
the versatility, nutrition, and profit-
ability of thelr product on the restau-
ranteurs’ menu. He ai]so recommendﬁd
keeping an eye on what young people
nrepthiﬁking. He noted that gh](:; t[:rc
currently buying more tacos and have
always liked spaghetti. Both have
promising potential.

Canadian Survey

The Canadian Restaurant and Food-
services  Association recently sur-
veyed food procurement practices of
commercial foodservice operators, Al-
most 50% make daily food purchases.
The manager is the main lbuycr ac-
cording to 40%, Almost 90% buy from
foodservice  distributors, with only
3.6% using “one stop” distributors,
The open market method of food
purchasing is used by approximately
85% of respondents while cost—plus
buying accounted for 8.1%. The same
survey made of institutional operators
showed that almost 50% make their
food purchases weekly., The food-
service manager was buyer in over
70% of the institutions, and almost all
buys are made from foodservice dis-
tributors. In multi-unit organizations,
about 50% were using centralized

Ralph Frenk, Jr,

purchasing. Over 70% use open mar-
et buying, while cost-plus and sealed
bid buying accounted for 13% of the
response,

Foodservicing
Merchandising Kit

The Beef Industry Council of the
National Live Stock & Meat Board,
Chicago, has the answers to these
three questions:

What can I do with ground beef
that’s new?

What about leftovers?

How can I merchandise economical
round steak?

The answers are found in a new
merchandising kit which presents four
new and profitable serving ideas with

Joa Impaesteta, right-hand man at Moran's
Pastificlo in New Orleans, checks the pas-
ta's consistency before running It through
the cutting machine which turns out a wide
varlety of pasta Including fettucine, capel-
linl, tonnarelll, lasagna and ravioll for res-
tourants and the general public,

beef: Grechan Style Beef, Tt an Jy
Salad, Sweet 'n Sour Steak  Jiy
Enchiladas. Macaroni mam actype,
will like Grecian Style Beefl v hich by
elbow macaroni on top of yers ¢
pasta, spinach and ground 1. of,

Recipe cards (set of fow sell fy
50¢. Set of four posters uw.e $1g
Table cubes are a glme ench. A con
plete kit with all. the items is $43
All materinls are shipped Lob, Cli
cago.

Moran’s Pastificio in
New Orleans

What do you get when you mix #
Ibs. of flour, 120 eggs and one ap
of salt? Enough fl‘eaﬁl Ttalian pasta to
serve 240 entrees or 480 appetizen,
according to Joe Impastata, right
hand man and close friend of the
owners of Moran's Riverside Restau
rant and Pastificio in New Orleans.

All pasta served at Moran's is pro
duced by $40,000 worth of machinery
from Italy in the Pastificio, down
stairs from the restaurant which over.
looks the Mississippi River amid
quaint and colorful shops in the
world-famous French Market.

Although the Pastificio’s mixing
kneading, rolling and cutting mr
chines primarily manufacture pasts
for Moran's and a few other resta
rants, o wide variety of pasta [
authentic “Mama Mia” meal- is alo
available to the general public. b
addition to fettuccine, capel’ nl, tor
narelli, lnsagna and raviol' pasts.
Moran'’s Pastificio also sell Italin
sauces, homemade meat-sti fed I
sagnn and New Orleans cul: e sud
as seafood gumbo and erawfls bisque

Luckily for passers-by, t - pat
machines are in view of Frend
Market visitors who enjoy seeint
pasta prepared the way it is wough
aut Italy,

Moran’s owners, Jimmy w | Tow
Moran, traveled with o woke
Impastata to Mi'..., laly wl re the
found the machines and forn, i fo
different types of pasta, When they
returned to New Orleans am! begs
making pasta, they found that a s
::r:ssfuf;r formula depended on
weather and size ofp‘:hc egys “3""
“On rainy days,” Impastata suid,
may not put in as many eggs heca
the dampness makes onr pasts ¥

(Continued on page 20)
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Foo vics abways give good reviews when the cook serves up good-tasting. wholesome noxdie dishes

T g Sometimes the people hardest to please are
co WI sitting right around the family table. So the smart cook

really uses her head...and serves up good-tasting
noodle dishes.

‘ussy customers
@'" us cus 0 e But the best noodle dishes begin long before they
t use reach the table. They begin on the farms of the northern
as O plains, where the nation’s best durum wheat is grown.
From this durum wheat, Amber Milling mills finy
’ler IlOOdIe. 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 guality. 5o we
"%ﬁ, deliver semolina and durum flour that makes it easier for
you ta please all your “fussy” customers, Specify Amber!

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn, s General Offices at St. Paul, Minn. 55165/Phone (612) (46-9413
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Moran’s Pastifico
(Continued from page 18)

moist to work with, If the eggs are
larger than usual, we don’t use the full
120 needed for most batches.”

Native of Palermo

At a native of Palermo, Italy,

Impastata justifiably considers himself
a pasta authority, He studied in Rome
for two years with a friend who owns
a pasta shop right behind the Vatican,
Like any Eood Italian, he can tell
when spaghetti and other pastas are
ready simply by looking into the pot.
Contrary to some Americans who
claim the true Italian way of testing
spaghetti is by seeing if it sticks to
the wall when thrown, Impastata
says a good way to test spaghetti is by
seeing if a strand will stick to a fork
while still bolling,

When the Moran brothers were
growing up, their mother used to
make pasta by hand in the family

- restaurant, If she worked hard, she

may have turned out 10 pounds of
ravioli in one day, The Pastificio ma-
chines, operated by one person, pro-
duce 200 pounds per day.

The Pastificio is a must for tourists
and natives who enjoy creating thelr
own authentic Italian dishes and for
those who want to take credit for
specialities prepared by Pastificlo
Berfectlonlsts. Either way is bellal

ellal

Moran’s Pastificio has been located
for two years in the newly renovated
French Market, a 200-year-old land-
mark in the heart of New Orleans'
thriving French Quarter.

Foodservice Headcovering
Study

A serles of five focus-group studies
conducted for Chicopee Manufactur-
ing Company has resulted in the de-
velopment of a more stylish, more
functional headcovering for food-
service personnel.

The studies, according to Bob
Hughes, Chicopee foodservice prod-
uct director, included foodservice op
erators and personnel from restau-
rants, schools, universities, hospitals.
clinics, bakeries and food processing
plants; supermarket clralmduce men,
meat cutters and butchers; and uni-
form purchasing/renting agents,

While informal, the studies ex-
plored the entire subject of food-
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) A
Design and color of Chix Fashion Bonnets
ore the result of a series of studies of food
service operators and personnel, Users found
them more comfortable, more attractive and
mare functional,

service headcoverings, Several major
problems  surfaced:  dissatisfaction
with existing headcoverings; prob-
lems with linen rental services; and
concern over function and appear
ance.

Most foodservice operators taking
part in the studies had tried several
linen rental services, Some abandoned
them altogether, citing decreasing
quality, increasing cost and lack r
concemn for their foodservice custor
ers. 2

Appearance Ranks High

Personal-appearance needs ranked
high. Women in the studies felt that
confidence in their appearance helped
them do their jobs better. A frequent
remark was: “We cook and do every-
thing right out in front of everyone.”

All women in the focus groups re-
ported that headcoverings were re-
quired at work. Yet many wore them
only when they knew they were being
checked by a health inspector. Those
who wore haimets considered them
inceffective, uncomfortable and un-
attractice, A major comment about
hairnets was, “They’re not designed to
keep hair from falling into tﬁings-—-
only to keep hair in place.” The
women also felt that hairnets muss
the hair unless used with lots of hoir-
pins. And they don't cover curls well.

The result of the studles, says
Hughes, was development by Chic-
opee of a disposable, cloth head-
covering—Chix®* Fashioa Bonnets.
These were test-marketed to see if
they met the criteria established in

the fucus-gmu‘p studizs. The dig
For one, users found them mor. con,.
fortable than existing headcos ‘rings
and more effective. They absoi per-
spiration and “breathe,” allowi g o
air circulation. And they are flame
retardant, They also provide i con.
l|(:Ielc.! barrier for the hair « saing
itchen smoke and airborne orease,
Designed for total hair confinement
Chix Fashion Bonnets ecliminate ;
major source of food contamination—
bacterla, dust, dandruff and hair
Test-market respondents found, ton,
that the bonnet's dcs:]gu and color

(pastel pink) are more attering,
AccordlnE to Chicopee’s B
Hughes, Chix Fashion Bonnets, de.

veloped for kitchen, serving-line and
dining-room personnel, color-coord;.
nate with Chix Fashion Bib Aprons
(part of a line of disposable cloth
gl%mns also produced by Chicopee)

ey come packaged 100 to the hoy,
400 to the case, and are availalie
nationally from Chicopee’s distribulor
network of over 1000 institutional food
wholesalers, paper and restaurant.
supply jobbers,

Chicopee is also a major producer
of a varety of disposable/reusable
cloth products for wiping, polishing
and scouring, For further information.
contact Dept. FS, Chicopee Manu-
fucturing Company, P.O. Box 630,
Milltown, N.J. 08850; (201) 5247270

Microwave Ovens and
Convenience Foods

A newly released Frost & Su'livan,
Inc, report, entitled “Converience
Foods & Microwave Ovens,” fore
casts that microwave ovens wil! show
the fastest growth rate in the food
service equipment market duri g the
next ten years, with sales volu e ris-
ing 10 to 25 percent annuall Ac
cording to the New York marl 't e
search firm, “food service sal s are
expected to surpass the $100 | illion
level within the next few year: with
‘away-from-home” food expent. turs
vqu;i!jng ‘at-home’ food purcha- s by

“Convenience foods,” adds th: 252
page study, “are expected to spuf
rowth of the entire food service in
ustry—particularly the microwav
oven.” Approximately 40,000 micr-
wave ovens were sold in 1970, a0
estimated 1.6-million in 1976, and 3

(Continued on page 24)
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FIGHT '‘EM - OR JOIN ‘EM

There are none so blind as those who will not see . . . through-
out the nation . . . in small communities, and in our largest cities
. . . everywhere pasta plants are being gobbled up by foreign
giants or American conglomerates!

You know it! — You see it! You read about it in the papers!
Wherever there is a macaroni company with potential . . . that
is the yardstick — potential sales is where the big boys are fer-
reting out the situation . . . whether to buy out the local plant
and by marketing methods and popular profitable products build
the latent dollar income . . . or invade from adjacent territory
and seize sales from the supplier who is unaware of his market’s
full sales possibilities.

We have helped our friends in the business BOTH WAYS.
Where a family wanted to retire, we have secured a buyer and
secured the top sales dollar. Where an owner was prepared to
drive his business, we have brought in marketing expertise, analy-
sis of the territory, recommended wanted products, and supplied
advertising and promotional know-how . . . all to capitalize on
the capital that is waiting to be brought to the surface. Where
advisable, we have directed the present personnel or brought in
new blood where needed.

We are proud of the reputation that Rossotti has in main-
taining sacred all the confidences that have been placed in us
over the years,

We would be glad to discuss any of these situations any
time in complete confidence and without any obligation what-

soever.

Cherles C, Rossotti, President Jock E. Rossotti, Vice President
George Leroy, Vice President and Marketing Director

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

Telephone (201) 944-7972
Established in 1898
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the Pure, Golden Color of Quality

King Midas Semolina and Durum Flowur
Quahty with i runming starl on all the othirs

Industrial Foods Group



Microwave Oven Report
(Continued from page 20)

projected @-million by 1885, At that
time, they will be installed in about
50% of all U.S, homes, and will be
“as commonplace as the television”
and other household appliances.

“Commercial microwave ovens are
establishing new sales records every
year,” says F&S, “and the number of
installed units is expected to double
between 1977 and 1981.” Expectations
are such that with over two dozen
manufacturers now produclngl them,
the structure will change, leaving
fewer major producers as a result of
mergers and acquisitions, Japanese
manufacturers are expected to remain
in the marlcnt‘:lucc. though it is un-
likely they will dominate it.

Packaging the Key

Packaging remains the key for total
acceptance of the “microwave oven
and convenience food approach” to
food service at the consumer and
commercial levels. Innovations, now
on drawing boards, appear to include
still greater improvements and func-
tlona% refinements, Marked progress
is anticipated, with the differential
heating container (DHC) the probable
“dark horse™ candidate making a cru-
cial breakthrough.

New materials, bearing consistent
freezing and heating ranges, are now
being developed by the industry, in-
corporating s clalized packaging
featuring “shielding” capabilities. The
aim is to produce a package permit-
ting effective heating of several dif-
ferent foodstuffs, providing greater
oven flexibility.

The report categorizes convenience
foods into preplated meals and
sandwiches. TRe Furmer comprise any
combination of two or more food
products in plated or casserole form,
Sandwiches consist of bread or rolls
plus other food products such as ham
and cheese, hamburgers, frankfurters,
cte. Microwave ovens are categorized
as two types, consumer units (pow-
ered by a 110-volt system) and com-
mercial models which are more
rugged, with a manufacturers war-
ranty and a 220-volt system.

Six Advantages
Frost & Sullivan lists six main ad-
vantages inherent to the microwave
oven in combination with conven-
fence foods. First, dollar savings are
obtained from less waste and labor

in preparing foods, The combination

also eliminates the variety of food

purveyors and slt{)pliers required for
S,

conventional foods, lar!ting them to
one or two sources, E.orage and in-
ventory control are also immensely
simplified, with cooking costs an im-
portant economic dividend.

The microwave oven uses power
only when in service, and requires a
relatively short cooking time that is
controlled and comparatively in-
expensive. The unit’s acceptance has
been effectively increased by the
manufacturers rather than the food
processors, through national promo-
tional campaigns supported by on-
site  demonstrations.  Moreover,
though these marketing efforts are
aimed at the consumer—who gener-
ally cooks from the raw food state—
they are well endorsed by the com-
mercial user’s stamp of approval in
the form of continual and expanding
applications in the food service ap-
proach,

Hospital Market

The F&S report points out, “Food
services to hospitals ($5.5-billion in
1977), averaging 4.4 meals per patient,
per day, cc‘quating with  19-billion
meals annually (plus anotl er 1.6 bil-
lion for staff and visitors), have been
and will continue to be a strong
impetus for growth of the microwave
oven and convenience food markets.”
In the future, hospitals will tend to
be larger, with less small hospital
construction, The fact is, use of con-
venience foods in combination with
microwave ovens can reduce labor
requirements from 25% to 40%. For
this reason, large clinics, nursing
homes, correctional institutions, the
military, schools and colleges, etc., are
fast joining such traditional opera-
tions as fast food chains, full service
restaurants, recreational and enter-
tainment enterprises.

For more information contact Cus-
tomer Service, Frost & Sullivan, Inc,,
108 Fulton Street, New York, N.Y,
10038, Telephone: (212) 233-1080.
Reference Report #551.

Back to Convenience Foods

In an analysis of “Changing Con-
sumer Food Buying Habits,” Edward
A. Jones, a researcher with Mitchell,
Hutchins Inc., points to varied con-
sumption patterns for major bread-
stuffs products as supporting his thesis

that the insistence upon valuc and
price displayed by consumers | the
1972-75 inflation and recession | eriod
“is now relaxing for food and ather
daily need products.” Thus, Mr. Jones
points to a trend toward inc:cased
rurchases of so-called convenience
oods, as eomrared with the trend
toward “bosics” in the earlier |ieriod,

At the same time, he warns that
this trend back to convenlence foods
is “fragile and could be quick to
change substantinlly with any near-
term economic sctback.”

Following is Mr. Jones's analysis of
the current state of consumer demand
for food, in part:

Inflation Changes Habits

In a December 24, 1973, report en-
titled “Inflation and the Changing
American Diet,” we promulgated the
thesis that sharply rising food prices
were causing American consumers to
change their food buying habits in
order to protect their declinlng real
personal income. Basically the Amer-
ican housewife turned to the lower
priced foods, concentrated on s
clals, became more price and value
conscious, did more baking and cook-
ing in the kitchen, avoided the more
fancy packaged foods such as frozen
vegetables in a plastic pouch, and
made more frequent shopping trips
The move towards more home cook-
ing was seen in rising unit sales for
family flour after many years of de-
clining sales. The consumer tumed
from more expensive beef to tuna,
breakfast cerenl, and soup, Thes
changes began in 1973 and po sisted
until the beginning of 1877.

The severity of the 19721t 75 i
flation and economic recession pro
longed the consumers’ price con
sclousness more so than has been
usual during years of economi  diff-
culty since World War II, The . reatef
emphasis on price also mad new
product introductions less de irable
for food processors unless th new
entry offered a greater valu tho
existing products,

Less Price, Value Emphnis )
With the national economy in i
third yeor of economic recovery &
with rlsing employment and real per
sonal income, the consumer hecam
more optimistic about his and he
economic well being and outlook dur

(Continued on page 26)
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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 8 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

Send for our free
color brochure!

We

. 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!

SO.

bt n b AN P b o

We have over
four million chickens.
Does that make our

egg products
better?

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

# d Goldman’s

(@

8643 Shekell Rd., Moorpark,
Ca. 93021 »(805) 529-2331

Y




Back to Convenience Foods
(Continued from page 24)

ing 1977. The insistence upon value
and price is now relaxing,

The change in consumer sentiment
is seen in the return to frozen foods
which suffered so much in 1974 and
1975, the Increased movement of
1ecipe and other fancier products, a
greater tendency to buy the higher
price points within a given food cate-
gory, and the end of unit sales growth
for cooking ingredients,

A good indicator of the public’s
changing buying habits is seen in
fumily flour unit sales, even though
market research studies show that
80% of its retail sales are to 18% of
the population, Family flour is fAour
bought in supermarkets for home
baking, After many years of declining
about 2% annually in units, family
flour sales rose spectaculurly starting
in the summer of calendar year 1973,
Unit sales were up 40% year to year
in the three months of July through
September, 1973, After three years of
higher unit sales, family flour sales
had = slight decline for the 12 months
ended May 31, 1977, By far the two
most important brands are “Gold
Medal” of Geaeral Mills, which has
about 35% of the market, and “Pills-
bury's Best,” which has about 20% of
the market. Therefore, because these
two brands are dominant and each of
the two companies have fiscal year
ended May 81, we have given the
year to year unit changes in family
flour in the following table for tie
12-month period which cerresponds
with the fiscal year for those com-
ranies,

Change in Family Flour Unit Volume
Year End May 31
1977 1976 1975 1074 1973
—05% +87% +0.7% +80% —2.0%

Since last May, family flour unit
volume remained fat until November.
The Increase in November reflected
heavy ordering by the grocery trade
in advance of a price increase,

Distinct Slowdown in Cerenls

Several other products that bene-
fitted from the public shift to lower
priced foods in 1673-1975 are experi-
cncing a sharp sales slowdown in the
current year. After six flat years,
ready-to-eat (RTE) cereal tonnage
consumption increased by 41.4% in
the five years 1872 through 1976, That
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s e(iunl to 7.2% annually, Then, for

the 12 months ended Sept. 80, 1977,
RTE cereal industry tonnage was up
only 2% over the prior 12 months, It
may do a little better than this in the
final cuarter because that was the
weakest part of last year, but there is
a distinct slowdown. For the next sev-
eral years, RTE cereal consumption
may grow at a 2 to 3% annual rate,

Elsewhere, after a brief flurry,
biscuit and prepared cake mix sales
have flattened out this year, although
specialty snack coke sales are doing
well, The variation in cake mix unit
sales over the last several years are
shown below,

Year-To-Year ChnnFo in Coke Mix
Unit Volume

Year End May 31
1977 1076 1975 1974 1973
%+ +9% flat —8% +410%

In the total cake mix market Pills-
bury is the leader followed by Gen-
eral Mills. Pillsbury'’s market share
got a boost with a very successful
Bundt cake introduced in its fiscal
year 1073, While Bundt sales have
tailed off. Pillsbury's market share has
improved because of another success-
ful introduction, “Pillsbury Plus.”
Pillsbury Plus, which has a pudding
in the ,mix, was introduced in 1976
and went national in early calendar
year 1877; it represents the company's
successful return to the two layer
cake mix business where the leader
is Proctor & Gamble’s “Duncan
Hines” brand.

Hot Cereals, Pancake Trends

Hot ceieal sales had experienced a
modest decline in sales for many
years, Then in 1974 they rose 10-12%
and again were up in 1975 and 1076
but to a lesser degree, Their sales in
1977 are flat year to year., Quaker
Oats is dominant in hot cereal, and
the company is the leader in pancake
mix. Its “Aunt jemima" brand is
1oughly a 45% market share, in pan-
cake mix; second is Pillsbury's “Hun.
gry Jack” pancake mix with a 25%
market share. Pancake mixes have
shown little growth over the last
decade; a flat year was a good year
prior to 1072, Their unit sales picked
up substantially and rose 10-12% in
both 1674 and 1075, They plateaued
in 1976 and this year are flat on a year
to year comparison.

A relatively new product line in the
last five years is cookic mixes. In re.
cent years their sales are show g 0.
15% annual increases and are stimy.
lated by an influx of new produc
Recently, both Quaker Oats an| Gey.
eral Mills have introduced new mixes.

Frozen Foods Tum Upward

A good Dbarometer of cousumy
food spending is frozen foods, They
are a highly visible convenience food
and generally cost more than the
equivalent fresh produce, Even when
the Intter is not true, the public thinks
of frozen foods as being more expen-
sive. Therefore, it was not surprising
that frozen foods suffered a seriow
sales decline in 1074.75. In dolla
volume, all frozen vegetables sals
are up 16.7% for the 12 months ended
July 1, 1977,

So, too, with Sara Lee which ha
the lion's share of the frozen cake
market. In mid-1975, when the e
nomic picture was dark, Sara Lee o
Consolidated Foods - Introduced 1
fancy high priced “International” line
of frozen cakes. The new two layer
“Black Forest” retailed at $2.19, con-
pared with the regnlar Sara Lo cho
olate cake at $1.79,

Frozen Pizza up 15% a Yur

In a feld as broad as food, ther
are always those products which er
joy superior growth regardless of e
nomic conditions. Frozen pizza hs
heen one of the fastest growin ; itens
in the food store. Over the ). st fie
years frozen pizza sales hav: beo
growing about 15% nnnually.

Pizza, both frozen and non rozn
should continue to grow. It i a f}ll
food that appeals to children, l‘J!l’:‘
prepared, and is endorsed b nutr
tionists who deplore junk fo Is.

More Willing Now to §) nd

Our theme here has been 1t ¥
consumer is shifting back v wr
venience foods and away fron. staple
as their economic well-heing i ul oot
look improves. However, ti+ o
sumer has not forgotten conpleteh
the trauma of the inflation econon*
distress of the years 1972-1975, so th
her price consciousness of those ye&"
is receding but is still prescat. At
cordingly, the swing to convenlen®
foods is occurring, but is not as [*
nounced as has been true in previ®
business cycles.
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Ex .erts Expound on
The: New Inflation

-

i T had a shopping center, I'd
say to President Carter, *Why don't
you sleep here?” . . . spend the night
row ing around and looking at my
inventory, see what it costs me, I'
have our auditors here with him.
That's what I'd do,” says Eliat
Janeway.

The well-known economist, inter-
viewed in the July Progressive Grocer
along with nine other experts on in-
flation, urged individual super market
owners to dramatize vigorously the
negative effects continuing inflation is
having on store profits “Look at what
the farmers did. They got Washing-
ton on its ear,” continned Mr. Jane.
way. ),

Leadership, he notes, needs to he-
gin at the bottom in this case, The
individual super market owners
should dramatize their plight to gov-
emment officials at all {::vcls.

The consensus among the experts
is an indefinite period of double-cligit
inflation which will continue to affect
shoppers and store operators ad-
versely, In light of their perceptions,
Ruth Clark, Senior vice president,
Public Opinion Division, Yankelovich,
Skelly and White, Inc, Inc., New
York, N.Y., discusses consumer reac-
tions and altered buying patterns,
Ellen Haas, Director, Consumer Divi-
sion. Community Nutrition Institute,
Wa-hington, D.C., deals with the re-
latir 1ship of inflation to nutrition.

O'hers interviewed by Progressive
Gro r in an issue covering a wide-
ran: - of approaches to inflation in-
cue  Richard Aycrigg, Director of
mai ting research, Nielsen Clearing
Ho +, Clinton, Towa; Tom Lenard,
Set ¢ economist, Council on Wage
'.'"' rice Stability, Washington, D.C,;
San  Nakagama, Economist, Kidder
Pea ly & Co, New York, N.Y.;
Mer des Bates, Vice president-direc-
lor .+ Betty Crocker Food and Nutri-
tion enter for General Mills, Minne-
apols, Minn,; Bill Bishop, President,
Willird Bishop Consulting Econg-
mists, Barrington, 1ll; Kenneth L.
Roliinson, Professor of agricultural
teonomics, Cornell University, Ithaca,
NY.. and David Wexler, President
and publisher, Institutions magazine,
Chicago, 111, They talk about generics,
Couponing, store formats, eating out,

e spectrum of jnflation-related
Issues,

R SR TG PR A TR 2

PROGRESSIVE GROCER —
1978 Guide to Product Usage, July, 1978

In the st of 175 most-used super market grocery products, puckuged pastu uppears us No.

34, canned pasta No, 120,
mix 98, dirner mixes (add meant/fish) 146.

spaghelll sauce In Jurs or cans 104, cunned soup 16, dry soup

Spaghetil
Base Groups Packuged Cunned Sauce Cunned Dry
Homemaken Pasta Pustn (Cun/Jur) Soup Soup
Users H6.6% A1.2% 49.2% 92.2% 51.6%
Heavy Users LR B, 1.l kIR ) 12.0
Eaten 2 or
3 times
n week once n once a 3 or more
or more, week week u week once o week
% Heavy Users vs. Average %
New Eng. 40 53 67 —_
Mid Alluf'l. Iﬁ! +—- -‘Q:RI +19 i:ls
East Cen. —_ +:7 — +16 plaiy
So. Enst —_ +54 —_ -— -
Pacific —_— — — s +19
Type of Aren:
Suburban +21 — +29
Rural — +15 —
N 000524090
\ 999 15 7 7 — 25
15,000- 19,999 Ilﬂ +-— -+}- 6 —_— :tl-l
10,000- 14,999 + 8 —_— - + 6
5,000- 9,999 +16
under 5,000 +11
Age Group:
18-24 + 8 +36 = —_ -
25.34 +27 +43 +13 +15 —
35-44 +34 +22 434 +28 +23
45-54 +12 —_ — + 7 + 7
R.gf: k 27 71 7
ac +1 + 9 —_
Other +118 +99 +49 +3 +85
Errll,ploy_l;\_icnl: i 33
art Time + 3 ] 14
Not Employed + 6 % + =
M;:}Ilall Status:
ngle +20 7 W
Married + 9 ¥ S¢ iflow
Parents +42 +50 +27 +30 +12
Household Size:
3 or 4 persons +13 +24 +11 +15
5 or more +79 +57 +50 +-57 +18
Users, Heavy 10.2% 21.1% 22,6% 34.5% 21.2%
%% of Consump. 399% 61.5% 59.4% 64.5% 68.2%

In addition, the July Progressive
Grocer provides demographic profiles
of important product categories: De-
tailed  facts-and-figures measuring
how people buy and how products
move. The entire issue is designed to
help grocers counter-attack inflation
by fine-tuning stores to their “people
mix.”

Congress Urged to
Curb Spending

The Grocery Manufacturers  of
America, Inc., has called on Congress
to hold down Federal government
spending in an effort to help control
food prices.

George W. Koch, President of
GMA, in testimony before the House
Agriculture Subcommittee on Domes-

tic Marketing, Consumer Relations,
ard Nutrition, said * . . that in any
search for answers to rising food
costs in any cconomic area, the in-
llted buck begins here.”

Defending  against  charges  that
food costs are rising too rapidly, Koch
went on to point out that during the
period from 1967 to 1977, while the
cost of food that Americans cat at
home increased 90 pereent, the tax
hite went up 144 percent, and the bite
for the Congressiomal budget rose
360 percent. He continued, . . . Last
year, 1077, the American consumer-
taxpayer paid 8167 billion more in
taxes than for the basic three neces-
sities  of life—=-food, clothing, and
shelter—combined.”

Mr. Koch then pointed out that acts
of government were a major cause of

(Continued on page 30)
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D1 utically reduces the time required in the production cycle.

Hi ther drying temperatures reduce plate counts to well below industry standards while
enancing product flavor and quality.

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

Pneumatic controls requiate relationship between time, temperature and relative
humidity.

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

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

T g -

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

Plate Counts Side Pancls Open for Cooking Qualities Drying Time S
Sloshed, Eosier Cleaning Improved, Chopped. i

Lock Tight to Stickiness Eliminated s
Conserve Energy.

4
1
13
2 s
b $44 i S —'-
. fE I HTH ‘-|l1 L) i
! e
Product Cooling Section Storage Silo Stripper } ‘:
Aulomaltic Extrusion Press Preliminary Dryer Final Dryer i
with Spreader 4
e —— Bl'ﬁlbal\tl
{ ' 60 EAST 42ND STREET.SUITE 2040 = NEW YORK N. Y. 10017
| DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
PNOME (212) §02.6407-682.6408 « TELEX 12-6797 BRARY 3
SEH‘l:Maag, 1978 29 ‘i
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Curb Spending

(Conlinued from page 27)

increasing food costs through ex-
panded Dbureaucracy and regulation.
Quoting Dr. Murray Weidenbaum of
Washington University in St. Louis,
he said, “The costs of regulation show
up in higher prices of the goods and
services that consumers buy—the
hidden tax imposed on the consumer
by government regulation.”

ﬁc GMA, at its annual meeting in
June, unanimously passed a resolu-
tion endorsing the President’s volun-
tary program of price restraint, Koch
urge(Y the Subcommittee to follow the
spirit of that Administration ]{rugrum
by exercising fiscal responsibility and
holding down spending on govern-
ment programs which would increase
food prices.

GMA Elects Officers

Thomas S, Carroll of Lever Brothers
Company has been elected Chairman
of tl:c Grocery Manufacturers of
America, Washington based trade
association of the leading manufac-
turers and processors of products sold
in retail §rocery outlets throughout
the United States,

Other GMA Board officers elected
to one-year terms at the annual meet-
ing are Vice Chairman: James L.
Ferguson of General Foods; Presi-
dent: George W. Koch; Secretary:
Nobert M. Schaeberle of Nabisco;
and Treasurer: William H. Spoor,
Pillsbury Company.

Supermarkets Caught
In Squeexe

In the keynote address delivered to
the annual meeting of the National-
American Wholesale Grocers' Asso-
ciation at the San Francisco Hilton,
Edgar B. Walzer, President and
Editor-in-Chief of Progressive Grocer,
stated that despite retail food sales
increases of nearly $11 billion, the
industry was caught in n universal
squeeze condition caused by the up-
ward pressure of costs and the down-
ward push of competition. {

The added sales produced about $2
hillion in extra gross profit, but about
three-quarters of it was eaten up by
higher labor costs, Then too, cnergy
took another big bite—about $250
million more than last year, he said.

Independent supermarket sales in-
creased 9.7%, well ahiead of the all-
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industry 7.1%, but less than half
earned more dollars of net profit,
“Some observers estimate that a store
now has to sell 8%.more a year just
to stay even,” said Walzer, Chain
sales went up 6.0% while energy and
labor had median increases of 20%
and 10 respectively, adding to the
margin squeeze. According to 64% of
chain officers surveyed by Progressive
Grocer, productivity did not keep
pace with wage boosts,

Distribution Centers

Many of today's trends favor
cfficient distribution center operators,
said Walzer, Some companies with
insufficient volume are banding to-
gether to take advantage of quantity
purchasing, sometimes pooling funds
to hire specialists none could afford
individually. So, by joining forces,
small wholesalers are achieving econ-
omies of scale and upgrading their
headquarters staffs, The wholesale
contingent once again outperformed
the in&ustw as a whole, according to
Walzer, with voluntary group spon-
sors setting the pace. A steadily grow-
ing portion of total industry volume is
moving through wholesale distribu-
tion centers and all indications are
that this trend will continue, Al-
though 87% of the firms surveyed by
Progressive Grocer had increased
sales, only 56% were able to increase
their dollar margins and only 51%
their net profit dollars, The wholesale
segment Is sound but feeling the pinch
of costs and competition,

Gomes and Merchandising

Chain policy-makers anticipate
trends toward games and customer
services, an increase of liot specials,
and showy merchandising. Walzer
pointed out that a Progressive Grocer
study of working women found their
shopping habits very different from
those of their non-working counter-
]:arts—caus!ng new shopping and

uying patterns. Experimentation to
meet this new challenge is taking
l:lnne not only within departments,

ut in store formats (limited assort-
ment stores, warehouse stores, family
centers, ete,) 40% of the chain execu-
tives surveyed see the super store as
the store of the future,

Generlc or no-name brands bear
watching, he said. A number of stores
have introduced no-name items with
significant savings over national and

even store brands, but the Jury is il
out on consumer acceptance,

“Breaking the squeeze will su cly
involve expanded use of scanni g
said Walzer, to provide data for et
ter labor scheduling, shelf alloca: on,
promotional pricing, special dis;lay
decisions, shrink control, etc. He
added that moves toward new store
formats may split the industry mto
more specialized segments and antici-
pated greater distribution  conter
efficiency.

1977 Slow Year
For Supermarkets

For the supermarket industry, 1977
was a year of continued low profits,
low productivity and slow sales
rrowth, when the industry was “still
earning to cope,” according to an
annual survey by Food Marketing In-
stitute., A record number of 380 com-
panies responded to the survey.

Timothy M. Hammonds, FMI
senior vice president, declared:

“It's encouraging to see the indus-
try being flexible and taking a hard
look at ways to improve productivity
and satisfy the customer. But there's
still a long way to go. This industry
will undergo major rethinking for the
next few years.”

Wholesale Sales

Real wholesale sales grew [aster
than real retail sales last year, a con-
tinuation of past trends, accordii s to
the survey,

Wholesale sales were up 9.2% wer
1978, but real wholesale sales wer * |
only 4.1%, less than half last v ars
rate. Independent customers 1ade
up almost 50% of wholesalers ar. wal
volume, corporate stores accol ited
for 23%, and only 13% of sales . \me
from chains,

Retail sales were up 9.5% wer
1876, but the real retail sales inc: ase
was 3.3%. As with wholesalers. this
was about half the 1976 rate. ;-

“Clearly, it's not a bright pict e,
Hammonds said regarding: the 1977
sales figures, “But it's hard to see hp\\'
it can be improved. The population
growth rate has slowed. I think the
industry will have to learn to live wilh
rates of increases of sales considerably
less than what would have been pre:
dicted in the early 1970s."

Capital productivity is up slightly
according to data provided by Forbes

(Continued on page 32)
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| DELRIN ROLLERS
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VIBRATING CONVEYORS

Vilruting Conveyors: ldeal for conveying materlals gently
without breakoge. One piece stainless steol trays which are
sell « leaning meuot the most siringent sur:itation requirements,
All vnits utilize corrosion free “Scolch Ply™ reactor springs
whith can bo washod down plus simple maintenance froy
posi've eccentric drives, Capacities of up to 2500 cu. L. hr,
with fongths over 60 feot,

hullatin cve-30

Plant Englneering and Layout
services offered: E1ec!r|caﬁ£n 5 /

I
Erectlon andvktarl-up

ASEECO 8857 W, Olympic Boulevard, Bavarly Hills, Calif, 30211
TWX 810-480-2101

213) gE2-85780

' TEMBER, 1978

i

neering and Cantrol Panels

Lol siins o DA A e

SEECO

BUCKET ELEVATOR
The Versalile Bucket Elevators with Space Age Design-Sani-

___ Plas Buckals (Polypropylene) FDA approved, SBanitary Delrin
/ rollers onichain—reduce frictlon and wear. Pre-lubricated

chain bushings where lubrication is not possible. Section-
alized uni-frame constructlion permits easy changes in helght
or horlzorjtal run—allows for case in cleaning and inspec-
tion. Available as standard with conventlonal frame or sani-

(4 tary open tubular framnoe design, Capacities to 4000 cu, ft./hr.
/. ; } Werite for Bulletin CAL-50
USDA APPROVED ‘
] OPEN TUBULAR FRAME
3 POLY-BTAINLEES OR ALUMINUM
1

Floor {Hopper, Feeder and

i Tubulsr sanitary open frams modal permits
LIt glovator for feeding
boppers,

sasy inspection and cleaning. Also avall-
able in lela stainless stesl L

Thy Madu-Tran I Vilwat.
ing Conveyor feeds product
sidoways as well as In the
normal forward direction,
This unique development by
Aseeco Corporation makes it
possible 1o split a stroam of
y . product, to ar -« rates of Mlow
LFit- : ' dustred, with sunitary estheti-
N cally designod vibrators,
Units can b installed in series
' to distribute product to mul-
' tiple packaging machines or

to several use points simulta-
neously on demand,

INERNRIELOWING!tIL
Ll

i,

SRR Y TR

e al

C 481

ICEEERER]

IEEEEENENNSEREENREEN]

.




1977 Slow Year

(Continued from page 30)

magazine, Hammonds said, Return on
assets for 1977 was 9.3%, a small in-
crease from 9% in 1076,

The Forbes figures show a return
on net worth of 12.7%, the same as
the previous year, Based on a 5-year
average return on equity, the industry
ranks 10th of 80 industries surveyed
by Forbes. .

The industry’s net profit before
taxes was 1.4% in 1977 compared with
1.3% in 1876, Hammonds said. “Profit
levels are still o problem. After-tax
profits are roughly half of the net
profit margin before taxes, The ability
to generate capital intemnally through
profits is still a major problem, It will
take this kind of capital to open new
stores and to put productivity im-
provements into effect.”

One reason profits are still a prob-
lem is that average weekly store sales
in 1877 did not keep pace with the
rate of inflation. Average weekly
store sales rose 3.6% to $75,000, a
slower pace than 1976's 8.5% increase.
Chalns outpaced independents with a
weckly sales increase of 8.3% versus
4.2%.,

Luobor: Biggest Expense
Labor costs are 55% of “store door”
margin, he said. “Labor is the largest
single expense item. For most large
food chains, labor costs increase at the
rate of about 10% per year.”

With costs rising and measures of
sales declining, stores turned increas-
Llﬁ‘l)’ in 1977 to promotional activity.

e somewhat more relaxed mood of
consumers was accommodated by re-
tailers with more promotional activ-
ity,” Hammonds said. “All promotion-
al techniques are becoming more
popular, There was an increase in the
use of trading stamps for the first time
in over a decade, Continuity pro-
grams saw the largest increase of any
promotional activity.”

The consumer mood was more re-
laxed in 1977 than in 1976. “Outrage
at rising food costs was at a four-year
low,” Hammonds said. “But an over-
whelming majority of consumers still
tnticipate fnod price increases, and a
really disturbing point is that the
percentage of customers who thought
the supermarket industry in more con-
cerned with profits than public re-
sponsibility rose. I'm not sure we
know why this happened.
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Complaints Cause Switching

Fifty-one percent of American fam-
llies encountered a product defect
within the past year, Refrigerated and
frozen foods headed the list of of-
fenders—with mentions by 18% and
16%, respectively, of 1000 sample
homes in a recent study by the Cus-
tomer Research Services Gallop of
A. C. Nielsen Company. While prod-
uct complaints overall were down 3
percentage points from a similar study
in 1975, a sizable 31% of complaining
shoppers said they would not me the
offending brand again—a figure up 4
percentage points from the previous
reading,

Other foods, in order of complaint
frequency, were: packaged dry prod-
ucts, 14%; canned goods, 13%; snacks
& confectionery, 9%; and carbonated
beverages, 7%.

Product freshuess (or lack of it)
produced 80% of enmplaints amonyg
refrigerated foods, rated top priority
with canned goods and snacks & con-
fections, and is mentioned as a “prob-
lem” in all other categories except
carbonated beverages, Other top-rated
complaint areas: in frozen foods—
freezer burn; in packaged dry goods—
contamination; in carbonated bev-
erages — excessive / insufficient  car-
bonation,

Packaging Complaint

Packaging complaints generally re-
ferred to (.!Tﬂpped, broken, or leaky
containers—except in the case of
aerosols, where 80% of complaints
concerned a clogged or inoperative
valve,

Least popular form of processor-
response to a complaint was a written
apology; most effective response was
ta replace the goods free-of-charge—
which proved satisfactory to every
respondent who received it. As for
prevention, the survey suggests that
product surveillance programs include
continuous monitoring at point-of-
sale, as well as addition of a con-
sumer offuirs speclalist to the com-
pany staff.

Scanner Use Increasing

There were 201 scanner installa-
tions operating in supermarkets as of
the end of 1977, according to Food
Marketing Institute, with seven added
in December.

According to FMI's yearend scay.
ning update, Giant still is the 1dys.
try's leading scanning user, w h 3
installations, or 17 per cent of « | sys.
tems operating. Wegman folows,
with 16 installations or 8 per cent,
Third is AG of Kansas, with 17 org
per cent. Lucky, Ralphs and AG of
Seattle have seven installations each,
for a 3 per cent share,

The scanning vendor breakdown is
as follows: IBM, 113 installations, or
57 per cent of the total; NCR, 51 in.
stallations, 25 per cent; Datachecker
(National Semiconductor), 21, 11 per
cent; Sweda, nine, 4 per cent and
Univac, seven, 3 per cent,

At the end of 1974, six scanner -
stallations were operating In super-
markets. The total rose to 42 by the
end of 1975 and 103 at the end of
1976, and now is at 201,

Truck Operation Costs Up

The iatest annual commercial ve
hicle expense study Issued by the
Hertz Truck Division shows average
per-mile ownership and operating
costs of typical fleet trucks rose more
than 11% in 1977, bringing the in-
crease over the past five ycars lo
nearly 87%. The lease-rental com:
pany's survey covered units runging
from 18 foot local delivery vans to the
largest 18 wheel over the road com
bination vehicles. The truck figures
are higher than an average 7% increase
in new passenger car running xpen
ditures, nccording to Hertz, The five
year truck operating cost incren-¢ was
half again as much as the 44% - ost ol
living increase during the sai ¢
riod. For an 18 foot gasoline po vered
short haul van traveling its - vpicd
15,000 miles annually and kept for an
average five years, per mile « ntlas
averaged 66.2%, In 1973 it wa: 3084
and in 1976 it was 59.2¢, The Her
Company said that there coult bed
15-20% difference in costs ba:d o
geography alone,

European Packaging
Machinery

In 18768 equipment manufacture’
within the Europe Economic Com
munity countries turned out $1.1 b
lion worth of product, an output thi
will reach $1.3 billion in 1860 8
815 billion in 1985, according to!
new study by Frost & Sullivan Inc. 8
New York City.
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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.

3—Semolina and Flour Analysis.
4—Micro-onalysis for extraneous motter.
5—Sonitary Plant Surveys.

6—Pasticides Analysis,

T—Bacteriological Tests for Salmonella, etc.
8—Nutritional Analyals

JAMES and MARVIN WINSTON, DIRECTORS
P.0. Box 361, 25 Mt. Vernon St.,
Ridgefield Park, NJ 07660
(201) 440-0022

FOR SALE

LOCATED IN MALTA

Fixed assets of ultra modern pasta factory com-
pris:ng analytical laboratory, raw material pneu-
mat - storage-feeding plant, 4 production lines
for ng, shortcut, coiled/curled products, meat-
stu' .d products all in excellent operational con-
diti ., various tools and equipment including
vac. um pumps, several dies, dies’' rack, modern
uni+ - rsal type washing machine, boilers, battery
x 1% seasoning silos for shortcut pasta complete
witt selectors, conveyors, automatic packing ma-
chir.:s, machine-gluers, electronic control and
dire.tional panels and varlous accessories. Plant
Is bosically BUHLER make.

~Oftfers for plant as a going concern may be
considered ﬁ required.

—Offers will be received up to September 30
ot Box 336, Macaroni Journal,

~For further details and/ or to view plant write
Box 336, Macaronl Journal, Palatine, IL
60067 U.S.A

SEPTEMBER, 1978

NEED
GG PRODUCT?

WE'RE AS CLOSE
AS YOUR PHONE

Jerry Boalman

Dick Brownell

DIAL THE
EGG HOTLINE
800-228-8176

FROZEN EGGS e DRIED EGGS
* WHOLE, SEPARATED OR
CUSTOM BLENDS

MILTON G, WALDBAUM
aMg_ (4v2) 207-2211

Wakelleld, Noebraska 68784

Wakelield, Nebr., Grand Island, Nebr., New York, N.Y., Detioil, Mich,,
Morris Herman, Carl Humphrey,
(212) 925-6175 (313) 642-4320

Sidney Waldbaum,
(308) J84-6380

Jerry Boalman
(402) 287-2211
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Qumﬁtly Durum Report

The Crop Reporting Board on July
1 forecasted durum wheat production
at 119 million bushels (3.25 million
metric tons), 49 percent more than
1977, but 11 percent less than 1876

roduction. Yield forecasted at 30
Eushels per acre, up 3.6 bushels from
last year and up 0.6 bushel from 1676,

Acreage for harvest is set at 3.98
million acres compared with 3.03 mil-
lion acres in 1977 and 4.58 million
acres in 1976, No wheat stem rust has
been observed in durum fields in the
Upper Midwest,

The outlook for North Dakota is
excellent with maturity slightly later
than usual, In mid-July about 50 per-
cent of the crop was headed into the
: heavy producing areas and has the
b tential to produce yields of 30-35

Eflshels. Harvest in northern counties
is expected to begin in mid-August,

South Dakota's durum harvest
should get underway the first of
August, Stands north of Watertown to
Aberdeen and Mobridge are excellent
with 30-bushel yields expected. Yields
for the balance of South Dakota are
expected to be in the 25 bushel range.

Montana durum development lags
about seven days behind other areas
with crops ranging from early boot to
milk. Prospects are higher than aver-
age with favorable growing condi-
tions, and yields could be 30-35
bushels,

Stocks

U.S. durum stocks on June 1 in all
positions totaled 67.5 million bushels
or 1.84 metric tons, according to the
Crop Reporting Board. This is 26
percent less than a year ago, amount-
ing to 91.8 million bushels or 2.50
metric tons. Farm-held stocks were
408 million bushels (1.35 million
metric tons), and off-farm holdings
were 17.8 million bushels (486 thou-
sand metric tons). Indicated disap-
pearance from all positions during
April and May, 1978 amounted to
239 million bushels (851 thousand
metric tons) compared with 16.5 mil-
lion bushels or 448 thousand metric
tons during the same peried in 1977,

Exports
U.S, exports of durum for the past
crop year totaled 57.8 million bushels
(1.8 million metric tons), an increase
of 18.2 million bushels over last year.
The largest importers were Algeria,
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Italy, Netherlands, and Tunisia taking
L1 million metric tons, Durum ex-
ports out of Duluth/Superior since
the opening of the shipping season
through July 5, amounted to 23.4
million bushels compared to 9.2 mil-
lion a year ago.

Canadian Situation

Durum wheat acreage, according
to Canadian statistics, increased to
3,550,000 acres compared to 1,800,000
grown In 1977, The visible supply of
Canadian durum in licensed storage
and in transit on June 21 amounted to
732 thousand metric tons, 237 thou-
sand metric tons less than a year ago.

Canadian exports of durum wheat
in June-May, 1977-78 amounted to
2.2 million metric tons, compared to
1.6 million a year ago.

Algeria, Italy, and the U.S.5.R. were
the largest importers, taking 1.9 mil-
lion metric tons,

Durum Markets in July

No. 1 Hard Amber durum ranged
from $3.42 to $3.60 per bushel Minne-
apolis with semolina quoted at $8.00
to $9.35, granular 15¢ less, durum
flour 40¢ less.

Egg Review

According to the Crop Reporting
Board the nation's laying flock pro-
duced 53 billion eggs during June,
Three percent more than a year ago.
Layers on July 1 totalled 270,000,000,
2% more than the 285,000,000 a year
earlier.

Rate of lay on July 1 averaged 65.4
eggs per 100 layers, compared with
64.6 a year earlier and 66.5 on June 1,
1078, Egg-type chicks hatched during
June, 1978 totaled 45,500,000, up 2%
from a year ago. Eggs in incubators
on July 1 at 85,100,000 were 1%
above a year ago,

Egg Products—July Prices

Central State Nest Run—3$9.30 to
$13.20

Southeast Net Run—$9.30 to $12.60

Frozen Whole—36¢ to 41¢

Frozen Whites—26.5¢ to 31¢

Dried Whole—$1.45 to $1.70

Dried Yolks—$1.38 to $1.56

Harvest Begins

Durum Wheat harvest began in
North Dakota in early August and

quickly moved into full swing with
excellent harvesting condition: g
cording to the North Dakota Ci ip &
Livestock Reporting Service. Yields
varled widely in South Dakota, \Mip.
nesota, and early countles of “orh
Dakota, short of expectations in s wth.
em portions, Protein also varied cop.
siderably with indications of lower
levels in high producing sections of
North Dakota, The hoxcar shortage
remained critical, and storage availa-
bility was a major concern.

A D M Earnings Down

Net eamings of Archer Daniels
Midland Co. in the fiscal year ended
June 30 were down 8% from the pre.
vious year, but were the third large:
in the company’s history, according
to preliminary unaudited figures,

ADM's net income for the 1978
fiscal year totaled $56,507,000, cqual
to $1.81 a share on the common stock.
That compares with net income of
$61,404,000, or $1.97 a share, in the
previous year and the record net of
$65,203,288 in the year ended June
30, 1976,

Earnings per share reflect 31,210,
576 shares outstanding, adjusted for
the 5% stock dividend paid in Septem-
ber, 1977, The company's board of
directors declared a 5% stock divi-
dend, payable Sept. 20, 1978, to hold-
ers of record Sept. 1.

The board also voted the rewular
a:mrterly dividend of 5¢ a shaie on

e common stock, payable Sept. 1to
holders of recard Aug, 10, TEi* will
be ADM's 207th cash dividend and
187th consecutive quarterly pay: ient,
a record of more than 48 years « un-
interrupted dividends.

ADM does not report sales i un-
audited financial data, For the year
ended June 30, 1977, the con pany
had record sales of $2,114,16 000,
surpassing 32 billion for the first time.

Tax Adjustment

The company sald net earnin; s for
fscal 1978 reflect an adjustmeat of
deferred taxes previously Providl'd on
earnings of the company's Domestic
International ~ Sales  Corporation
(DISC), “which are now planncd 0
be indefinitely invested in interns:
tional operations.” This adjustment in
taxes increased net earnings by about
$10 million, or 32¢ a share, in
fourth quarter and for the full
year.
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look
out your

pback
door|

See that new flour mill

in Albany? It features the very
latest in plant layout and
durum milling equipment and
will produce 4,000 cwts

of durum semolina a day.

Product quality? You can be assured

that thoroughly knowledgeable
and experienced durum people are

selecting the very finest hard amber

durum wheat with uniform color.

So now you get truck delivery

of freshly-milled No. 1 Semolina direct

from the mill in a matter of hours.

The new Seaboard mill in Albany is just

one more step in the company’s

program of locating modern milling

facilities close to the marketplace.

Seaboard . . . the modern milling people.

Seaboard Allied Milling Corporation

P.O. Box 18148,
Kansas City, Missourl 84141

Telephone:
(818) 561-9200




Article I—Name—The name of the
organization shall be: National
Macaroni Manufacturers Associa-
tion.

Article 11—Objects—The purpose of
the association shall be:

(a) to promote and safeguard the
welfare of the macaroni and
noodle manufacturing industry,
and

(b) to clevate macaroni products
and noodle manufacture to the
highest plane of efficiency,
effectiveness and public service.

Article 11I—Membership

Section 1—Eligibility—The mem-
bership of the Association shall con-
sist of individuals, partnerships,
corporations, associations or other
entities engaged in the manufac-
ture of macaroni and/or noodle
products and of allied or supplying
industries connected therewith.
Such membership shall be divided
into three classes, namely:

(a) Active Members—Limited to
those actually engaged in the
manufacture of macaroni prod-
ucts and/or egg noodles;

(b) Associate Members—Limited to
those actually engaged in pack-
aging or marketing macaroni
and/or egg noodles but not
manufacturing the same.

(c) Allied Members—Limited to
those actually engaged in lines
or services connected with the
macaroni and/or egg noodle
products industry.

Section 2—Application and
Election

(a) Active and Associate Member-
ship—Shall be conferred on
applicants who are sponsored by
ot least one Active Member in
good standing and upon receipt
of a majority vote of the Board
of Directors;

(b} Honorary ~ Membership—Shall
be conferred only upon recom-
mendation of the Board of
Directors approved by a three-
fourths vote of the Active Mem-
bers present at a regular meet-
ing,
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CONSTITUTION AND BYLAWS

National Macaroni Manufacturers Association
as amended in convention, July 12, 1978

Section 3—Suspensions and Rein-
statements

(a) Resignations—Resignations of
Members in cF(:md standing shall
be submitted in writing to the
proper official after payment of
dues to det _

(b) Expulsions - ers may be
expelled « . by a three-
fourths vote ui the Board of
Directors, or of the Association;

(c) Suspensions—Members in ar-
rears for dues for a period of six
months become automatically
suspended;

(d) Reinstatements— Reinstatement
of Members can b made only
on full payment of any former
indebtedness io the Assaclation,
applicatior. having been duly
approveri by a majority vote of
the Asrociation or its Board of
Directors,

Article IV—Privileges of Members
Section 1—Active Members in good
standing shall have full member-
ship rights, Only such members
shall have the right to vote; sit in
executive sessions and to hold office.
(a) Each member shall be entitled

to one vote only, If membership
is in the name of a firm, corpor-
ation or other legal entity, it
shall be entitled to one vote
only, irrespective of number of
branches, plants, subsidiaries it
may have.

Article V—Board of Directors
Section 1—Govemning Body—The
Association shall be governed by a
Board of 13 Directors, They shall be
active members supporting both
the National Macaroni Manufac-
turers Association and the National
Macaroni Institute,

(a) Membership of the Board of
Directors shall be limited to one
Board Member for any one
macaroni company. For pur-
poses of this section, one maca-
ronl company means one cor-
porate entity or one individually
owned company,

(b) The immediate past president
shall automatically be a member
of the Board.

Section 2—Election—The Dircctor |
shall be elected at the annual ineet: §
ing of the Association by a majority |
of the votes of Active Memben |
present and voting. The term of
office of each director shall be for
one year, Any vacancies occurring:
in the interval between nnmf
meetings shall be filled by the
Board,

Section 3—Quorum A
(a) Board Quorum—At any meeting |
of the Board of Directors a ma-
Jority of the Board shall be nee-
essary to constitute a quorum’
for the transaction of businest:
(h) Association Quorum—At An.’
nual or Special meetings of the
Association, 20% of the members
in good standing shall constitute ]
a quorum for the transaction of §
business, ;

Section 4—Duties and Powers

(a) The Board of Directors shall
have the control, management
and direction of the affairs of the
Association and all the powers
thus implied. They shall in all
cases act as a Board regululy
convened and in the trans:ction
of business, the act of a majority
of a quorum present at a mect:
ing duly assembled shall 1 ¢ the
act of the Board.

(1) Any Director may resi_n his
office at any time, suc res
ignation to be made i1 writ:
ing and to take effect nme-
diately without accept. nce.

(b) The Board of Directors m. y ap-
point an Executive Com iittee
of five Directors of who: the
President shall be one, to \hich
the Board of Directors may
delegate any of its puwen. B
Three members shall constitute
a quorum of the Exccutive Com-
mittee,

Article VI—Officers

Section 1—Officers—The Officens
of the Assoclation shall be a Prest:
dent; First Vice President; Second
Vice President; Third Vice ]
dent; Secretary and Treasurer.

(Continued on page 38)
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Before you buy an automatic
spaghetti packaging system,

do a little comparison
shopping.

A serl

b ) buying an automatic feed spa-
rlatll packaging system, Complexity and
“Price, e

The Hayssen RT 176 has changed all
that. Now you can get a simple, easy o
operale, highly accurate automatic spa-
r lii packaging system which Is, quite
ranvly, an Incredible bargain.

Auinple, accurste fesd system.

The sy lo the AT 176 Is a revolutionary
cas  ding tower volumelric feed system.
Wh' it can achleve the same accura-
cler oblalned on expensive, hard-to-
hen 3 scale systems, it Is as simple to
unc stand as it Is to maintain, You
dor need a highly trained speclalist
Jus' nll;eep your packaging line running

Y,

++ maiched to a proven Horlzontsl
Pac- ging machine

The T 178 features the very same high
Que ¢ Horlzontal Form, Fill, Seal ma-
chi proven on literally hundreds of
othe ‘pouch packaging applications
8fo' d the world. High speed, high qual-
Ity 1 ickaging over a varlety of materials
=Ir'm cellophana to polgprurginna to
poly thylene — combined with quick
chengeaver features, assure & simple,
versalile, and: amazingly rugged pack-
aging system,

.

RT 176...

HAYSSEN

Maich your packaging to your production,
The design versatility of the RT 178 al-
lows you o Inle;irala your packaging to
Branducllun and plant requiremenits. It can

automalically fed Irom the floor above
as the spaghett! Is discharged from the
siripper culter. Or, It can be fed from
the same floor wilth an optional bucket
elevator system

Totally U.8, bulit,

There's nothing quite as frustrating as
downlime. And thal's exactly why a
tolally U.S. bullt machine, backed by an
extensive domestic field service organi-
zallon and local parts supply can be of
crilical Importance to you,

Gel the facts.

There's more to the RT 176. Wrile or
call now and we'll be happy to help you
do some comparison shopping.

S S
CEMPIY e - e
E L T S e
B et

| 1] PRt e —— || A —

O] Please have representative call mo al:

HAYSSEN

HAYSSEN MANUFAC'URING CO., SHEBOYGAN, WI 53081, Thetford, England, Zingonia, Italy i@A BEMIS CO.

th ‘“ﬂ"ﬂl FORM, FILL, SEAL/NET WCIGHT SCALE SYSTEMS/HORIZONTAL FORM, FILL, SEAL/CUSTOM PAPER INDUSTRY OVERWRAP/PLASTICS FORMING MACHINERY
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Section 2—Election

(a) The officers of the Association
shall be elected by the Board of
Directors immediately following
the annual meeting of the Asso-
clation, The election shall be by
ballot by a plurality of votes of
the Directors present.

(b) The Directors shall elect the
officers from their own number
only, except that the office of
Secretary-Treasurer may be held
by one person who need not he
a director or member of the As-
sociation,

(c) Officers shall hold office for a
period of one year or until suc-
cessors are elected.

(d) Any vacancy occurring in the
interval between meetings shall
be filled by the Board,

Section 3—Duties—Each officer

shall perform the duties customary

to his office, unless the Board of

Directors otherwise determines,

Seotion 4—Special Activities—The

Loard of Directors in furtherance of

the purposes and objects of the As-

sociation may,

(a) Form, create, organize and es-
tablish  special  departments,
committees, subsidiaries and
other legal entities outside or
within the Association and to
appoint, elect or designate offi-
cers therefor.

(b) Contract with, employ or en-
gage persons, corporations, asso-
clations or others to perform
special functions and activities.

(c) May establish, among others,
the following special agencies or
offices:

1. Director of Public Relations

2. Director of Research

3. Editor of Association’s Official
publication
(a) The duties of such special

agencles and offices; the
compensation therefor; and
the duration of office shall
be in the discretion of the
Board.

{b) Any two or more such spe-
cial activities or offices may
be reposed in one person if
the Board so determines.

Article VII—Revenue
Section 1—Fiscal Year—The fiscal
year of this Association shall begin
January Ist.
Section 2—Dues of Members—All
dues are payable in advance on
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January 1st each year, Firms choos-

ing to do so may pay quarterly or

semiannually in advance. (The dues

of New Members shall be prorated

for the balance of the fiscal year.)

(a) Active Members shall pay an-
nual dues at the rate of ($1.20)
per hundwdwei&;ht on com-
pany's and subsidiaries average
daily production based on each
preceding year with a minimum
of $120 a year and a mavimum
of 81440 a year, Said average
daily production figures stwll be
certified to the Secretary-Trea-
surer at the beginning of each
year by the Chief Executive of
the Member firm.

(b) Associate Members shall pay
dues of $250 a year,

(c) Allied Members shall pay dues
of 8200 a year.

Article VIII—Meetings

Section 1—The annual meeting of
the Assaciation shall be held at such
time and place as the Board of
Directors shall designate, Written
notice of such meeting shall be
given Active Members at least 30
days in advance thereof.
Section 2—The President shall call
a special meeting of the Association
upon the request of the Board of
Directors or upon the written re-
quest of at least 20% of the Active
Members in Tﬁoml standing.
Section 3—The Board of Directors
shall meet for organization each
year immediately after election at
annual meetings of the Association.
(a) The Board of Directors shall
meet upon the call of the Presi-
dent or five Directors,
Section 4—Regional meetings may
be called by any Vice President or
Director for the purpose of explora-
tion and recommendation to the
Board.

Article IX—Committees—The follow-
ing Assoclation Committees shall be
appointed by the President with
the approval of the Board of
Directors:

(n) Convention Committees—To be
named on or before the opening
day of the Annual Meeting and
to serve during the convention
pe;{i’od unless otherwise author-
ized:

L Auditing oo 3 Members
2, Nominations
3. Resolutions

(b) Standing Committees—( hair.
man of each to be named 1 v the
President immediately afti r the
Annual Meeting to serve {or his
term:

1. Membershi

2, National Affairs

3, Standards and Research

4, Durum Relations

5. Convention Sites

6, National Macaronl Institute

Article X: ate Seal—The cor.
rate seal of this Association shall
ave engraved thereon “National
Macaroni Manufacturers Associa-
tion” and In the center, the word,
“Seal.” It shall be kept by the
Secretary-Treasurer and affixed to
all papers and documents required
to be executed under the corporate
seal of the Association,

Article XI—Amendments—This Con-
stitution and Bylaws may be
amended nt any regular or special
meeting of the Association by two-
thirds vote of the Members present
and voting, or by mail by a two-
thirds vote of the Members voting.

CONSTITUTION
National Macaroni Institute,
Incorporated
as amended in convention,
July 12, 1978

Article I—Name, The name of this
organization shull be: National
Macaroni Institute, Incorpor.ited.

Article 11—Objects. Its objects .re to
advarce the general interests « f the
macaioni-noodle industry a | to
popularize macaroni-noodle rod:
ucts through research and pul: icity.

Article 1II—Place of Business. [t is
incorporated under the laws «  the
State of Illinois as a “No For
Profit” organization with its orin-
cipal place of business in Pal tine,
lll[;nois.

Article 1V—Membership. The . em-
bership is composed of mac.ronl
noodle manufacturers and allieds,
willing to collaborate in imp:ving
the quality of macaroni-nuodle
products through study and re
search, in creating wider consumer
acceptance and in popularizing
macaroni-noodle products to i
crease their per capita consumptio™

Article V—Govemning . The or
ganization shall be governed by the

(Continued on page 40)
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In & 1873 survey of the entire
pasia industry by an Indepen-
dent research firm, 87% of
respondents sialted that a
combinalion of microwave and
conventional drying is “the
melhod of the future."

Three slage dryer, 8° x 27'

DAY'’S DRYER

2 : H The microwave dryer is standard 24 hour/7 day
The ploneer;ng IS OVEI'! equipment for any size macaroni or noodie plant

Up to 4 times the production in the same feet of floor space (a bargaln In
isall «wilh construction costs in the $20 sq. ft. range).

ﬂwh as Infestation up lo 99.99%. Kills: bacteria, Salmonella, E. Coli,
Colifr ms, mold, yeast, weavils and eggs.

Mos: -aslly sanitized dryer. Hose it down or steam It clean.

Maks  a richer looking product; no blanching.

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

Low: : downlime. “We keep an accurate record of all downtime and
exprc s it as a percentage of time down to time scheduled. Microdry leads
our - at less than 2%" — Pit. Mgr., leading mid-west operation.

“All titure equipment will be Microdry — Tech. Dir., large pasta plant.

Kew! Diswasher by Micro-
dry. More compact; 2000
PAl water nozzie pressures.

SErTeMBER, 1978

Compared wilh convenlional dryer

Units in these Ibs./hr. Capacities: 1500, 2500,
3,000 and 4,000,

Operaling today al: Golden Grain, San Leandro
(2 units); Golden Grain, Chicago (2 unils);
D'Amico, Chicago; Catelll, Montreal; Gooch, Lin-
coln; O. B., Ft. Worth; Lipton, Toronlo (2 units);
Gilster Mary Lee, Chester, |Il.

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

MICRODRY CORPORATION

3111 Foatoria Way, San Ramon, CA 84583
415/837-9108
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National Macaroni Institute Com-
mittee composed of the Executive
Committee of the National Maca-
roni Manufacturers Association plus
three delegates at large, who need
not be directors, appointed by the
President.

Article VI—Meetings.

1. The annual meeting of the or-
ganization shall be held con-
currently with the annual meet-
ing of the National Macaroni
Manufacturers Association.

2, Special meetings may be called
by the Chairman of the National
Macaroni Institute Committee.
or the President of the National
Macaroni Manufacturers Asso-
ciation.

Article VII--Funds, Funds for the
operation of the Corporation shall
be derived from monthly contribu-
tions by members on a basis to be
determined by the Board of Direc-
tors of the National Macaroni Man-
ufacturers Association, or by sale of
promctional materials developed
and produced by the Corporation.
All funds shall be deposited as a
separate and distinct account in a
depository designated by the Insti-
tute Executive Board and expendi-
tures therefrom are to be made by
checks only for the specific pur-
poses for which the Corporation {s
established.

Article VIII—Quorum,

1. At any meeting of the Corpora-
tion, regular or specinl, twenty
(20) members in good standing
shall corstitute a quorum,

2. At any meeting of the National
Macaroni Institute Committee
three (3) members shall consti-
tute a quoum.

Article IX—Amendments. This Con-
stitution may be amended at any
regular or specinl meeting of the
organization by two-thirds of the
members present and voting,

Registration for Pack Expo

Advance registration for the Pack
Expo 78 Exposition this fall in Chi-
cago’s McCormick Place closes Sep-
tember 15.

“Save n little bit of money—$2.50
off the $10 at-the-door registration—
and a lot of time and energy” is the
theme that the Packaging Machinery
Manufacturers Institute is using to
promote advance registration for the
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huge U.S. packaging show this year.

Signing up in advance makes good
sense,” claims Jack Bodolay, chairman
of the PMMI Show Committee.

Show Draws Thousands

“Packaging people come to Pack
Expo to see the thousands of machines
and the materials displayed inside the
show. It doesn’t do anyone any good
for these packagers to be standing in
current registration lines out in the
McCormick Place lobby and our ad-
vance system avoids that”

More than 30,000 packagers plus an
estimated 5-t0-7,000 exhibitor per-
sonnel ave expected to hit Chicago
during the October 30-November 3
International Packaging Week which
includes the show, the World Pa(.ill:—
aging Congress seminar program, the
P%Fgl\nnug;l Awards Bla,nquet. plus
many associations and corporate
meetings.

“Those who take advantage of our
advance system,” explains Bodolay,
president of Bodolay Packaging Ma-
chines, Lakeland, FL, and of Pt
Mig. Co., Milwaukee, will recive a
registration confirmation, hote! 1.
formation, and a lot of other matc:ial
to help plan the trip to the show,

October 30-November 3

“Then, about 20 days before the
show begins, we will mail the show
badge which enables the packager to
walk right into the show and get down
to business,

“That’s all there is to it,” concludes
Bodolay.

Remember, PMMI must receive the
complete forms and the §7.50 advance
registration fee no later than Sep-
tember 15,

For sign-up forms, contact PMMI,
2000 K St., N.W., Washington, D.C.
20008, phone (202) 331-8181,

Pack Expo International Packaging
Week is sponsored by American Man-
agement Associntions, Packaging Edu-
cation Foundation, Packaging Insti-
tute, U.S.A.,, Packaging Machinery
Manufacturers Institute, and Soclety
of Packaging and Handling Engineers.

Triangle Exhibit for Pack Expo

An array of complete packaging

systems and support equipment will
be shown by Triangle Package Ma-
chinery Company at PMMI's 1978
Pack Expo, Oct. 30-Nov, 3, at Mc-
Commick Place in Chicago,

T

Tl‘ill"h Twin Tube "lunolic

The full systems include a twin
tube Pulsamatic bag machine custom-
engineered for ready-to-eat cereals,
with six Flexitron scales. It is spe
cifically designed to interface with
cartoning equipment.

Also on display will be single tube
Pulsamatics with auger feeders for
flat bottom and fiu seal ackages, and
a custom designed Pulsamatic with
Flexitron scales for packaging hard.
to-handle products.

Other equipment to be demon-
strated in Triangle's exhibit, hooth
347, will include a miniature Flexi-
tron system with six scales, a CBH
hydraulic  vibratory conveyor and
the company’s Datapak mic) com-
puter information system for p. ckag:
ing operations,

The special twin tube Puls -natic

bag machine has n variety of 1 iique
features that keep product out o' seals,
make packages easy to tuck int : car-
tons, increase settling time, « ntrol
air to distribute and settle co tents,
create consumer convenience seals,
and the like, It also incorporat s ad
vanced solid-state circuitry, ful y en
closed quick return dual drive: dual
controls, sanitary constructio antl
Foly sealing jaw systems, ts fi:ction
ree solid-state Flexitren scale 5%
tems monitor and adjus fine weight
feed, dribble time and chechweigh
before discharge.

Three- or four-sided fin seal pack
ages are made on cne of the Puls
matics to be shown, while flat bottom
bags are produced by another m¥
chine. This unit forms packages %
that product cannot interfere wilh
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Triangle Exhibit

(Continued from page 40)

Dottor i Fussels, thus allowing the bags
to stainl erect. 3

Dat.pak will demonstrate packag-
ing information never before avail-
sble, cenerating weight trend, scale,
cycle and time analyses, plus daily
nun sunmaries, This EDP system in-
cludes the company's microcomputer,
access kayboard, hard copy printer,
CRT display and lE)mgrarm: specially
developed for packagers.

The CBH Conveyor features coun-
terbalanced design to keep vibrations
out of the base so the units, which
include systems that distribute prod-
uct on demand t.» multiple packaging
stations, can be used where conven-
tional conveyors would be ruled out.

Corrugated Demand Up

The forecast for corrugated box
shipments for 1878 has been revised
upward to 7% based on stronger-than-
expected first-half results, according
to the Fibre Box Association.

Earlier forecasts had profected first-
half total shipments of 118 billion
square. The actual totul is more than
122 billion,

The 7% growth, projected for the
J\m':dm[ﬂn'EmmemlgersI by Mermill
Lynch Economics, would mean record
1876 shipments of approximately 243
billion square feet, The $8.7-billion
industr+’s 1677 shipments of 227.2

billion \quare feet were less than 14%

below *he 1073 peak year of 228.1 bsf.

Shipients in both the first and
second! uarters of 1978 set new rec-
ords, «+ith the first up 7.1% and the
seconc’ 1p B9% over the comparable
Quarte . of 1977, Second-quarter ship-
ments veraged 9.8 billlon square
feet | - two-week period, and the
list pc-iod of the quarter tonped 10

billion for the first time in industry
history:

The .ew forecast for the final two
Ouarte:s of 1978 anticipates gains of
T4 and 5.8% respectively. Both num-
15 are about 3% higher than earlier
Projections,

In contrast to the 1078 increases,
Merrill Lynch is not ns optimistic for
1979, As of late Jast year, when the
1578 outlook called for a 4% gain, th
forecast indicated almost 3%
her growth. Now, however, the

prospects of a mild recession indicate
a flat 1979 with virtually no increase,
or even a slight decline, in hox ship-
ments.

ATET

Washington Meeting

{Continued from page 3)

noon to L:15 p.m, At 1:15 Represen-
tative Jack Kemp, from the 38th Dis-
trict of New York will comment on
the Kemp-Roth proposal which would
slash personal taxes by $98 billion via

* a 33 percent cut in the individual in-

come tax plus a $15.5 hillion cut in
corporate taxes to be phased over a
three-year period.

Business Week Magazine cited this
as one of three pleces of evidence to
support the belief that a conservative
revolution is taking hold. The Kemp-
Roth proposal has found surprising
supyart in Congress; the success of
Willlam A. Steiger (R-Wis.) in forc-
ing the administration to accept some
cut in the capital gains tax as part
of its tax package; the passage of
Proposition 13 on the June bnlil!'ot in
California.

Congressman Jack Kemp is serving
his fourth two-year term in the House
of Representatives. He won his first
term in November, 1070 at the age of
35.

During 13 years as a professional
quarterback, Mr. Kemp played in
both the American and National
Football Leagues. He led the Buf-
falo Bills to AFL championships in
1854 and 1065, played in six AFL
All-Star Games, and won the AFL's
Most Valuable Player Award in 1965,

Time Magazine has designated him
ns one of Em top young leaders in
America. When Mr. Kemp was a
freshman member in the 82nd Con-
gress the Wall Street Journal identi-

fied him as “one of the clear comers
in the Congress and one who will
quickly emerge from the pack to he-
come n leader in the House of Rep.
resentatives,”

Six years later, the Wall Street Jour-
nal in & lead editorial, declared that
the Congressman's pending and wide-
ly supported Jobs Creation Act
“would he o tremendous spur to eco-
nomic growth™ in the U.S, “now and
in the future.”

Congressman Kemp has been a con-
sistent and articulate advocate on he-
half of free enterprise and the reduc-
tion of growth and interference of
government,

The group will return to the May-
flower Hatel for an afternoon business
session starting at 2:30 pm. Invited
to speak are Dr, Edward Schuh, dep-
uty assistant secretary of agriculture
for international affairs and commod-
ity programs, who will give us an
update on the export situation and
world wheat crop.

Dr. Sandy Miller of the Food and
Drug Administration will then have
some comments to make and will al-
low time for questions and answers

regarding FDA policics.

Congressman  John LaFalce has
been working on legislation to assist
the product linbility insurance prob-
lem and will make comments and
answer (uestions,

An evening reception will be held
in the Chinere Room from 7 to 8
pm. for the Congressional delega-
tions. All representatives are running
for office this fall, and Macaroni man-
ufacturers and allies are urged to
know who the candidates are and
meet their representatives in \Wash-
ington,
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Paramount Transfers
Matzo Business

Paramount Macaroni Compan of
Brooklyn, New York announced June
30 it had transferred ownership of the
A. Goodman & Sons matzo and soup
business to Sig Freundlich, Sol Saltz-
man, and their sons while retaining
the corporate name, noodle, and
pasta business. Freundlich and Saltz-
man will operate under Goodman
Matzoh Products Inc.

Robert Cowen, Jr., former President
of A. Goodman & Sons, has acquired
the franchise rights in 15 of New
Jersey's 21 counties to own and oper-
ate Swensen lee Cream Factories and
Parlours. Swensens began in San
Francisco, currently has 200 units op-
erating, and is rapidly expanding
throughout the nation,

Changes at Golden Grain

Three key management position
changes have been ammounced by
Golden Grain  Macaroni Company,
San Leandro based food company,

Vincent  DeDomenico,  General
Manager, has been elected President,
Dennis DeDomenico of the company's
Chirardelli Division, becomes Secre-
tary-Treasurer, and former President
Paskey DeDomenico is the new Chair-
man of the Board.

The 65-year-oll company, whih
has major plants in Chicago, S.utile
and the Bay Area, is entirely family
owned. A ploneer producer of con-
venience foods with annual sales of
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Vincent DeDomenico

100 million, Golden Grain also owns
and operates important divisions in
other fields. Included are the Ghirar-
delli Chocolate Company with head-
quarters in the Bay Area, Vernell's
Candy Company of Seattle, a manu-
facturing company which produces
microwave dryers for industrial use,
and an International Division which
makes dehydrated soups for the Jap-
anese market,

Lloyd Skinner Honored

Lloyd E. Skinner, chairman of the
hoard and chief executive officer of
Skinmer Macaroni  Company, was
honored for his community and civie
work May 18 by the National Jewish
Hospital and Research Center.

T{w Omaha dinner attracted nearly
400 for the Denver based hospital,
raising $46,000.

Skinner, long active in the food in-
dustry trade, was on the Grocery

presentation to Lloyd E. Skinner, Skinner
Macaroni Company.

“ident of Continental Milling Cu pora-

Manufacturers of America Boa d of
Directors for 12 years, served as g’
director of the National Small Busi.
ness Association since 1852 as w ol as,
terms as president and choirma ., and
a board member of the National Mae
aronl Manufacturers Assoclation since
1052, serving as president in 1976,

The hospital, which annually sa.
lutes outstanding work by comnmmnity
leaders, is an internationally ae
claimed nonsectarian center for re-
search, dingnosis and treatment of res-
piratory  disenses and immunologle
disorders,

Skinner has served as president,
director or chairman of a broad range
of community, civic and clmrilnhﬁe
activities, some of which include the
Arthritis Foundation, Salvation Army,
Omaha Civie Opera and National
Conference of Christians and Jews.

He received the Knight of the Holy
Sepulchre in 1077 for religious service
to the Catholic church and the Knight
of St. Gregory in 1964 for community
service.

We’ve heen going together for
nearly 50 years.

amond packaging and pasta make per
iecl pariners Pasta people from all over
the counltry have been proving it tor nearly
nalf a century

There are lots of reasons [Damond
vrovides complete packaging/met
nandising service  from cartons to

labels to point of purchase displays You
getaward-winning package design Service
s prompt  delivery i1s dependable
And everything comes lo you from one
convement source - with one phone call
Call(212) 697 1700 soon And start

(' - ) a beauhiful relationship
o gy
ey

Diamond International Corporation
Packaging Products Division
733 Thud Avenue New York. N Y 10017

Executive Vice President
At Prince

Christian F. Kongsore has joined
the Prince Macaroni Manufacturing
Company as Execuiive Vice Presh
dent, it was announced by Joseph P
Pellegrino, President of Prince.

Mr. Kongsore, 51, has been a con-
sultant to the cereal industry for the
past few years. Prior to being sell
employed he was Executive Vieo Pres

tion and a Corporate Vice Pre ident
of Continental Grain Compa v of
New York. Earlier association: were
with Fisher Mills and Intern. ional
Multifoods.

A graduate of Kansas State U iver
sity's School of Cereal Science M-
Kongsore also holds a degre from
his native Norway in Business A lmir
istration.

CLASSIFIED
ADVERTISING RATES

Wont Ads . .. ... $1.00 per lint
Minimum $3.00 d

i

FOR SALE: Ambrette 2 stick spoghtt
spreader; 1 Clermont spaghetti cutter)
D.F. batch drying rooms, 16 trucks
all maetal spaghettl drylng trucks; 7;.“
S&.inch drying sticks, Contact Gooch F

Inc. (402) AT7-4426.
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