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CORPORATION

FOLD-PAK

IS package appes

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

Now with Fold-Pak, a truly employee owned com-
pany, you can expect and get a superior package.

Why? It's obvious, Pride! We alone are responsib_le
for the package we print, we want to be proud of it. &

You will be too.

Englewood Clitts Sales Office: 110 Charlotte Place
Englewood Clitts, N.J. 07632/201-568-7800
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National Macaroni Week, October
5-14, 10878 has the theme “America
Entertains at Home . . , with Pasta,”
I:ighlifhllng meals at home whicu are
easy, fun, and fast, and making “eat-
ing In" a happy alternative to “cating
out”

Most important tool for the promo-
tion will be the new consumer recipe
booklet tying in with the theme and
entitled “America Entertains at Home
.+ » with Pasta,” The cover features a
hot macaroni vegetable salad photo-
rraphed on black glass with neon
ctters of pasta. The back cover of the
booklet will carry the recipe,

The cover also carries the phrase
Quarter-of-an-Hour menus which is
n prime fepture of this booklet tar-
geted to today's time conscious cook
who takes advantage of microwave
preparation and work-saving appli-
ances, Each of the thirteen recipes
includes the conventional method as
well as the short-cut method.

National magazines will carry maca-
roni material as features. Included
are:

Good Housekeeping Magazine—
Mildred Ying.

Ladies Circle—Marie Hamm, with
a colored illustration.

Secrets—Ellen Dodge, with a color
photograph.

Seventeen—Olga Rigshy.

The Sunday Supplement, Family
Weekly—photographs and  recipes
have been submitted for a pasta fea-
ture,

Newspaper  Syndicatess  Cecily
Brownstown of Associated Press;
Alleen Clare, of Newspaper Enter-
prises Assoclation; Joan O'Sullivan
and Philomena Corradeno of Kin
Features; Frank Kohler, of Gcncnﬁ
Features; Ethel Moore of Amalga-
mated Publishers; Opal Crandell of
Copley News Service; Barbara Gib-
bons—from Gourmet of United Fea-
tures; Bonnie Currie of Midwest
Notogravure Magazine; Elle Elvin of
New York Dally News; Maris Bagley
of Los Angeles Times Syndicate;
Barbara Mora of Westchester Rock-
land Newspapers.

In the black press relcases have
gone to Marie Cooke of Afro-Ameri-
can Newspapers, C. A. Scott of At-

MACARONI WEEK—a national publicity effort for macaroni prociue;
Publicity Covers National Macaroni Week in Every Media

my b ordered from the National
VMacar i Institute office,

Press Party

An & mual special event, the Muca-
roni Fi nily Reunion at Tiro A Segno,
famous [talian cuisine in the village
of New York City, saw more than 100
members of the New York media from
magazines, newspaper  syndicates,
local newspapers, syndicated Sunday
supplouwnls. television and radio
mingle with macaroni manufacturers
from the National Macaroni Institute
who updated them on current trends
within the industry.
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Spaghetti and Meat Balls
(Serves 6)

144 pounds ground beef
% pound ground pork
3 tablespoons olive or salad oil
1 clove garlic, finely chopped
1 can (6 ounces) tomato paste
2 cans (1 pound each) tomatoes
% cup water
1 teaspoon oregano
I teaspoon monosodium glutamate
2 teaspoons salt
% teapsoon pepper
2 Tablespoons salt
1 to 6 quarts boiling water
I pound spaghetti

Combhine heef and pork; mix well.
Shape into 1-inch balls, Heat oil; add
meat halls and garlic and cook over
low he:t until browned on all sides.
Add lenato paste, undrained toma-
loes, ¥ cup water, oregano, mono-
slutamate, 2 teaspoons salt
- per. Mix well, Cover and

T low heat, stirring occa-

1 hour and 30 minutes,
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Speghetti end Mul- -lulll

lanta Daily World, J. . Williamson
of Birmingham Mirror, George Me-
Elroy of Houston Daily Informer,
Undine Davis Young of the Journal
and Guide, and Carl E. Morris of the
New Pittsburgh Courier.

Major market daily news[:npers will
receive black and white photographs
as well as color with recipe

beef, Octaber 2 features turkey, and
November 6 seafood. Typleal copy
reads: “Use pasta as bait to Euild more
seafood sales, Tuna-noodle casserole,
spaghetti with shrimp sauce, elbow
macaroni and cheese with frivd fish-
just a few of the scores of pasta/
seafood profit pairs.”

s and
stories stressing macaroni’s benefits
and advantages, These are supplicd
on an exclusive basis to food editors
of 219 standard metropolitan areas
with 24 million circulation per mail-
ing.

For television, a kit will incorporate
eight recipes with menus illustrated
by four-color slides and with a special
prop of an electric kitchen clock to
dramatize the convenlence and speed
of pasta cookery.

Pasta References

Pasta Primer leaflet contair ng the
following: What is Pasta? low i
Pasta made? Why is Pasta Nu
Can Calorie Counters Enjo:
How to Shop for Pasta; How
Pasta; How to Cook Pasta; |
recipes, These leaflets sell for
shipped f.o.b, Palatine, Illino .

Pastn Portfolio is a 28-pay '
let containing: Manufacture «
roni Products; High Qualit-
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Meanwhile, add 2 Tablespoons salt
to 4 to 6 quarts rapidly boiling water,
Gradually add spaghetti so that water
continues to boil. Cook uncovered,
stirring oceasionally, until tender,
Drain in colander, Serve spaghetti
with heat balls and sauce,

One-Pot Macaroni Beel Supper
(Makes 4 to 6 servings)

L pound ground heel
2 cans (,‘(Jll(.ll.‘l'lst‘(] tomato Sﬂllll
(10% oz. each)

2 soup cans water

1%2 teaspoons oregano

Y2 teaspoon salt

Y2 cup sliced pimiento-stuffed olives
2 cups uncooked elbow macaroni
(8 ounces)

In large skillet or Dutch oven,
brown ground  beef, stirring  fre-
quently, Add soup, water, oregano,
salt and olives. Heat until boiling. Stir
in macaroni and cook covered over
low heat 12 minutes or until maca-
roul is tender. Stir oceasionally, Serve
immediately.

Meat Balls Stroganofl with Spaghetti
(Makes 4 to 6 servings)
l egg
salt
pepper
Y3 cup fine dry bread crumbs
1% pounds ground beef chuck
2 Tablespoons butter or margarine
1 quart water
8 ounces uncooked spaghetti,
broken into pieces
2 Tablespoons chopped parsley
1% cups dairy sour cream

To prepare meat balls, beat egy, 1
lmm}mm: sult and Y4 teaspoon pepper
in bowl. Add bread crumbs and

Disc jockeys on radio will be alerted
to National Macaroni Week,

Trade releases to grocery publica-
tions will emphasize the quarter-of-
an-hour menus featuring a recipe for
macaroni and cheese,

The series of weekly ads in Super-
market News showing animal anima-
tions made with pasta shapes to carry
the related item sales message con-
tinues, September 11 saw the one for

Wheat for Macaroni Product:; Semo
lina and/or Hard Wheat F.our for
Macaroni; The Many Shapes of Mac
roni; Guide to Buying and Use d
Macaroni Products; Basic Directio®
for Cooking Macaroni Products; F
Value of Macaroni Products; How ®
use Leftover Macaroni; Etiquetle
Spaghetti Eating; Macaroni l.ugmd‘
TYI‘S booklet sells for 40¢ each .s‘hi['i"‘a
f.o.b. Palatine, Illinois. Both ©
Pasta Primer and the Pasta Portfol®

One-Pot Macaroni Beef Supper
Octoser, 1978
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chuck; toss until combined. Shape
into about 20 meatballs, Heat butter
in large pot. Brown half of the meat
balls at a time in pot; remove witl
slotted spoon and set aside. Reserve
drippings,

Add water, 1 teaspoon salt and Y
teaspoon pepper to drippings in pot;
bring to a boil. Gradually add spa-
ghetti so that water continues to boil,
Cover und simmer 20 minutes or until
spaghetti is tender and most of liquid
is absorbed, Add meat balls, parsley,
and sour cream. Stir gently over low
heat for about 2 minutes or just until
mixture is heated through, Serve im.
mediately.

One-Pot Creamy Mucaroni snd Ment
(Makes 8 servings)
Y2 cup chopped onfon (about 1 me-
dium onion)
2 Tablespoons butter or margarine
Y4 teaspoon pepper
Y2 teaspoon dry mustard
3% cups water
2 cups uncooked elbow macaroni
(8 ounces)
Y4 cup sliced pimiento-stuffed olives
1 ean luncheon meat, diced
(12 ounces)
1Y cups dairy sour cream
1 cup grated Swiss cheese
(nbout 4 ounces)

In 3-quart saucepan, saute onion in
butter until golden. Add seasonings
and water; bring to a boil. Gradually
add macaroni so that water continues
to boil. Caver and simmer for 12 to
15 minutes or until macaroni is tender;
stir occasionally (most of cooking
liquid should be absorbed by now.)

(Continued on next page)
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Stunt work demands the strength of a
finely tuned athlete — the coordination of a
ballet dancer — the nerve of a tightrope
walker —the energy of a child. When the
arew breaks for lunch he may find himself
ina desrrted ghost town or barricaded

on the 17th floor of a building. Rarely.

if ever. 1s he working near a restaurant.

He's learned that the surest way to
provide himself with the energy he
requires. is to bring it with him. He likes
macar.ni —always has. Aside from tasting
good. - needs the energy it supplics and
likes 1 versatile ways it can be prepared.
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Breadwinner

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

At ADML we don’t mind il this stunt
man doesn’t know about our contribution
to his favorite food. After all. we don’t
know that much about stunt work. \What
we do have in common. is the pride we
take in the work we do. From the milling
center — to the pasta manufacturer — to
the consumer.

Breadwinners supplying Breadwinners since 1902.

ADM WIILLINE ©(ak

1330 West 100 Street. Shawnee Mission. Kansas 66211 @ (4913 3817100

Baker's shortening, corn sweeteners, soy protein for the baking industry.
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Stir in olives, Yuncheon meat, and
sour cream until combined. Cook un-
covered over very low heat for about
5 minutes or just until mixture is
heated through. Stir occasionally, Stir
in cheese until melted. Turn into
warm serving dish, If desired, gamnish
with additional pimiento-stuffed olive
slices, Serve immediately,

One-Pot Tuna-Noodle Soup
{Makes about 2 quarts)
1 cup sliced cavrots
1 medium onioy, sliced
2 tablespoons butter or margarine
4 cups water
4 teaspoon salt
Y4 teaspoon pupper
8 ounces uncooxed fine egg noodles
(about 4 coups)
2 cans tuna, drained and flaked
(7 ounces cach)
Y cup sliced pimiento-stuffed olives
2 cups milk
In large pot saute carrots and onion
in melted butter until onion is tender,
Add water, salt, and pepper; bring to
a boil. Cover, reduce heat and sim-
mer for 10 minutes or until carrots
are tender. Add noodles; cover and
simmer until noodles are tender,
about 5 minutes, Stir occasionally.
Add .emaining ingredients and heat;
do not boil. Serve immediately,
NOTE: To make a thinner soup, ndd
more milk and season to taste,

Cheesy Spaghetti
(Serves 4 to 6)
1 pound ground heef
Va cup chopped onion
Y4 cup chopped green pepper
1 small clove garlic, crushed
1 can (1 pound) tomatoes
1 can (B ounces) tomato paste
1 teaspoon salt

One-?5t Creamy Macaroa] and Mest

et 2

Y4 teaspoon leaf oregano
Y2 teaspoon sweet basil leaves
1 cup (4 ounces) shredded
Mozzarella cheese
¥ cup grated Parmesan cheese
1 package (7-8 ounces) thin spaghetti
Crated parmesan cheese

In a large skillet cook beef ..ith
onion, green pepper, and garlic until
meat is browned. Stir in tomatoes,
tomato paste, salt, oregano, and basil,
Simmer 30 minutes; stir in Mozzarella
end Parmesan cheeses. Meanwhile,
prepare spughetti according to pack-
age directions; drain, Turn spaghetti
onto heated platter; serve sauce over
spaghetti with additional Parmesan
cheese,

Kraft's Cheese Festival

For millions of shoppers, Autumn
is the time for hearty eating and plen-
tiful food purchases. For the thou-
sands of food retailers and whole-
salers who participate in the Kraft
Harvest of Good Food Ideas pro-

. One-Pot Tune-Noodle Sowp

motion—featuring the Fall Cheese
Festival—Autumn is the time t
“gather in extra food sales.

The successful spectacular fea
tures “Harvest” and Cheese Festivl
.0.p. merchandising kits designed to

ost profits in virtually every fool
store department, Nef merchandis
ing materials include two-sided hang
ing banners, intermediate-sized theme
banners and valance rolls, Graphic
ally compatible, the individual full
color theme kits can be used oo
currently for a total storewide pro-
motion or stFarnlcly to highlight de
partmental displays.

Spearheading the promotion i
Kraft's sponsorship of the highly ratel
Country Music Assoclation \wards
Show on Monday, October 9, on (ZIESI-
TV. To commemorate the con-pany’
long alliance with the 80-min te TV
special, Kraft is offering an e lusive
record album/8-track tape  titled
“Award Winners of the Count v M+
sic Association: 1968-1977."

Durum is our middle name . . . unifor-
mity is our game. If you have a formula
that is successful, you want the same
uniform results every time. We contin-
uously tast our product to give you the
uniformity you desire. You can depend
on the durum people. You start with the
best when you order Durakota No. 1
Semolina, Perfecto Durum Granular or
Excello Fancy Durum Paltent Flour.
And you get the same uniform quality
every time. Call us for uniformity.

the durum people

Phone (701) 772-4841
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HAND FINISHING A S""AGHETTI DIE — or any food
extrusion die is considered a fine art at Maldari.

Special care is taksn even by these experienced hands I B
to deliver a die to you that will surpass your expectations A
of quality and production.

To improve quality and production in your plant,
call us now.

- ewm, ~ -

wits don't bid around when il comes 1o |7dl,u,uulu into gened-tasting, muttions pasta dishes

’ [’ou ca'l’t k!.d Sure, it has to look good, and of course it has to taste delicious.

But even a 7-year-old “expert” probably doesn’t know how
pasta gets Lo tasting so good. That's why it's good to have
a ea Amber Milling around. Our milling and quality control esperts

o make sure your pasta operations have a reliable source of
(Spagllett’ semolina and durum flovre willed from the choicest durum
wheats...Venezia No. 1 Svieoling, Imperia Duram Granular,
eX ert or Crestal Fancy Durum Patent Flour. .
p ®  Amber also makes it easier to control your production schedule
by meeting your specs and making shipments when promised.
When it curnes to eating pasta, everybody's an “oxpert.”
When it comes to making good pasta products, you're the
expert; and when it comes to making good semalina and
durum flours, Amber's an expert. Call Amber, now! T

0 W) AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION A8

10 THE MACARONI JOURNAL Mills at Rush City, Minn. » General Offices at St. Paul, Minn. 55165/ Phone (612) 694141

D. MALDARI & SONS, INC.

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

It's a meal dazzled with color and
enriched with luscious flavors, Deep *
red tomatoes, creamy spinach, a va-
riety of pasta and a glass of ruby-
colored wine combine to make the
Italian meal,

Begin with an antipasto platter,
literally translated as “Before the
meal.” And it's the cook’s choize for
this appetizer although traditional
antipasto  foods include slices of
prosciutto, salami, artichoke hearts
and pleces of fresh vegetables, But
remember, this platter is designed
only to satisfy hungry np[i]etilcs until
that main course so light but appeal-
ing foods will be the best choices.

These recipes serve 12 but can be
doubled for a larger group. Muke sure
you have enough large cooking pots
to accoinmodate the quantity you are
cooking: two pots for the pasta and
one for the sauce,

* How Much to Use
Wondering how much vcmicelli or
mostaccioli is needed for each person?

We have over

four million chickens.
Does that make our
egg products

gar

1 bay leaf

For any pasta, use one quarter pound 1 tablespoon sugar E :
(conked)p r person. lfqyou un?zerv- 1 can (18 ouncas) whole tomatoes, 1 teaspoon sugar thgeg].gg-ity :B Tl very best
ing two different types, such as a thin dreined and chopped % teaspoon coarsely geal single you can buy. And

linguini with the plumper shells, just % cup chopped green olives ground black pepper egg-producing facility

those products are

figure one elght pound of each, Cook- % teaspoon coarsely ground black 4 pounds Italian sweet sausages in the world, and we have 4y for

ing directions will be on the package pepper In a large saucepan, crok onlos 4.5 million of the world's ; rea y 1or your
but think Italian, and cook it “all  In a colander, sprinkle ESF[’]““t and garlic in ofl over medium het ¢ ¢ prod products right now,
dente” or to the teeth. Overcooked with salt. Set aside to drain for 30 v onions are translucent. Stir i most carefully raised

including fresh shell

asta will become mushy but for the minutes.
Eest produci, look for pasta labeled  Ina large skillet, heat 3 tablc:runns

“made from Semolina” or “made with ofl over medium heat. Add the

durum wheat.”

chopped celery and onion and cook

tomatoes, tomato paste, water, salt,
basil, bay leaf, sugar and peppe
Simmer over low heat 3 hours. P

chickens (over 3 million
of them in production). We
know, because we raise them

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

heat oven to 3875 degrees Bllh
sausages for 45 minutes turning twie
until browned. Slice sausages Iiagun-
ally in 17 slices, Add to sm e
simmer 1 hour longer. Ser 0
pasta, Serves 12,

Spinach Pesto Sauce
8 cups fresh spinach leave:
2 cups fresh parsley sprlg‘:
% cup grated Parmesan che: ¢
1 cup grated Romano chees
2 tablespoons pignolia nuts
% cup blanched almonds
2 cloves garlic, crushed
% cup butter or mm garine, 1.ched
% rup vegetable oil
% cup hot water

In a blender container, place 5%
ach, parsley, cheeses, nuts, £¥
butter and oll, Puree ingredicnts
a smooth paste. Cook pasta. SUf
cup hot water frum cooking pasts W
pesto sauce. Serve sauce with
pasta, Serves 12,

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
Jjust one reason: to make our
eggs and egg products the

The sauces—there are two, a toma- 15 minutes, slirrins frequently. Re-
to sauce, which originated in southern move from X:m, adding remaining ofl
Italy, and the spinach pesto sauce and drained eggplant; cook stirring
from northern Italy. After the pasta constantly for 5 minutes until lightly
has been drained and tossed with a browned. Add celery mixture, vinegar,
small amount of oll to prevent stick- sugar, tomatoes, olives and pepper.
ing, blend with either sauce for your Simmer mixture uncovered, stirring
Italian meal. End with a light lemon frequently for 15 minutes. Refrigerate.
sherbet or a platter of fresh fruits, Serve chilled, Makes 4 cups,

And as you might hear in Italy, Choose either sauce for a taste from
“buon appetito.” old Italy. If you can't find pignolia

Serve Caponata as a relish with the or pine nuts, simply increase the
antipasto platter or with your meal. amount of almonds to replace them.
Caponata can also be made ahead of Sausage Tomato Sauce
time and be refrigerated for three to 1% cups chopped onion
four days. 3 cloves gnrrlc. crushed
Y cup vegetable oil
2 cans (1 pound 12 ounces each)

whole tomatoes, crushed
8 cans (6 ounces each)

tomato paste
1 cup water
1 tablespoon salt
2 teaspoons basil leaves

We
think
SO.

L]
A Julius
1 pound eggplant, peeled and cut
into %~ cubes

2 tablespoons salt

@ tablespoons vegetable oil, divided
1 cup chopped celery
% cup chopped onion

3 tablespoons red wine vinegar

12 THE MACARONI JOU

Send for our free
color brochure !
TORER, ‘1978 -

8643 Shekell Rd., Moorpark,
Ca, 93021  (805) 529-2331
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PASTA PROMOTION —

by Elinor Ehrman
Burson-Marsteller

1978 is a memorable year for Pasta
Promotion|

The National Macaroni Institute
Consumer Program continues to
elicit superb results in major maga-
zines and newspapers, as well os in
electronic media.

Our Foodservice Program rema i
productive, while we await the final
report from Marsteller Research on
the Potertial Market {or High Quality,
Branded Pasta Pioducts in Food-
servico.

Promotion with Canadians

Of special intersst is the happy
news that, since julyl the National
Macaroni Institute has heen working
with the Canadian Pasta Manu-
facturers Association in the promotion
of pasta products throughout English-
speaking Canada. By taking the basic
creative materials . . . co;ih , photo-
graphs, recipes . . . we will produce
editorial content which will be equally
attractive to media in both countries,
and at the same time be cost effective
to the total industry, We look forward
to presenting positive results of this
cooperative international program at
the Winter Meeting,

1878 Theme Adopted
And now an Update on this year's
Results and Futures on the 1878 pro-
motional theme of “America Enter-
tains at Home . . . with Pasta.” We
adopted this theme as the pasta in-
dustry’s challenge to fast food chains,
By highlthting the convenience
aspect of pasta menus
by featuring trendy kitchen appli-
ances of food processors, blend-
ers and microwave ovens
by developing special Quarter-of-
an-Hour recipes for the cook-on-
the-go
we havc[i:nen creating excitement for
pasta which is intended to motivate
consumers in the 20-45 age group in
the middle to wpper income bracket to
serve pasta, and at the same time
renssure the established consumer
who uses traditional cooking methods
that pasta is indeed the ultimate food
commodity—ultimate in convenience,
nutrition, flavor and versatility.
The grocery trade was alerted to
the promotion by this photo-release

Grocery Trade Alerted
which described the campaign and
also reminded store operators of the
related item promotional impact of
pasta products. A Macaroni Vege-
table Salad picture illustrates how a
30¢ purchase of elbow macaroni shells
sells $2.50 of celery, green peppers,
onions, checse, canned peas and
mayonnaise.

At the same time, the Supermarket
Consumer Specinlists were provided
with coples of our Pasta Primers, in-
cluding four good recipes for summer-
time serving, More than 10,000 Pasta
Primers have been ordered by these
supermarket chains for their custom-
ers in the past month:

Colonial Stores
A&P

Big Bear

Byerly Foods
Star Market

IGA

Sunshine Markets
Jitney Jungle

Best Breaks

The best breaks of the first half-year
in consumer publications are these,

New York Daily News—January 22—
Our Burson-Marsteller agency num-
bered amm:[i its 1978 projects the
opening of the Market at Citicorp
Center, and so we introduced food
editor Carol Brock to Alfredo of
Rome’s new restaurant there, Tying
in with our theme of “America
Entertains at Home,” she wrote
“Thanks to Alfredo, pasta will seem
like a bright new idea instead of the
hardy perennial it is, So, to set
kitchen sophisticates to work on the
trendy Italian dinners ahead, here
are five toothsome specialties to

start off with.” Circulation:
738,

Southemn  Living—February— Cover
Story—Secrets of Good Pasta, A
our February entry, this rcslonal
publication, with a ecirculation of
1,338,779, devoted 3 pages with
two-color  photographs and six
recipes, Story describes pasta shapes
and proper preparation,

Woman's Day—March—Cover Story
—"A Pasta Cookbook.” “Pasti Per.
fect” titles the double page color
spread of Spaghetti with Tomato
Sauce and Meatballs, Food Editor
Jean Voltz writes, "In its ivfinite
variety, pasta makes the perfet
base for a grand assemblage of
dishes.” Collector's Cookbook, de
voted entirely to pasta, includes a
special section on preparation o
pasta and 22 recipes. Circulation:
8,240,308,

Weight Watchers — March — Cover
Story—circulation 745,817, Also in
March, the dieter's bible ran
another food feature on Pasta, in-
cluding a full page with pictures o
How to Cook Perfect Pasta, The
article advised readers on weight
loss programs to “select pasta upto
three times weekly; omit one bread
serving.” 111

T8,

True Romance — February — Covet
‘Story

True Romance—April—Cover Story
True Story—April

Intimate Story—]June ;
These four romance book . wilh
circulations totalling 2% ~illion
reached the 18-25 year mar} -t wi
strong pasta messages , . . ‘W0
them in April issues. All i -orpor
ated our recipes and photc (raphs
“Fun and Fast Pasta Meals head
lined one article with copy n part
“Dining at home can be {in
fast with convenient foods ke ¢
bow macaroni, egg nood! 's
spaghettl.  Quarter - of - a1, - How
menus planned by home ecoomiss
of the National Macaroni lnstitutt
can be the answer, Three fftee>
minute pasta recipes are S§
gested.”

Cosmopolitan—May—clrculation

581,157, Cosmopolitan’s May ‘;ilg
ave us a whopping 2-pager,

ee recipes for Dinners for 7%

headlined “Have a Pasta Party -

THE Macanont Jours

kevente: n—May—circulation

mericin Girl — February — circula-
tion ( ‘},377

1,467,
193

Youth Market

Reaclng the youth market are
these two prestige books, A full

ge color photo in May's “17"
}:ltun'd “Stuffed Shell Casserole”
dong with 6 step-by-step color
shots und meal preparation page.
The double page black/white fea-
tre Party Pasta in American Girl
hit our theme head on with this
copy: “Friends and food go to-
gether. Sure it’s hassel-free and easy
to meet friends at a fast food place
like McDonald’s or Burger King,
But there are times when part of
the fun of seeing friends is getting
ready for them. There's no suck
thing as a cheap way to feed them,
hut the pasta dishes like spaghetti,
lasagne, macaroni still top the popu-
larity poll for taste and bugget."
Four of our photos and recipes
are incorporated. Headline reads:
“Pasta Partles Win Over Fast Foods
& Fad Foods.”

dbook—]June—circulation 4,686,020
=Cover Story—"“The Wise Wom-

j an's Diet”

plamour—July—circulation 1,814,702

These two upscale magazines, both
out in June, advised young marrie.ls
and carcer women to choose pasty
inlow calorie recipes. Wrote Eliza-
beth .\'ston of REDBOOK, “Lin-
guine ith Broceoli, Zucchini and
Parme v Cheese is a great summer
main « sh, As you twirl each de-
licious “orkful, you'll find it's hard

to ren mber you're on a weight
loss s +*

lamour new food column, written

by on of our food account alum.

nag, : ytures three low calorie

fecipe: with a count of 360 or

lower, Hleadlined “Eat Well—Light
ting for Pasta Lovers.”

Color Pages

On to newspaper Color Pages. For
€ lirst time in recent years, we have
Pped the 100-mark in Color Pages
* the first six months. By adapting
I recipes to Microwaves and Food
o%essors we've made Food Page

5. Here are a few examples of our
sage in forceful headlines:
"pa Times—

TORER, 1978

Baton Rouge State Times—

Copy reads: “Kitchen appliances like
microwave ovens and food proc-
essors are changing our cooking
methods along with our lifestyles.
Favorites like lasagna are ready to
serve in 15 minutes, The filling is
made with the food processors
while the noodles cook, then the
ingredients are assembled and
microwaved for about 12 minutes.”

And more , . . in

Grit

Spokane Spokesman Review

Nashville Banner

“Elegant Cuisine in 15 minutes” ad-

vises readers to prepare the veal and

sauce while the noodles cook.

Our major market B/ W releases
featuring microwave cookery have
garnered 8-column headlines such as
these in St. Paul Dispatch, Schenee-
tady Gazette, El Paso Times, Dallas
Times Herald, Houston Chronicle,
Indianapolis  News, Sacramento
Union, Mobile Register, Baton Rouge
State Times, Greensboro Record,
Augusta Chronicle, Lexington Leader.

Coming Up

We have some important Consumer
Futures coming uP. September 13—
a Wednesday—will be the 12th An-
nual  Macaroni  Family
Luncheon at Tiro a Segno.
. This event, which draws top food
editors from rm:{or national consumer
magazines, Sunday Supplements, food
newspaper  syndicates, cookbook
writers and columnists, is our spr{n;i:
board for National Macaronl Week
which will take place October 5-14.

Some of our editor friends have al-
ready taken placements from us for
food features in the Fall:

Marilyn Hansen, a Spaghetti Safari-er,
has scheduled three photo-features
and themes with pasta in Family
Weekly, the syndicated Sunday
Supplement incorporated in 331
newspapers with a tatal circulation
of 11,438,435;

September—Cooking with
Appliances

October—Cocking for a Crowd

December—Ethnic Christmas

Marie Hamm, another Spaghetti
Safari-er, is running a color feature
in the September issue of Lady's
Circle—circulation

Woman's Day Special Newsstand Pub-
lications, out in the Fall, will run
pasta color features in a Meals In

Reunion

bt o

£ A o

Minutes edition and a Party Enter-
tainment edition,

Glamour has scheduled two pages
featuring the Carbohydrate Story
with pasta with sketches and o
number of pasta recipes for a Fall
issue,

National Macaroni Week

Our theme for National Macaroni
Week and the climax of our build-up
campalgn In consumer publications is
“Americn Entertains at Home . ., .
With Pasta,” highlighting meals at
home which are easy, fun and fast,
and making “cating in” a happy alter-
native to “eating out.” All consumer
releases will feature the promotional
theme, as will Radio Scripts, TV kits,
and special materinls to Supermarket
Consumer  Specinlists,  Extension
Home Economlies, and food writers
everywhere,

The official launch of the theme will
be at the Tiro a Segno luncheon,
when editors will receive the press
kits highlighting our Quarter-of-an-
Hour Menu series, Dramatizing the
convenience and speed of pasta
cookery will be Editor Gifts of Elec-
tric Kitchen Clocks, These gifts will
also be induded in our Television
Press Kits sent out to TV Demon-
strators in advance of National Maca-
roni Week,

Most important tool for the promo-
tion will be the new consumer recipe
booklet tying in with our theme and
entitled America Entertains at Home
« « » With Pasta, The cover features a
Hot Macaroni Vegetable Salad photo-
graphed on black glass with neon
letters of Pasta. The back cover of
the booklet will carry the recipe.

The cover also carries the phrase
Quarter-of-an-Hour Menus, which is
a prime feature of this hooklet tar-
geted to today's time-conscious cook
who takes advantage of microwave
preparation and work-saving apnli-
ances. Each of the 13 recipes includes
the conventional ethod as well as
the shorteut method,

Two more of the booklet photos are
Linguine with Parsley and Pesto
Sauce, and Speedy Lasagne,

The booklet will be 5 x 7 inches—
20 pages with glossy self-cover and 9
inside color pages, including shapes.
Content includes cooking tips, appli-
ance-shopping tips, nutrition, buying,
shopping and serving suggestions.

(Continued on page 18)
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Pasta Promotion
(Continued from page 15)

Thirteen menus each feature a pasta
main course:

Spaghettl Three Checse Casserole
SErlmp Shell Salad

Tuna Macaroni Hollandaise Salad
Spaghettl with Meat Sauce
Minestrone

Macaronl Ham Pineapple Salad
Spaghetti with Vepetable Sauce
Egg Noodle Chicken Casserole
Macaroni and Cheese Casseroles

Foodscrvice Program

Before we get to the Market Re-
search Report 1'd like to do a review
of Foodservice Results achieved to
date in the calendar year. These re-
sults were accomplished by Jo David,
and our Foodservice Department.

Restaurant Hospitality opened their
January Foodtalk Section on “Healthy
Foods” with “Low Sodium Lemon
Pasta & Trout,” The Durum Macaroni
Foodservice Program recipe is in-
cluded with the color photo. Circula-
tion: 80,000—meals per day 24,000,
000,

Cirascope, a trade publication pro-
duced by the Chicago and Illinois
Restaurant  Association, feature—
pasta in the March issue. The full
page pasta story begins with “Pasta’s
ot pizzazz” and gives credit by
stating in bold type, “Tips provided
by Durum Macaroni Foodservice
Program.” Meals per day: 1,189,000,

The April issue of School Food-
service Journal, the publication rep-
resented by Donna Roberts features
our Pastitsio photo as the alternate
main entree for the June Internation-
al Menu offered to 25,000,000 school
children, The Pastitslo quantity recipe
is for 100 servings. Durum Macaroni
Foodservice Program receives credit.
Thank you, Donna. Circulation:
58,270—Meals per day: 45,000,000

Restaurant Business, May 1878, in-
cludes pasta shells with chorred
clams in seafood food feature titled
“Catch Your Share of Seafood Profits.”
Circulation: 84,558—Meals per day:
80,150,000.

And finally we have this spectacular
food feature on casseroles and one-
dish meals, which includes 8 Durum
Macaroni Foodservice recipes and 2
color photographs in Cooking For
Profit, June 1678, Casserole photo-
graph features cavatelli with olives.

National Macaroni Institute — Box Score
July 1, 1977 — June 39, 1978

Medlum
Consumer magazines —

Women's Youth, Romance, Shelter, Farm,

Negro, Spanish, Special Interest
Newspaper Syndicates
Daily and Weekly Newspaper releases
Syndicated Newspaper Supplements
Newspaper Color Pages
Black Press reclases
Radio relenses
Network Television kits
New York Press Luncheon
Supermarket Consumer Specialists
Extension Home Economists
Cooperative Publicity

Placements 1 irculatiog
135 3 00792%
154 91,941,010

18 4" %,000,000
13 116,420
183 .o

8 997,24

4 1o 2,800 stations
2 on 313 stations
5 releases with press kit
200 Pasta Primers to chains,
1,700 nationwide
359 companies and organizations

The second photo is Spinach Pesto
and Baked Shells. Copy in story in-
cludes “Pasta products: noodles, spa-
ghetti, macaroni, all of which are
available in a variety of sizes, shapes
and cuts,"—Circulation: 104,164—
Meals per day, 80,049,500.

Push Pasta in
United Kingdom

Great Plains Wheat, Inc. has joined
with the Pasta Information Center, a
London-based organization formed
by major segments of the U.K. durum
milling and pasta industry, to {ncrease
consamption of pasta products in
Britain,

The {?‘:n! campaign was launched
with a booth at the Food Pavilion of
the Ideal Homes Exhibit in London,
where pasta dishes, ranging from
salads to desserts, were prepared and
served, Distributed from the booth
were nearly 50,000 pasta recipe bro-
chures, while 1,200 full-color recipe
hooks were sold.

Robert Drynan, European director
of G.P.W, at the Rotterdam office, ob-
served that pasta consumption in the
United Klng_(li%m is about the lowest
in Europe. “The U.K.,” he sald, “con-
sumes only about 1.8 Ibs of pasta per
capita per year, but surveys indicate
this could rise to the U.S. level of 10
Ibs per person within only a decade if
current growth levels are maintained.

London Exhibition

In regard to the London exhibition,
Mr, Drynan described it as a success,
“Through G.P.W.’s cooperation, mil-
lers, processors and companles which
utilize pasta in canned foods were
able to reach many thousands of po-
tential customers.”

He pointed out that the GPW,
project “Is an effort not only to aif
the infant UK. pasta industry in iy
generic promotion but also to huld
a preference for U.S. durum withal
segments of the industry,” He added
“G.P.W, locks upon these efforts nof
only as a durum promotion projet
but as one which will provide con
tacts and good will, enabling us toer
pand our promotional efforts and in
crease the market share for otbe
claflsss of U.S. wheat in the UK.
well,

More Families Using Couponi

Highlighted here are results of the
U.5.D.A. nationwide, personal inter
view survey in March, 1977 Amon
various questions, the respondent
were asked: “Compared to Januan
1978, how frequently do o nov
Save & Use Food Coupon: ? 803
of the total households said ¢ ey w
saving and using coupons. Of |
ticular interest was the brea' lowno
the number of these consur rs who
were using more coupons 5% ¢
all US, families), compared to thes
who were using less (3,1%). [he red
of the coupon users (52.6%) dicals]
they were using coupons o abod
the same extent as previous v, The
nearly one out of three fam lies Wh
use coupons say they are us ng thes
more often. The remaining 108% 4
all families said they do not curreal!
use coupons.

Supporting daia from the sun®
provide a breukdawn of coupon usif
in four regions of the country, ¥
highlights the level of consumer ¢
volvement with coupons in the Not
east and North Central regions |

(Continued on page 21)
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Char-:s C. Rossotti, President

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
glants 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 1o 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.

Jack E. Rossottl, Vice President
George Leray, Vice President and Marketing Director

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

Telephone (201) 944.7972
Established in 1898

Octopes, 1978
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GROCERS

At the 74th Annual Meeting

Modcralnr Vincent DeDomenico,
President of Golden Grain Maca-
roni Co,, had a check list of a half a
dozen subjects that had been provided
for the panelists from the grocery
field. These included: (1) Exeiting
stores offer exciting shopping—what
can macaroni manufacturers do to
assist retailers in developing excite-
ment?

(2) There a growing interest in “Food
as you Like it Cooked at Home, Eaten
at Home"—What can de done to
follow up this interest?

(3.) Help the nutrition continue to
rate high among consumer concerns—
what can be done in this area to im.
prove nutritional education among
consumers?

(4.) Convenience foods are on the rise
in populavity again—pasta products
are among the original convenience
foods. What more can be done to
generate related-item sales with pasta
products?

(5.) How do you attract movement,
out of stocks, effectiveness of promo-
tion? Do you communicate these re-
sults with your suppliers? What prog-
ress is being made with scanning at
the check-out counter?

(8.) It has been stated that produc-
tivity is the key to solving the problem
of inflation—what can retailers und
manufacturers do to increase pro-
ductivity?

Vincent DeDomenico

To demonstrate one manufacturer's
approach to create excitement, Mr,
DeDomenico had a display of news-

aper advertisement for noodles,
asagna, sauces, and related items—
some with cooperative efforts by
related-item producers. He said that
excitement can be created through
good advertising and joint advertising,
good displays, good packaging, new
products, new deas, and new recipes.

To encourage eating ot home
Golden Grain promotes quick and
casy recipes and packs side dishes and
complete dinners in a box, The econ-
omy of home preparation is ticd in to
a symbol of a smiling house with a
heart over it used with the logo “To-
getherness is Eating at Home.”

Mr, DeDomenico dexlared: “Our
advertising stresses our quality in-
gredients and enrichment, Our home
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« Evarett Dingwell and Sten Cool,
{Photo courlesy of Milling & Baking Nesy

economists distribute information on
preparation and nutrition particularly
to high school groups. We sponsor a
cooking school for charitable purposes
called “Pasta with a Flair.” Our in-
stitutional division sends out recipes
for servings for 100.”

“One of our most recent efforts with
related items was a billboard cam-
aign with Best Foods Mayonnaise
Fnr a salad promotion. For related
item sales we provide headers, dump
bins, side stackers, posters.” The Point
of Purchasing and Advertising Insti-
tute interviewed 6700 shoppers and
found 37 percent of the items in the
shopping basket were bought on im-

ulse. “I personally believe that this
Rgure is much higher for pasta prod-
ucts,” said Mr, DeDomenico.

Lester L. Lorge

Les Lorge, head grocery merchan-
diser for Vons Grocery Company, Los
Angeles, which ranks as number 19
of the top 25 grocery chains in the
U.S,, suggested that macaronl manu-
facturers should venture into new
areas In assisting retailers to “develop
excitement” over their products. He
complained that no special efforts
were made by pasta makers to pro-
mote macaroni salad for summer
holidays and said his company has
committed itself to a Columbus Day
program to promote spaghetti sales,

He declared that 60 to 80 percent
of their pasta promotions come from
minimal displays, “We don't go for
these mass end displays, but there are
tremendous sales opportunities exist-
ing in these little spots, and it is up to
you to promote them,” he declared,

Mr. Lorge and other members of
the panel described new technology

far tracing the movement of products,
including a computer determination
of how much business is lost during
an out-of-stock period for any prod-
uct. To the question “Do you com
municate your results with the sup
pliers?” Mr. Lorge's response was,
*We'll tell you what you want lo
knaw, but we're not going to run te
you,”

Everett W, Dingwell

Everelt Dingwell, vice president
for marketing, Certified Grocers of
California, largest  retailer-owned
food cooperative in the country, sail:
“We depend on manufacturers’ sales
forces to tell us what is happening at
the retail level. We are looking for
maximum movement, minimwn out:
of-stocks, and to stay within tl.» con-
fines of our space.”

He noted that they were oaying
warchouse people $8.00 an ho r plus
fringes but that the esprit i coms
was gone, It is a dllﬂcuft prol em o
motivate people to work, so t! 'y are
going to ]:ui d a 600,000 squ: e oot
warchouse that will be con iletely
mechanized.

Mr. Dingwell said: “We wi ry too
much about short range pr olems:
sales goals; month-end closing : tem:
porary solutions, We are askiayg onr
members and suppliers ‘What - an w
do long-range?” and think that herein
lies the solutions to our curren: prol-
lems.”

“The independent grocer has got
to get closer to his business in order
to survive against the chains.”

Stan Coop
Stan Coop, vice-president, Ralphs
Grocery Co,, Los Angeles, whost
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ompar© is No. 22 among chain
s addressed himself to ethics
and pre_ essionalism in business. With
releren. - to the relationships of manu-
facturer nd grocer, he said, “We need
each ol er. Any interruption in the
marketi ¢ cycle is damaging to hoth
of us” ‘Ir. Coop said his company
will eng.ze in promotional deals only
with companies that publish price
lsts. Mr. Coop explained that his
company is n heavy coupon user be-
cause the programs “tend to sample
alot of people you might not other-
wise reach.” He also said that two of
his company’s major competitors are
ommitted to not using coupons,
offering no challenge. He suggested
that when optional allowances to
coupons are provided, they should be
0to 70% of the coupon costs.

The subject of grocers’ coupons
aroused a period of lively discussion,
including references to “mis-redemp-
tions” being way up, The grocers sug-
sested that manufacturers examine
their coupons in an effort to find
reasons for mis-redemptions. “Remem-
ber, the cashier does not have time
to iock at the fine print,” Mr. Coop
pointed out,

Mr, Coop, whose company recently
embarked on promoting sales of
generfe items, starting with 30, elted
a dramatic increase in “very price-
wnseious  shoppers.” He said his
stores were established in middle and
upper income communities, “But we
don't do qjuite that well in low income
groups anl generic selling serves that
pumpose.” With reference to generic
items, M- Coop said, “Perceived sav-
ings are 1vore effective sometimes than
tal savi 45" He described earnings
om ger ric sales as “not too great.”

=

Microd. y Tour

Microc y  Corporation of  San
Ramon, - alifornia held a luncheon
rece; tion at the Beverly Wilshire
Hotel i1, [,0s Angeles following the
Macaroy, Manufacturers Convention
it Del Coronado.

Frank Smith and Al Katskee hosted
affair for a group of twenty
Mearoni manufacturers and asso-
tales  hefore visiting the Western
Products plant where a new in-
Yallition of Microdry dryers have
macle, Plant personnel including
Bob & John Wi jam, Allen Weth-

Octoser, 1978

meller, and Byron Holtzclaw showed
the group around and answered ques-
tions.

Smaller Supermarkets

Although new supermarkets are
smaller and have lower average
weekly volume, they have become
more efficient in sales per square foot
of selling area, according to Food
Marketing Institute’s annual survey
of retailers opening units last year.

FMI's Facts "77, a survey of 103
firms which opened 891 units and
closed 232 stores during the year, said
the firms had made an average $1.2
million capital investment t> open a
typical unit with 10,395 sq. ft. of sell-
ing area, Eight checkouts and 232
parking spaces. This typical unit
pulled in $95,000 in weekly sales,

The new stores’ average weekly
sales showed a 8% rise in sales per
square selling foot over the previous
year; $4.92 vs, $4.78 in 1976,

This productivity increase was ac-
complished in spite of a 5% decline
in selling area and total square foot-
age. New units average 19,395 sq. ft.
selling and 27,504 sq, ft. total area,
against the previous year's 20,444 sq,
ft. selling and 27,504 sq. ft. total area.

Average weekly sales for new units
dropped 8% from 1976 levels—$98,000
a week in 1976 versus 895,000 in 1977.
About two-thirds of 1977 store open-
ings were by firms with annual volume
in excess of $500 million. Larger firms
were reducing the size of their new
stores, while smaller firms, with sales
under 830 million, were opening
larger units. Conventional supermar-
kets, under 25,000 sq, ft. of selling
area, were constructed in more than
eight of 10 cases,

Combination Stores

Combination stores, with a super-
market-drug store under one roof and
25% of selling area allocated to HABA
and general merchandise were opened
only by firms with annual sales over
8100 million. Companies with salés
over $500 million constructed 41% of
new combination units, and compan-
fes with annual volume of $250-3500
million also opened an equal per-
centage.

Large retailers favored constructing
units in shopping centers where their
supermarkets would dominate the
centers, rather than free standing
stores, Retailers in most geographical

reglons also favored this supermarket-
dominated center approach, although
in the Nnrtll—centrnf states there was
increased popularity for the free
standing unit.

Store size varied with geographic
location during 1977, Larger stores,
averaging 29,822 sq. ft., were opened
in the Northeast, Pacific Northwest
and  Mountain  States. Noticeably
smaller, however, were units opened
in the Southeast, which averaged
18,000 sq. ft.

More Coupons
(Continued from page 18)

87%), with many of the people in
those arens saying they are using
more coupons, The South is helow
average In terms of coupon usage
(at 68.1%), while three out of four
households in the West (76.8%) indi-
cate they are saving and using cou-
pons.

Stokely-Van Camp Strategy

Stokely-Van Camp Inc. has devel-
aped u strategy to boost profit as o
result of a year-long review of opera-
tions, said Alfred J. Stokely, chairman
and chief executive officer,

The strategy calls for additional
products, disposal of unprofitable
products, plant consolidations, ac-
quisitions, and a shuffling of financial
resources into the most promising
areas, Mr. Stokley explained. The
company, which processes food, ex-
pects to improve its 6%-to-9% return
on investment, bringing it closer to
the 12%-to-13% range of some other
food companies.

“It may take a few years to get sub-
stantin] benefits from the new strategy,
but we're confident it will hoost our
profits on a more sustainable basis,”
Mr. Stokely said in an interview.

Stokley-Van Camp’s eamnings have
tended to swing due to the vagaries of
the food-processing industry, For ex-
ample, about half of the company's
business involves canning and freez-
ing of seasonal fruits and vegetables.
Mr. Stokely explained that the com-
pany has recently moved, with some
success, into nonseasonal roducts,
but that the effort has been less than
wholehearted.

The canned and frozen foods mar-
kets are shaping up better than in the

(Continued on page 24)
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Fast-Cook Products Are Off and Running

from Chain Store Age Supermarkets Sales Manual, July, 1978

W ind up the clock, and wind down
preparation time. That’s the
message fast-cook pasta manufactur-
ers have been sending to fast-cook
housewives. And the housewives have
been listening, because sales of pasta-
based dry pncl:uf,ed dinners/side
dishes are up; regular pasta sales are
down,

Now comes a new gencration of
superconvenience products, and man-
ufacturers are vying for market share,
What gives the movement credence
is that three mu}ors (General Mills,
Lipton, and Nestle) are on the score-
board with products either testing or
in partial distribution.

Five Step Evolution

The trend toward superconvenience
isn't an overnight phenomenon,
Rather, it is the ffth step in an evolu-
tional process that had its genesis in
Lipton’s Cup-a-Soup. Steptwo was the
incursion into the supermarket sou
shelves of Oriental noodles, whic
had been confined to the Ouiental
foods department, Oriental noodles
were packaged in 4 x 5 blocks, and
manufacturers claimed that it was
heartier than American-made instant
soups, and that it was faster to re-
constitute than American noodles: 8
minutes v. 7-8 minutes,

Step three was the inclusion of a
plastic cup in the package for extra
convenience. Step four: Some manu-
facturers of Orlental noodles switched
their emphasis from instant soup to
instant lunch. And one changed the
name of its product from Soup 'N
Noodles to Instant Lunch,

Step five extended the basic ingre-
dient—Oriental noodles—in maca-
roni, spaghetti, and American-type
noodles. In so doing, the marketing
thrust has been widened to include
not only fast lunches, but side dishes
and casseroles.

The major products:

® Mug-O-Lunch (General Mills).
Packaged in a carton (two packets
each making a 7-o0z. serving), priced
53¢-55¢. Three items are macaroni
and cheese, spaghetti and sauce, and
beef-flavored noodles, As for distri-
bution, a General Mills spokesman
says it is “partial® but will not break
it down geographically,
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® Spaghetti to Go (Sanwa Foods).
Four flavored sauce mixes: meat,
meatlesi; cheese; mushrooms, with
thermal bowl. Retail: 69¢. Distribu-
tion; mnost major cities, except the
Southenst.

® Suddenly  Spaghetti  (Sanwa
Foods), The same four flavors as Spa-
ghetti to Go. Packed in 3-0z bluc[;u.
Retail: 39¢.

® (Lunch Time (Nestle). This has
been testing in Portland, Oregon,
since the fall of 1077. The manu-
facturer won't reveal his distribution
plans.

LunchTime is a casserole with each
package providing a 10-0z. serving.
It comes with a decorative disposable
casserole dish and retails for 89¢ to
05¢, There are five items: (1) egg
noodles with chicken flavor, mush-
rooms and sauce; (2) egg noodles, tuna
celery in creamy sauce; (3) egg
noodles, beef and onions and brown
gravy; (4) Itallan-style spaghetti; (5)
macaroni, cheese, and ham.

® Lite Lunch (Lipton). This has
been on test in Seattle and Cleveland
since October, 1977. Distribution
plans are hush-hush. The basie ingre-
dient is noodles (in sauce) with four
flavors: beef; chicken; stock pot vege-
table; Oriental, There are two packets
in each box, with each packet deliver-
ing an 8-oz. serving,

Speedy Preparation

The most potent selling tool for
these superconvenience items is speed
in preparation. (Bolling water is
poured over the prepared ingredients
which are allowed to steep before
the sauce is stirred in.) A Sanwa exec
claims “the fastest—3'%4 minutes: 3
minutes to steep, 30 seconds to stir.”
This compares with 4 minutes for
LunchTime and Lite-Lunch and 5
minutes for Mug-O-Lunch.

A superconvenience executive pre-
dicts that in two years these items will
account for 8-10 percent of all pasta
sold. Those not into superconvenience
say 8-10 percent is "blue sky,” because
of the quality which one national
pasta manufacturer terms “gummy”
and “rubbery,” And he adds: “For a
few more minutes—total of seven
minutes, to he exact—the consumer

can have a noodle dinner witn ey
extender and sauce that has fur g
perior taste.”

Excluding the 5-minute fusties
which currently have only « mis.
scule share of market, traditional con.
venience items are still the Lellwethe
of the pasta department. The cop.
venience category breaks out as fol.
lows: Dry Eackaged dinners/side
dishes—to which meat is added—
account for 20 percent of the volume,
Of the rematning 80 percent, more
than four-fifths are macaroni and
cheese, with the remainder split li.
tween noodle and spaghetti-based
dishes.

Macaroni/Cheese. Last year salesof
macaroni/cheese increased 10 percent
to 15 percent according to the two
top national manufacturers. With
family budgets crimped by inflation,
mac/cheese provides both nutrition
and economy. More than 90 percent
of mac/cheese dinners are in tI:: e
oz. size, with the remainder 14 oz
Extra convenience is the promotiondl
prod for the 14-oz—no need to adl
milk and margarine as in the 7%-0z

Private label accounts for more than
20 percent of the mac/cheese market.
with one national manufacturer peg:
ging it at 32 percent. Mac/clicese i
also a favorite with the new y nerics.
Says a marketing exec: “Generics wil
take it away from the privat label
because they attract the samnc tind o
price-conscious customer.”  I'ypical
shelf prices in the Midwest: - ational
brand, 33¢; private label, 52
generic, 20¢.

Regular Pasta. As for con ention
al pasta (macaroni, spagheti,
noodles), sales declined in 1¢/77 but
are expected to respond to higher
meat prices in 1978, Says a pastaman
ufacturer: “Almost as night follows
day, pasta sales will go up, hecause
that's the best way to extend meat—
in casseroles or side dishes—und als
as substitute for a main dish.”

In discussing pasta’s flat sules Jast
year, an exce notes that “It simply I
flects the no-growth of most other
food items caused by fast-food out
lets, the leveling of the population

(Continued on page 24)
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Football, frost and falling leaves.
Stepped-up activity in pasta kitchens
throughout the land. It's S=aboard
Semolina Season for pasta
manufacturers in the Boston and
New York / New Jersey retro

areas who want to be assured of a
dependable source for quality product,

Four-hour bulk truck delivery of
freshly-milled No. 1 Semolina from
Seaboard's modern durum mill in
Albany. . . controlled loading

and unloading schedules with the
company's own fleet of bulk trucks
. . . Super accurate weights with
load-cell scaling . . . all-weather truck
washing facilities . . . no
demurrage charges. They

all add up.

AuTumN: -

Seaboard \.
Semolina &=

Season

Seaboard . . .
for Super Semolina Service.
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Fast-Cook Products
(Continued from page 22)

and the increase in small families.”
As for private label, five years ago it
accounted for 5 percent of national
sales; today it's 40 percent, according
to a major manufacturer.

Prices decreased 3 percent last year
on the conventional pasta items (8 oz.,
12 oz., 24 oz., 1 Ib and 2 1b,) while
remaining wnchanged on specialty
items such as lasagna and manicotti,
However, price increases in 1078
(tied to the price of wheat) should
wipe out the 3 percent.

Whiln it is generally accepted that
hamburger arfdmves and packaged
dinners have cut into straight pasta
sales because of their convenience,
there are some pasta positives as well,
Says an exec: “What happens is that
convenience items are a form of
sampling for pasta, Once the con-
sumer Is familiar with pasta in pack-
aged diners, she is more prone to use
straight pasta in a lot of ways she
hadn't even considered before.”

Fastest growth in pasta are the
in-shell specialty items, with lasagna
and manicotti leading. Reason for the
upbeat in specialty items is that by
using the ready-to-be-stuffed shell,
the Eousewife can still come up with
a creative product with a minimum of
labor, The specialty items have a two-
pronged appear—as party items and
as different items on the menu.

Stokely-Van Camp Strategy
(Conlinued from page 21)

past year, with inventorfes running
Lelnw projections, Mr. Stokley said,
Vegetable oil products also are doing
weﬁ. and the company’s soft drink,
Gatorade, is expected to continue its
strong performance, Gatorade'’s sales
rose nearly 50% in fiscal 1978, and its
profit contribution increased substan-
tially,

Stokely currently is increasing the
number of products under its Van
Camp, Size Wize and Stokely brand
names. This involves increased mar-
keting expenses, but the effort is con-
sidered worthwhile because bigger
profit margins can be made on brand
names than on foods sold to other
companies that affix their own labels.
The company’s biggest single product
is Van Camp pork and beans, which
is a big profit contributor but has only
modest growth prospects,
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BUITONI AND GIMBELS DO IT AGAIN
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The Pasta Shop set up last year by Buitonl ot Gimbels, New York, to sell fresh pasto,

macaronl and spaghetti products prov

to be such a hit that the store asked Buitonj back

to repect the retall success, Here, Buitoni chef, Corlo Imperato, fills another box with
freshly-made pasta while Gimbels' customers walt to buy. Bultoni execs, Joe Jefolla, Roger

Terry and
vale Italiano highlight,

Frank Cassata (center) were on hand for the opening day festivities cf this Corni-

At Gimbel's
Carnevale Italiano

The Buitoni family started the first
commercial pasta factory in Italy over
150 years ago. Presently, one of the
largest food companies in the world,
it's only natural that the Buitoni
Foods Corporation seeks to not only
keep its record for creating the world's
longest pasta ever, 150 feet long, but
in fact, break it. The original record
was made last August 15th during
Gimbels Festa Italiana Week,

The attempt to create a single
strand of pasta reaching the length of
175 feet and over will be made by
Buitoni’s chef, Carlo Imperato and
his brother Emil, using traditional
fresh pasta making methods.

Twenty children from the Madison
Square Boys Club aged 5 to 10, will
assist in breaking the previous record
by holding the pasta ribbon aloft and
at the same time, learn first hand how
this Italian favorite was made year
ago. Corbett Monica, the entertainer,
whao is Gimbels guest of honor for the
Italian housewarves cvent, promises
to lend a hand, too,

Six New Stouffer Entrees

Stouffer Foods, whose frozen pre-
[:nred Insagna and French breu pizza

ecame top sellers almost overnight,
is dolng it again with six mor: inter.
national flavors!

In the largest introductor cam
paign for new products in its istory,
Stouffer’s is rolling out six ne inter:
national frozen prepared ent ‘es i
cluding Swedlsg Meatball  with
Parsley Noodles, Chicken P: irikash
with Egg Noodles, Beef ' criyaki
with Rice and Vegetables, | npuini
with Clam Sauce, Beef Che i Suy
with Rice and Chicken Ca clatort
with Spaghetti.

All six new items are in the opula
single serving  size and §. lwid
pouches easily reconstituted it a fev
minutes in a microwave over « r in I3
minutes In a pot of bolling water.

Commenting on the new items
Jerry DeCroce, Stouffer’s viee prest
dent of marketing for all frozen pr*

ared retail products, said “We
wanking on our past successes Wi
single serving, twin pouch item

(Continued on page 44)
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Wheat Improvement

nes S. Quick of the Agron-
wrtment, North Dakota State
* at Fargo, reported that in-
ants had added a research
and a graduate student to
icarch and about 20 percent
more el ort in the quest for better
varieties. He noted it takes from eight
loten yoars to develop a new variety
of durun.

In the past year two new varieties
with strong gluten have been released,
Calvin and Edmore,

Msjor varietal advances between
1971 and 1978 are:

L. Yield—15 percent Increase
& Spaghetti color improvement
3, Stronger gluten

4 Larger kernels

5. Semidwarf

8 Zero lodging

7. Wider adaptation

8., Stem rust resistance

9. Leaf rust resistance

10. Foliage diseases

IL Root rot tolerance,

Durun

Dr. )
omy Dc

Univers
dustry
assistan
durum 1

Benefits of Travel
Expanded industry grants have
made the Lenefits of travel more avail-
able as per the following schedule:
October, 1977-March, 1978, Plant
Breeding Institute, Cambridge, Eng-

lind, for rescarch, training, and dis-
cussions,

Decemher, 1077 — International

Qulity  Symposium,  Montpellier,
rance,

Febru'ry, 1978 — International
Wheat enetics Symposium, New
Delbi a1 Indore, India, with durum
research  cview,

Marl  1078—Harvest Selection
and dise  slons at Obregon, Mexica,

June, 178—Durum Rescarch Re-
View, §¢ lle and Madrid, Spain,
DURU!  BREEDING EXPANSION —
1975-1975

Grant Perlod
" SRR RO
Lalerlal Base 1975 1976 1978
Fify 25,500 22,460 19,500
Crossey 250 225§ 270
Pre Yiel, 1000 2280 1,050
adf. Yiel 1 232 302 253
F:!':Npa 28 30 24
Mn[uu““ 27 28 24
Nursery 2800 3250 5400

DURUM SHOW — October 17-18
da Inn, Minot, North Dakota

Octoser, 1978

e g e e et e e S e S

Bl

Dr. James S. Quick

GRANT EFFECTS = TIME SEQUENCE

1903
Cmmmmmmm e
\ RESULTS: VARIETY RELEASE 1
\ [}
\ [
\ !
\ !
\ RESULTS: [IMPROVED PROCEDURES 1
\ MATERIALS DEVELOPED /
\ U
\ 1980 [}

1 THESIS RESEARCH
TRAINING

SUPPLIES
TRAVEL

General Grant Progress

. Variety releases

. Thesis research

. Breeding program size
. Quality Analyses

. Seedling vigor

. Components of Yicld
. Waorker's Conference

=D Ul 29~

Future Improvement and Needs
Yield

Quality

Seedling vigor

Salt tolerance

Weathering resistance

. Discase resistance

3 CA.B. £0 10 e

World Supply of Durum Up

Present prospects are that world
praduction of durum wheat in 1978-79
will rebound to 20 million tonnes, up
48% from the small 1977 harvest of
13,5 million, but still 13% below the
1976 record of 22.9 million, the Inter-
national Wheat Council said in its
1978-79 forecast, “Production in every
major durum-producing country is
expected to be larger than in 1977"
the Council said,

T T e R T S T TP ey oy T T T

Durum wheat trade in 1978-79 is
projected at 3.8 million tonnes, against
4 million in the previous year. West-
ern Europe is expected to import 1.1
million tonnes, against 1.4 million in
1977-78, and Africa 1.6 million, against
L5 million,

“If the three major exporting coun-
tries (Argenting, Canada and the U.S.)
account for 3 million tonnes out of
total durum exports of 3.6 million in
1978-79, their combined closing stocks
at the end of their respective 1878-79
crop years would anwount to 4 million
tonnes, compared with 3.2 million a
year carlier,” the Council said. “The
overall assessment for the world dur-
um situation in 1978-79 is, therefore,
that supplies should be sufficient to
meet forecast import demand, provid-
ing cwrent crop expectations are ful-
filled.”

Durum production prospects for
major arcas of the world in 1978-79
are presented as follows by the Coun-
cil, with comparisons for the 1977-78
outturn, in millions of tonnes:

1978.79  1977.78
Euro 38 2.9
North America 53 5
South America 0.4 0.3
Near East Asia 7.0 4.1
North Africa 3.0 22
Others 0.5 0.5
World to1al 20.0 13.5

Seaboard Sets New High

Net eamnings of Seaboard Allied
Milling Corp. in the fiscal year ended
Juned eslnb&ished new records for the
second consecutive year,

Net income of Seaboard totaled
$6,901,107, equal to $5.13 per share
on the common stock, up sharply
from previous peak earnings of A’J.-
634,453, or $2.70, in fscal 1977, In
1976, Seaboard had net income of
§2,743,671, or $2.04.

Net sales of Seaboard for the fiscal
year totaled $284,712,536, off from
$307,528,011 in 1977 and $298,496,912
in fiscal 1976.

Net earnings before income taxes
for Seaboard in the fiscal year were
512,951,107, against $7,274,453 in
fiscal 1977, Provision for income taxes
was 56,050,000, compared with $3,-
640,000 in the previous year,

Net income in the fourth quarter
ended June 3 totaled $1,868,142, com-
pared with 81,327,737 in the final
quarter of 1977. Sales aggregated
$106,542,591 in quarter, against $104,-
264,348,
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and toglorrow secret
is pasta made frof>
Peaveyk finéS¢molina and
Dupmnflours,

L
-

| (3v.0%F "At Peavey, there's a longstanding tra-

dition of research that helps make our
products perform a little better for you.
In Semolina production we take great

. st tased v
tiedadsRy :f{,f":?’f"‘

¥ gl g rrgeiefds -
AWIOAY - /s 777 pains In crop selection and mi

so we can consistently offer yc

of bright color and uniform gr:
ombining our wealth of

with the latest in technolog

mills have now been upgrad¢

matic operations utilizing p-tot

minute equipment that's unst pa

our industry. All so we can m nuf

the best Semolina and Durum :louf®

able today.

That's another Peavey tra-
stance, we share our exper-
tise and our minia-
ture macaroni_press
and dryer operation
with customers work-
ing on new product

ideas.
Peavey Technol-
ogy. Continuously
probing the future to

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

Peavey

Industrial Foods Group

Peavey Company Sales Offices: Minneapolis, MN (612) 370-7850
« While Plains, NY (914) 42B-7750 * Chicago, IL (312) 640-7122
« Denver, CO (303) 289-6141 » San Mateo, CA (415) 349-2361
« Oakland, CA (415) 763-5055 * Sall Lake City, UT (801) 355-2981
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Wheat Situation

From USDA Eronomic Research
Service, August 1977

Growers’ acreage adjustments in re-
sponse to the set-aside and graze-out
programs and crop prices along with
adverse weather in some areas indi-
cate that the 1978 wheat crop will
drop below the 2-billion-bushel level
for the first time in 3 years, As of
July 1, conditions indicated a crop of
1.8 billion bushels, 11 percent helow
last year's level, Basc(sm on the past
20 years, chances are 2 out of 3 that
the final crop outcome will not differ
by more than 70 million bushels from
the July estimate,

With the reduced U.S. crop, the
1078/79 wheat supply will drop be-
low last year's record 8.1 Dbillion
bushels, though remaining the second
largest. Domestic use may drop be-
cause wheat feeding is expected to be
cut back sharply. Early indications
point to another export year of over
a billion bushels, about matching last
season’s 1,124 million bushels. While
disappearance may decline from Jast
season’s near record performance, it
appears there could be some reduc-
tion in carryover by the end of the
year.

World wheat prospects point to a
large crop in 1878, Growing condi-
tions have been generally favorable
in most major 5 ucing countries, As
a result, world trade is expected to
ease somewhat from last year's record,
World stocks at the end of 1977/78
appear hended for a small net in-
crease,

The 1977/78 season ended with
prices running around 75 cents to a
dollar a bushel higher than at the
start. Though carryover stocks in-
creased for the fourth consecutive
year, heavy use of the loan and re-
serve programs, coupled with one of
the heaviest end-of-season paces of
export shipments, provided strong
market price support.

Farm prices are expected to aver-
age between 8270 and $3.25 for the
season, compared with the $2.31 aver-
age in 1977/78, The market this sea-
son will be supported by heavy export
shipments, strong loan activity, some
delays in harvest, and the reserve in-
ventory, but deficiency payments,
based on the $3.40 target price, again
will probably be an important income
factor to wheat growers.
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Durum Outlook

Durum growers planted 4.1 million
acres, nearly 30 percent more than
last year, Traditional Durum States
increased acreage by 30 percent. Cali-
fornia and Arizona also planted more
Durum hut still only about half the
large acreage of 1976, Yields could be
up substantially because ample soil
moisture in the Northern Plains gave
the 1978 crop n good start and irri-
gated areas in the Southwest have ex-
panded. Thus, based on July 1 con-
ditions, the 1078 harvest was est-
mated at 110 million bushels, 49 per-
cent above last year, A crop this size,
even when coupled with a carryover
that is down a fourth to 67 million
bushels, places the total 1878/79
Durum supply 8 percent above the
1077/78 level,

Mill Grind Drops

The 1977/78 mill grind dropped
slightly from last year's record pace as
Durum and semolina prices were at
high premiums over hard wheat and
farina throughout most of the year.
Relatively smaller world Durum sup-
plies available for export and in-
creased wheat needs from short crops
in North Africa and Italy pushed U.S.
Durum exports in 1877/78 to 62 mil-
lion bushels, 50 percent above a year
ago and the highest since 1872/73, An
additional 4 million bushels of export
sales were carried over into the 1978/
79 marketing year, But projected siz-
able increases in Canadian, Italian,
and North African Durum crops
points to a smaller world and US,
export market in 1978/79,

Strong Export Demand

Strong export demand increased
Durum cash prices at Minneapolis to
$3.85 (No, 1 Hard Amber Durum)
during April-May. This was $1 per
bushel above the season low at ﬂcst
year's harvest. Prospects for an in-
creased U.S, and world Durum sup-
ply and a possible moderation in de-
mand indicate somewhat lower price
levels in 1078/79, particularly in reln-
tion to hard wheats, July prices for
Durum dropped about 30 cents per
bushel, compared to 23 cents for
June.

A D M Dividend Set

Directors of Archer Daniels Mid-
land Co. declared quarterly dividend

of 5¢ Per share on the commor stock,
e

payabl

Sept. 1 to shareholc rs of
record on Aug. 10.

1979 Wheat Program

U.S.D.A. announced 20% sc -aside
for 1879 wheat, same as 1676; ‘arget
price unchanged at $3.40, For every
100 acres planted to wheat, participat.
ing farmers must set aside 20. If, iy
complying with 20% set-nside, farmer
plants 15% fewer acres than 1978, he
will receive target payments on 100%
of planted acres. For 1978, 20% reduc-
tion from 1977 was required for 100%
payments, Farmers who cut back in
1978 can use 1977 acreage base for
15% cut.

International Wheat Talks

Some in the Carter administration
are said to have argued against the
set-aside program because it could
weaken the U.S.’s hand in currently
deadlocked international wheat nego-
tiations, which are aimed at stabilizing
international wheat prices, Because
other countries don't currently restrict
production through set-aside pro-
grams similar to the US.s, some
officials argued that the issue should
be deferred until the completion of
negotintions. But this idea apparently
was rejected,

In addition, the Agriculture Depart-
ment said a decision to scrap the set-
aside program would have increased
U.S. wheat stocks to such an extent
that other countries might belicve th.e
U.S. is willing to become the worlds
only stockholder. The U.S. h:: con-
tended in the wheat talks tha' other
nations also should hold whe : sur-
pluses off the market to keep rices

up.

Separately, two House com: ittees
vnlc«Y different versions of an . Imin-
istration plan to contribute U.S. -vheat
to n world wheat reserve thdt vould
aid develuping nations in tir s of
food emergencies. The House [nter:
national Relations Cummittee - 3r
to a White House request for sit
million metric tons of U.S, whi it for
the fund, but the Agriculture Com-
mittee approved only three willion
metric tons. A metric ton cqu

2,204.8 pounds.

Currently, world wheat pmductlor
is forecast at 885 million to 430 mit
lion metric tons, about 8% more than

(Continued on page 30)
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BIN STORAGE

A lully.automatic bin storage system for
free flowing materials—Product is con-
veyed from processing into the Aseeco Bin
Storage System by means of conveyors,
The operator can fill any bin by operating a
selector switch at Huor level, In a few hours,
when the bin s full and a zignal {8 actuated,
the next bin can be selected menually or
sutomatically.

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

Bins are available in sanitary construction with bolt
or weld on support structures. Optional equipment
provides for a complete sutomated storage system for

surge storage or overnight storage.

OPTIONAL EQUIPMENT:

¢ Bin Full Signal System

¢ Bin Empty Signal System
* Bin full light indicators

* Bin empty light indicators

dam
ey,
< A

* Lucite view ports on side and bottom of bins

* Y type multl discharge outlets
* Spiral lowerator chutes

* Multi-station infeed conveyors
¢ Under bin collector conveyors
* Pneumatic control panels

T {
4\- "-:: . I
Ly,

* Electrical Control and indicallon panels : Ao

v Plan/ Ing and Layout
sorvices offered: Ehcl‘rlzé’ai'l-:n?{nnolarlng and Control Penels
. Eract q.‘:tart-up

lon and

.Write for your nearest representative.

jJCEEEEN!

Baverly Hills, Calif. 30R11
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TWX 810-480-2101




last year despite a 10% decline in U.S.
production. World consumption for
this year and next is expected to he
1% to 2% less than production, so cur-
rently depleted stocks in other coun-
tries are expected to be rebuilt,

Large Turkish Wheat Harvest

Turkish wheat officials predict a
wheat harvest of 16 million tons com-
pared with 16,5 million tons last year.
USDA estimated the crop at 135
million tons according to The Public
Ledger. Improved farming methods
have been cited as the reason for the
improved wheat crop, making this the
second year in a row Turkey will be a
wheat exporter, producing between
2,5 and 3 million tons for exporc each
year. However, breaking into the ex-
port market has been difficult, cnusinE
Turkish officials to negotiate wit
buyers in Libya, Iraq, Tunisin, the
U.SS.R.,, Pakistan, and Iran to pre-
vent a surplus of wheat for domestic
storage. Storage loading and trans-
portation have caused considerable
internal problems for the country,
according to the minister of agricul-
ture, but these are expected to be
solved very shortly,

Wheat Industry Council

A draft of proposed regulations to
establish a Wheat Industry Council
has been approved by board mem-
bers of the Wheat and Wheat Foods
Foundation, Inc., and submitted to
U.S. Department of Agriculture offi-
cials.

The proposed order would sct up a
Wheat and Wheat Foods Rescarch
and Nutrition Education Program as
provided in the Food and Agriculture
Act of 1977, Under the program, the
Wheat Industry Council will develop
and administer research and nutrition
education projects financed by assess-
ment of end product manufacturers
such as bakers and pasta manufac-
turers,

Donald H. Heitman, an associate in
the Washiugton law offices of John F.
O'Neal, said submission of the draft
order “triggers the whole process” for
implementation of the program, and
that after that it is pretty much out
of our hands.”

Mr. Heitman noted that communl-
cation with US.D.A. over the next
few weeks is extremely critical, since
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the ex-parte communications provi-
sion of the Sunshine Act disallows any
informal input ofter the final draft fs
submitted to Secretary Bergland, at
which time the order will he pub-
lished in the Federal Register,

Mr. Heitman pointed out that the
Wheat and Wheat Foods Foundation
has maintained good rapport with
U.S.D.A. in the initial phases of de-
veloping the program. He said that
from this point on, it is a “matter of
working with US,D.A. to help them
act as etgeditiously as possible.” Des-
cribing the timetable for implementa-
tion of the act, Mr. Heitman noted
that three separate public hearings
would be scheduled following publi-
cation of the order. He sald that prob-
able locations for the hearings would
be Atlanta, Minneapolis and an un-
determined city on the West coast.
From testimony presented at the
hearings, he said, U.S.D.A, will de-
termine if the order should be pramul-
gated and a referendum held among
end product manufacturers,

Mr. O'Neal, Washington attorney
who has been retained by Founda-
tion to represent it in implementation
of the program, has estimated that it
will take from 12 to 18 months from
submission of the order to U.S.D.A.
until final enactment of the Wheat
Industry Council.

Foundation to Continue Operation

In addition to approval of the
Wheat Foods Order, members of the
Wheat and Wheat Foods Foundation
have expressed support for continued
operation of the organization after the
final program is enacted. Formed in
1966 as a confederation of wheat pro-
ducers, processors and end-product
manufacturers of wheat products, the
Foundation has had the single goal of
bringing about enabling legislation
for collection and disbursement of
funds for research and nutrition edu-
cation,

Sprout Damage Analysis

Federal Grain Inspection Service
recently demonstrated a prototype of
a “Grain Amylase Analyzer” which is
being developed to test for sprout
damage in wheat. The present stand-
ard chemical test (falling number)
produces varying results, depending
on whether the test is made with man-
ual, semi-automated, or automated
equipment, The test is used to de-

termine the impact of sprout «amag
on the end use products of whes
The demonstration was made hefor
members of the Western Whe: t As.
ciates and an official of the ] panes
Food Agency at Portland, Uregon.
Viewers were reportedly impressed
with the repeatability of test results
as well as by the speed and sinplicity
of the procedure, The next step isa
collaborative study with several lab
oratories in which FGIS is partic.

pating,

Entomology Training Manudl

The FDA Training Manual for
Analytical Entomology in the Fool
Industry is now available in quantity
through the Association of Official
Analytical Chemists (AOAC) Ba
540, Benjamin Franklin Station, Wash-
ington, DC 20044. Price of the Mamul
is 812,50 plus $1.50 for postage and
handling,

The Manual has been used success-
fully by FDA personnel in training
courses and is widely mﬂmiscd for its
usefulness and practicality. With the
aid of the Manual, organizations con-
cemed with the cleanliness of food
will now be able to set up their own
in-house training,

Furnished in an attractive plastic
binder, the 200-page Manual includes
chapters on microscopes, insed
morphology and dissection, identif
cation of whole insects, recognition
and identification of insect frayments,
vertebrate pests, structure and iden
tification of animal halrs, molds in
foods, extraction methods, miscet
laneous fillth, macroscopic 1 ethods
advice on setting up an a lytial
entomology laboratory and v surisg
good laboratory performance, cologf
of stored food pests, what happens in
a sanitation inspection, and avice on
giving court testimony. A bibli- grapht
of useful references and a pr noun®
ing glossary are provided. The volum¢
is indexed for user convenience.

and students.

showings,

Rapid Harvest

Garnering of 1979 spring wheat
crop proceeded rapidly across UKt
Midwest, while combines were slow
by rains in Pacific Northwest. Cans*
dian wheat, was about ready [
swathing at the end of August
damage due to dry weather was L

Invest 1¥4ac per cwt.
monthly in pasta
production promotiog;
consumer education,
and trade advertising
to keep sales up.

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

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

Educational materials and recipe leaflets
are distributed to consumers, teachers

Filns and film strips are distributed
for general use and special television

TV Kits are periodically prepared for
program producers.

Cooperation with related item advertisers
and -.ublicists is sought and obtained.

Specal projects include press parties,
matc ials for Consumer Specialists,
back jround for editorial writers.

Do your Share—support the effort.

NATIONAL
MACARONI INSTITUTE

P.0. Box 336, Palatine, lllinois 60067

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

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

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

1—Vitamins and Minerals Enrlchment Assays.

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

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

6—Pesticides Analysis.

7—Bacteriological Tests for Salmonella, etc.
8—Nutritional Analysis

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

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

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

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

Name SN ——
Firm

Address o . N
City and State_ Zip_.
Renewal = New Subscription
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Rapid Harvest

(Continued from page 30)

parent in western sections of prairie
provinces, and early frosts threatened,

Temperatures up to 100 degrees
forced Ingging spring wheat in Da-
kotas and Minnesota to full maturity
sooner than expected, and ideally dry
conditions permitted field work to pro-
ceed at fastest pace in years. South
Dakota harvest was virtually complete
and Minnesota neared cleanup stages,
while North Dekota make wide prog-
ress in ideal weekend weather, near-
ing two-thirds mark.

After some disnppointing quality re-
sults in South Dakota and southern
Minnesota, heavier test weights char-
acterized North Dakota cuttings. Pro-
tein counts ran about 14%, nearly 1%
helow last year.

Shipping directions remained active
with continued shutdown of two major
mills in Upper Midwest. Most maca-
roni and noodle manufacturers al-
lowed balances to dwindle, often
below 30 days, and delayed additions
with continued firmness in durum
market,

Mill Grind Up

Production of stralght semolina and
durum flour and durum wheat grind
for a series of June-May crop years, as
compiled by the Bureau of the Census,
follows:

Straight Durum wheat
semolina and ground
durum flour (1,000 bus)
(1,000 cwts)

1977-78 ....15973 368,524
1976-T7 —15,923 36,413
1975-76 ...14,527 33,871
1974-75 ....13,337 31,089
1973-74 ....15,701 35,923
1072-78 ....15,721 85,707
1971-72 ....15,670 32,765
1970-71 ....11,733 31,884
1969-70 ....14,309 31,354
1068-69 ....12,988 28,069
1067-68 ....12,549 28,201
1066-67 ....12,664 29,310

Production of straight semolina
and durum flour in the 1877-78 crop
year (June-May) increased slightly
over 1978-T7 year to the largest output
on record since the start of separate
durum compilations 11 years ago,
sucording to statistics compiled by the
Bureau of the Census.

Output from June, 1977, through
May, 1978, totaled 15973,000 cwts

compared with 15,823,000 in 1676-77,
an increase of 50,000 cwts, or less than
1%, Production in 1977-78 was up
10% from 14,527,000 in 1975-76 and
was 20% over 13,337,000 produced in
1874-75, the recent low.

Durum wheat grind in June, 1977,
through May, 1078, totaled 36,524,000
bus,, compared with 36,413,000 in
1976-T7, an increase of 111,000, or less
than 1%. It was the largest durum
grind since the start of Census Burcau
compilations. It also represented an
increase of 8% over the 33,871,000
ground in 1875-76 and was 14% more
than 31,989,000 bus., processed in
1974-75.

Durum Markets in August

No. 1 Hard Amber durum ranged
from $3.42 to 83.60 per bushel Minne-
apolis with semolina quoted at $9.00
to $0.35, granular 15¢ less, durum
flour 40¢ less,

Egg Review

According to the Crop Reporting
Board the nation's laying flock pro-
duced 54 billion eggs during July,
three percent more than a year ago.
Layers on Aug,. 1 totalled 270,000,000,
1% more than the 268,000,000 a year
earlier,

Rate of lay on July 1 averaged 64.5
eggs per 100 layers, compared with
64.6 a year earlier and 65.4 on July 1,
1878, Egg-type chicks hatched during
July, 1978 totaled 38,100,000, down
3% from n year ago. Eggs in incu-
bators on Aug. 1 at 34,100,000 were
1% above a year ago,

Egg Products—Auaust Prices

Central State Nest Run—$1L.10 to
$13.20

Southeast Nest Run—$11.10 to $12.60
Frozen Whole—39¢ to 42¢
Frozen Whites—20¢ to 32¢
Dried Whole—$1.54 to $1.70
Dried Yolks—$1.44 to $1.56

USDA purchased 1,008,000 pounds
of dried erg mix which will be used in
the school breakfast program.

California Plans Use
Solar Energy

Twa solar demonstration projects in
California—one  involving  chicken
soup and the other dehydrated food—
were dedicated recently, Both are
funded by the Department of Energy.

At Sacramento, the Campbe 1 Soup
plant opened its system that uses ,
combination of flat-plate an| cqp
centrating solar collectors to lelive
12,000 gallons of hot water «ily
pre-rinse cans for the chicken noodle
soup production line. Flat plite ol
lectors heat the water to about 140°F,
and the concentrating collectors raie
it to 185°F, It was built by Acum
under a §750,000 contract.

In Fresno, the Lamanuzs ang
Pantaleo food dehydration plant dedi.
cated its system using solar-heated ai
to dehydrate food. The system ha
flat-plate solar collectors to provide
about 70 percent of the heat needed
by one dehydration tunnel, Califoniia
Polytechnic State University built the
system under a $814,000 contract,

Nutritional Labeling Act

Nutritional labeling requirements
proposed in “The Nutritional Luheling
Act of 1978” would confuse the Amer-
ican consumer and increase the cot
of food, according to Dr. In L
Somers, Executive Vice President of
the National Food Processors Asso
ciation,

In testimony before a Senate Com-
mittee on Human Resources subcom:
mittee, Somers sald, “the proposal to
require percentage declaration of in-
gredients could impose intolerable
economic burdens on food producers
and consumers with little compen-
sating benefits, . , "

Somers said that the food process
ing industry has no objection 0 a re
quirement for full ingredient listing
for all standardized foods. F'it, the
current Food and Drug Adn inistn:
tion requirement to list ingred 'ntsin
descending order to predomii nce is
sufficient. A proposal to list 1 per
centage of each ingredient wi uld g0
far beyond that necessary to roted
consumers and would provile W
benefits commensurate with tl e cost

The assoclation executive added
that the food processing indusry his
consistently supported the FI)A vol
untary nutritional labeling program
and has been a ploneer in nutrition
research and the development of n-
tritional data to assist canncd f
producers and distributors to compl
with the FDA requirements,

N.M.M.A, WINTER MEETING
February 4-8, 1979
Doral Country Club, Miami, Floriéé
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Food labels, Do you think they are
confusing or helpful? Vague or spe-
cific? What should go on the label?
What should be deleted? Your an-
swers to these and other questions on
labeling are important to the Food &
Drug Administration, the U.S, De-
partment of Agriculture, and the Fed-
eral Trade Commission.

Each agency regulates some aspect
of food labeling and marketing. To-
r,ether, they are trying to come u
with a food labeling plan that will
provide consumers with the informa-
tion they want and need. To do this,
manufacturers’ views are solicited.
Hearings have been scheduled in sev-
eral cities so that people throughout
the country can come and discuss
what they think should be included
on food lahels,

Ingredient Labeling

Federal regulations cover many as-
pects of ingredient labeling, but some
of the current requirements have been
challenged as inappropriate or inade-
quate, and additional regulations
have been suggested.

To understand ingredient labeling
problems and proposals, you must
understand what a “standardized”
food is.

Currently, there are Federal stand-
ards of identity for many foods, such
as canned fruits and vegetables, meat
and poultry products, milk, cheeses,
breads, and macaronl, These stand-
ards state the name of the food, de-
fine the composition of the food,
state whether optional ingredients
may be used, and specify which in-
gredients must be listed on the label.

Required ingredients in standard-
ized foods do not have to be listed on
the label, but optional ingredients
usually do. With a few exceptions,
nonstandardized foods must have in-
gredients listed on the label, and all
meat and poultry products—whether
standardized or not—must list ingre-
dients. When ingredient listing is
required, ingredients inust be listed in
descending order of predominance by
weight.

Some consumer groups have pro-
posed requiring all food labels to list
the percentage of ingredients, For ex-
ample, canned peas might be labeled
“Ingredients: Peas 85%, Water 32%,
Sugar 2%, Salt 1%.”

34

Which food labels should be re-
uired to list the amount of ingre-

ﬁlenls in the product? If listed, should
the amount of each ingredient be
given in percentages or some other
method? Would you be willing to pay
more for additional ingredient intor-
mation on food labels?

FDA now requires that labels state
the percentage of some “characteriz-
ing” ingredients as part of the name
of some foods when the amount is
important to consumer acceptance of
the food. For example, shrimp cock-
tail with 50 percent shrimp must be
labeled “Shrimp Cocktail—Contains
50% Shrimp.”

Is this type of label information
useful to you? Do you think this type
of labeling should be required for
more products? If so, what types of
food products?

Under the present regulations, most
ingredients must be listed on the label
by their specific name, such as salt.
However, some ingredients, such as
spices, flavorings, and colors, may be

eclared without naming the specific
ingredient. Also, generic or collective
names can sometimes be used instead
of the specific name. For example,
reconstituted whey can be listed sim-
ply as “whey” on cheese labels.

Nutritional Labeling

Nutrition labeling must provide
certain information in a standard for-
mat, It must show serving size and
servings per container. And for each
serving, the label must show the calo-
ries and the grams of protein, carbo-
hydrates umFr fats, followed by the
pcrcentnFe of the U.S. Recommended
Daily Allowance (U.S. RDA), for pro-
tein and seven specified vitamins and
minerals,

Nutrition labeling is required only
when a processor makes a claim about
nutritional value in food labeling or
advertising, or when the food is en-
riched with essential nutrients.

There are several problems involved
in effective nutrition labeling., In-
formation on the nutrient content of
some foods and the naturel variation
in content in incomplete, Nutrition
knowledge is a developing sclence
and we do not yet know all the nutri-
ents essential for good health, In addi-
tion, because of the expense of ana-
lyzing products for nutrient content,

nutrition labeling may increu ¢ food
rices,

Do you think nutritional lab ling
useful? Should it be requirec on 3
foods?

Some people think that the way the
information is now presented is cop
fusing, Serving sizes are expressel
in common household measures sud;
as ounces, cups, teaspoons, and Pleces;
calories are expressed as calories per
serving; protein, vitamins, and miner.
als, in percentage of the U.S. RD;
sodium, potassium, and cholester),
in milligrams; and some nutrients,
such ns carbohydrates, are expressed
in grams per serving.

Others think that all food labeks
should be required to carry expliat
information on substances related to
health problems, such as salt or
sodium, and information on vitamins
and minerals which are in short supply
in some diets.

How do you think food labeling
could be in:‘proved to help you in fod
buying and meal planning? Whic
foods should be required to carry i
formation on calories, sugars, sodium,
fiber, and cholesterol on the label?

A related issue Is how far the
Government should go in determining
when dietary information may be in-
cluded in labeling claims or in the
names of food. FDA is now working
on a deflnition for “low cholestero
and “cholesterol-reduced foods” A
similar problem exists with th: sodiun
or salt content of foods.

Should the Government co' inuel
develop systems to determii - wha
labeling can carry claims tha a fod
is “cholesterol free,” “low - dium
ete.? Or would it be better s nply b
provide consumers with the amout
of sodium in a food without ttemp:
ing to describe the amount o low @
reduced?

Should labels be permitted to co*
tain statements about the rela:ionsh?
between the use of the food and ¢
prevention of disease?

Open Dating

An open date, or calendar date, @
a food package indicates when
food was packaged or processcd, ¥
it should be sol§ by the store, or whe
it should be used by the consilm;
Open dating is voluntary under F
eral law but required by some }
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gover nents for some foods.

Ge: rally, the open date does not
have prefix such as “sell by,” “use
by« “better if used by” to tell the
consti wer its meaning, Only labels
on mi it and poultry products are re-
quiret. to explain the meaning of the

te.

The four types of open dates in
common use are:

Pack date: the date of final packing.

Pull date: the last recommended
day of retail sale that allows time
for sullicient home storage and use.

Quality assurance date: the date
alter which the product is not likely
o be at peak quality, for example,
*Sell by May 16,

Expiration date: The last day the
product should be used for assured
quality, for example, “Do not use
alter July 27.”

Which foods should be required to
have open dating? Should an explana-
tion of the date be required? Which
type of dating is most meaningful to
you? Would you be willing to pay
more for products with open dating?
Should storage and handling instruc-
tions be mandatory? Should all open
dating be uniform?

Food Fortification

Food fortification refers to the addi-
tion of nutrients to foods. Examples
are the addition of vitamin D to milk;
iodine to table salt; and various vita-
mins aiv] minerals to breakfast cereals.

FDA las no general regulation on
food iortification. Some identity
sanda: 's prescribe the extent to
which ‘1ods must be fortified. Exam-
ples a  enriched bread, which must
contai specified levels of three vita-
mins & | one mineral; and margarine,
which st contain n specific amount
of vita in A, Some standards prohibit
the ac “tion of any nutrients.

Bec. se there are no regulations or
guidel o5, there can be both over-
fortific ion—which can lead to un-
uual d excessive intakes of some
tutrici s—and inappropriate fortifi-
cation f foods,

Whit should be the criteria for
lortifying foods? Are there types of
foods that should not be fortified? I
%0, which foods?

Imitation Foods

Under current regulations, a food
t uses the same name as a standard-

Octopes, 1978

ized food but coes not conform to a
standard of identity must be labeled
as “Imitation.” Traditionally, an imi-
tution food hns been considered in-
ferfor tu the food it resembles,

Substitute foods, although they re-
semble standardized foods, carry a
different name and somectimes are
equal to m better nutritionally than
the real food, The substitute might,
for example, have lower amounts of
fat and calories. Substitutes can be
labeled without the word “imitation”
if they are nutritionally equivalent to
the standardized food and bear a
name that accurately deseribes the
food.

What does the word “imitation” on
the food mean to you? Do you think
the term “imitation” adequately indi-
cates that a substitute food Is nutri-
tionally inferior? Should even nutri-
tionally equivalent substitute foods be
labeled  “imitation™? For example,
should margarine be labeled “Imita-
tion Butter” in addition to being
labeled “Margarine”? What eriterin
should be used to judge whether a
food is nutritionally inferior?

Total Food Label

Some Iabel information is required
by law, including: the common name
of the food; name and address of
packer, manufacturer, or distributor;
list of ingredients for most foods; pres-
ence of artificial flavoring, coloring, or
preservative; and the amount of food
contained in the package.

In addition, nutrition Tabeling s
required iF protein, vitamins, or min-
crals are added or if nutrition claims
are made,

The Inbel may include other infor-
mation such as brand name, price,
illustrations, recipes, and storage in-
structions.

Several proposals have been made
to require additional information on
labels including: more specific iden-
tification of ingredients; amounts of
ingredients; drained or All weight;
open date labeling; and nutrition in-
formation.

In view of the quantity and com-
plexity of package information, some
consumers have suggested evaluating
the total communication effectiveness
of food labels in providing informa-
tion useful to consumers,

What type of product information
do you want on food labels? What in-
formation do you think is most im-

portant? Least important? Will addi-
tional information help you or do you
think that there’s already too much
information on labels?

Be sure to send your written com-
ments on the labeling issues to the
Hearing Clerk, HFC-18, Food and
Drug Administration, Room 4-62, 5600
Fishers Lane, Rockville, Md. 20857,
by November 10, 1978,

Acting Administrator of
USDA’s Food Safety
and Quality Service

Sydney J. Butler has been desig-
nated by Seeretary of Agriculture Bob
Bergland to serve as acting adminis-
trator of the US. Department of
Agriculture’s Food Safety and Quality
Service. He replaces Robert Angelotti,
who was relieved of his duties at his
request on Aug, 4.

During the interim until a perman-
ent administrator of FSQS is selected,
Butler also will continue to serve as
deputy assistant secretary for food
and consumer services—the position
to which he was appointed in April
1977,

In that capacity, Butler has worked
closely with the respective programs
that are udmlnislorel\ by FSQS, which
include the federal inspection of ment
and poultry; the standardization and
voluntary grading services for meat,
poultry, fruit, vegetable and dairy
products; egg products inspection, and
the various food purchasing opera-
tions for USDA's school lunch and
other family food programs.

In announcing the interim appoint-
ment, Assistant Seeretary of Agricul-
ture Carol Tucker Foreman said, “As
my deputy, Mr. Butler has been par-
ticipating extensively in all of the
major policy and program decisions
that have been made affecting FSQS
programs in the past 15 months, and
therefore will he able to carry on
cffectively the work in progress during
this interim period.”

Foreman also said that an extensive
search will initiated immediately to

select a new permanent administrator
for FSQS.

N.M.M.A, WINTER MEETING
February 4-8, 1979
Doral Country Club, Miami, Florida
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Drostically reduces the time required in the production cycle.

eni:ancing product flaver and quality.

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

humidity.

ature to a safe packaging point.

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

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

Plate Counts
Slashed, Easier Cleaning
Lock Tight to

Canserve Energy.

Cooking Qualitics Drying Time
Impraved. Chopped,
Stickiness Eliminated

Side Panels Open for

Product Cooling Section

Storage Silo
Aulomatic Extrusion Press g

with Spreader

Preliminary Dryer Final Dryer
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Hic her drying temperatures reduce plate counts to well below industry standards while

Pncumatic controls requlate relationship between time, temperature and relative

Stripper

Braibanli

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

] At the end of the final dryer, a power-driven cooling section reduces product temper-
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Quality Control: The Toughest Challenges Lie Ahead |

Thc last person you want running
a quality control program, says
Robert N, Reece, is the one who wants
to win a popularity contest.

“Let’s face it,” he says, “If you're
in charge of quality control, you're
going to live with the fact that on
almost any given day somebody in
your company may get damned angry
with you.

Bob Reece is Director-Corporate
Quality Assurance for McCormick &
Co,, Inc,, and President of the 29,000-
member American Society for Quality
Control.

McCormick is the Baltimore-based
international Iroducer of seasonings,
flavorings and speciality food prod-
ucts which in 1977 recorded net sales
of $355 million,

Its products are sold in 84 coun-
tries outside the United States and are
known in Canada as Club House
Foods and in the western United
States as Schilling,

Rigid Standards

Reece directs McCormick’s cfforts
to make sure raw materinls meet rigid

uality standards when they come in
31:: door and similar standards for
finished products when they head out
to the customer.

And, like any director ol quality
control, he must act decisely to be
sure these standards are met.

“That's when you've got to hunker
down,” he went on, “and earn your
pay. If you're thin-skinned you're the
wrong person for the job. You cannot
he inflexible, but you've got to be
willing to make decisions and stand
by them.”

A crucial question in American in-
dustry today, he said, is whether com-
panies will listen to and support their
quality control specialists,

“The consumer movement is not a
passing fancy,” he said, “Buyers are
more intelligent than ever, and largely
because of inflation people are de-
manding value for the dollar, When
they don't feel they get it from an
American product, they'll buy Euro-
pean or Japanese.”

Statistics show, he said, that Amer-
fcan industry wastes something like
$120 billion a year correcting sales of
defective nnd unsatisfactory goods,

“Our best estimation,” Reece said,

\\ P
Robert N, Resce

“is that 15 per cent of net sales of all
these companies is spent on this ‘fire
fighting” activity, whereas competent
‘preventive’ quality control programs
could reduce that figure to 2 per cent
of net sales,”

He said the kind of company most
likely to reach that 2 per cent figure
is the one that attacks the problem at
the very beginning of the product de-
sign process and includes quality eon-
trol ex&ens in every major decision
along the way to the consumer.

“Then there's the ottier type of com-
pany,” he said, “that blames the qual-
ity control manager for any bad news
he brings. That kind of company in
ceffect tells the fellow, ‘You're too
honest.’ So they push him aside, While
I believe that's less and less the case
today, it's still all too prevalent,”

Long Experience

Reece, 49, holds bachelors and mas-
ters degrees in chemistry, and has
been in quality control work since
1851, He now knows that the kinds of
experiences he had early in his quality
control carcer with McCormick are
typical of almost any company.

“Look,” he said, “It's no surprise
that sometimes the goals of sales,
marketing and production people are
going to clash with those of quality
control. When I was relatively new to
the job 1 stopped a production line
once because I felt there was possible
danger to the product.

“All hell broke loose. But 1 had my
facts and when you have the facts
everylhing will be all right if com-
pany policies back you up. Another
time, early on, I went up against some
heavyweights. I told them they

Ybil won't find -

i e =

couldn’t sell a particular produc:. The
lnb tests backed me up. They . sreed
—but they didn't like it, 4
"It is sometimes hard to coivinee
people that quality control should be
approached as Yrcvenllon. If quality |
control isn't ulﬂ) ied all along the line,
then you spend a tremendous ainount
of time and money putting out fires
and making corrections.” )

-

the top name in pasta
in any pot.

Society's Approach :

As president of the American So-!
ciety for Quality Control, Reece finds |
himself dealing with advocates of two "
major schools of thought in quality ]
control,

One school argues that the wisest *
course for business and industry js’
to stay as far away from all govem.
mental agencies ns possible and wait'{
for government regulations. e

The other school, which he favors, ¥
call for cooperative efforts between in-’
dustry and pgovernment in quality ]
control,

“I think more people are coming:
around to my viewpeint,” Reece sa.l(f
“because it's becoming more and more -
costly not to cooperate with gover- |
ment and because of the growth of
product linbility claims. 3

Reece feels that a typical workable
arrangment is one which he favors for ]
the food industry: A voluntary (uality
assurance program whose aim is to*
hoth protect and serve the publi: and 7
to avoid unnecessary governme::! reg:
ulations, i

The voluntary quality assi:ance’

lan, he said, “is in every sc se 2]
l::gnl. contractural agreement bt ween
the food manufacturer and the Food ]
and Drug  Administration.” lere,
briefly, is how it works: i

® A participating company s:4ns 8 3
Memarll:ndumpof l;g'ndersgmdin; with
FDA, L

® The food processor testific that),
it runs a sound quality contro! FI‘O' J
gram through nﬂ phases of plant:s
operations, :

® The food processor pledges o0
operation with inspection activities |
carried out by government. 4

“I belleve,” Reece said, “that every::
one is best served, whether in the food 1
industry or elsewhere, by this kind of ]
approach, Industry, the public a0d 3

(Continued on page 40) :
i
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Quality Control
(Continued from page 38)

even the government are all concerned
with the trend toward excessive regu-
lation, especially where the regula-
tions are meaningless or difficult to
enforce,

“This kind of cooperative agreement
pledges industry to do the right thing
and says it has to take its lumps when
it does the wrong thing. In the mean-
time, there's less useless red tape to
choke on.”

Reece hopes that advances wil be
made during his presidency of the
society to earn increased recognition,
academically and in business, for qual-
ity control as a distinct profession,

And he wants to do as much as he
can to help American industry camn
the high confidence it deserves from
the American consumer. Reece agrees
with those who helieve confidence
though meager now can be fmproved,

“We must rededicate oursclves,” he
has been saying in speeches around
the country, “to a new quality cru-
sade to achieve the best in both prod-
vets and services—thus assuring cus-
tomers they receive the best possible
product for their money.”

Reece is a broad shouldered Irish-
man who laughs casily and seems to
take in stride the clashes which are
inevitably part of his work,

He believes that because of con-
sumerism, growing governmental reg-
ulation and inflation and related eco-
nomic problems, the most difficult
challenges to effective quality con-
trol lie ahead.

But for the same reasons he also be-
lieves the best opportunities lie ahead
and he is enthusiastic about playing
a part in such efforts,

“I love what I'm doing, I really do”
he said, “To tell the truth, I think
there's a lot of the fighting Irish in
me.

ABC's of Warehousing

A new hook called “ABC's of Ware-
housing” is 105 pages crammed with
ti|ps. suggestions and ideas—S501 in
all—that have proven themselves in
cutting costs and improving ware-
house productivity in large and small
firms as well as in public warehouse
operations,

The book covers every aspect of
warehousing in a down-to-earth way,
from siting to security, from stock
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location systems to order assembly
options to physical inventory-takin,

and dealing with fork lift “cowboys,

It answers questions that are all too
seldom asked in warehouse planning
and operation, like:

1. Does it 1aoke any difference
whether trucks back into loading
docks clockwise or counter-
clockwise?

2. In checking orders, why is a
50% somple check likely to be
more efiective than a 100%
check?

3. Which is preferable—fixed or
floating slots? Can the two sys-
tems be combined?

4. Why would poor subsoil con-
ditions make it easler to justify
an automated warehousing sys-
tem?

5. How would a change from glass
to plastic hottles affect space
utilization in the' warehouse
where the product is stored?

6. Why is the importance of tum-
over frequently oversold? What
are the five major risks or pitfalls
of increased turnover?

7. What is Pareto’s Lw, and why
is it virtually impo.sib.» to run
an efficient warehou.« without
without applying it?

(Answers on page 40.)

Hands-on Manual

Describing itself as “A Hands-on
Manual for Hands-on Managers,” the
new book is based on more than 13
years of publication of Distribution/
Warchouse Cost Digest, n biweekly
newsletter considered by many to be
the “Bible” of warehouse operations,
Although two chapters of “ABC's of
Warchousing™ are devoted mainly to
Flanuing the site, building and ware-
wouse layout, the principal emphasis
throughout the book is on actual op-
erations: receiving, handling-in, crew
assignments, checking methods, equip-
ment use, palletization, alternative
methods of order assembly and their
pro’s and con's, supervisory and per-
sonnel problems, using floating slots
productively, minimizing product
damage, and many more,

The text is peppered with home-
spun observations emphasizing com-
monsense  solutions to sometimes
complex problems, “I’s not how high
you stack it,” observe the authors at
one point, “but how many times you
stack it that high"—underscoring the
point that space cost savings may be

ARt T

@ Speakers at Pack Expo

?‘-, forr than 25 top packagers, each
fabert 10 their particular fleld, will
@ tici) te as speakers in the 20 con-
&rent seminar sessions that will be
M b, conjunction with Pack Expo
Cleago's MecCormick Place on
|@ober 31 through November 3,

offset or washed out altog: ther
high equlfment and labor co :s wy
a particular warehouse’s th gl
and storage scheme results 1 exg,
sive hmﬁing. At another | gy
they warn readers not to eyl
the “idiotic fringes” of aviomayg
warehousing, Deseribing a stag,
crane as “an idiot who 5005:(: kno
the difference between night
day,” they point out that it can weg
completely in the dark, thus climing
ing the need for n great deal of ¢
pensive wiring in the warchouse, ;
ducing the fire hazard and, in ;
frigerated warehouses,  eliminati
another source of heat. Elsewher
they offer practical tips for maki
believers ofpbalky truck drivers wh
refuse to use unloading equipme

provided them.

Checklist

Further emphasizing the pra

cality of “ABC's of Warehousing” i

more than two dozen checklists a
worksheets, including:

Automation checklist
Daily labor report form
Equipment cost workshect
Inventory-taking checklist
Job descrijitions

Order selection checklist
Metrication checklist
Personnel checklist
Planning checklist
Receiving checklist
Warchouse siting checklist
Unit load checklist

There is also a brief but fact
chapter on “Metrication in the Wa
house,” deseribing the specifi - impl
cations of a changeover for ti : fim
warchousing operations. Othr - chy
ters deal with oider assem ly a
shipping, errors, equipment .nd 3§
tachments, order processing ar | off
procedures—in short, the who. * ran;
of operations and managem: t
siderations present in today’ Wi/
house.

8.
Arhe seminars, developed by Amer-
n Management Assoclations, offer
once-a-year chance for a complete
[l rvivw of the industry ns well as an
gortunity to hear some new ideas
t are making news in packaging.
1y facet of the business will be
(alcred, from planning aggressive
M koging operations to designs that
! have an impact in new markets
he development of good packaging
hin a limited budget.
veryone in packaging is beset with
dillenges on all fronts, government
lations are getting tougher re-
@ding what is permissable in pack-
g, cver rising costs are &)utt[ng
squeeze on creativity and inno-
|Wion and the consumer is checking
: lu:ﬁing that gives the best value in
ifinflationary economy, The seminars
ot an opportunity to see how others
# meeting these challenges.
f\long with the seminars that will
Mip to solve packaging problems,
Mk Expo offers a chance to see the
t advances in machinery, tech-
mMyues and designs,

T sdoy moming, Oct, 811
“Bletal Cans and Composites, Gary
(Qldre... Senior Vice President,
Rkagi.: Group, National Can Corp.
p‘f on Packaging Legislation
Re. lations, Kent L. Wold, Vice
{side: *. State and Local Govern-
t A'airs, Glass Packaging Insti-

Wacke ing to Standards—Domestic
Int national, Willlam E. Andrus,
Office of International

; !- US. National Bureau of
aros,

day afternoon, Oct. 31

few Developments in  Plastics,
lel 1. Griffin, New Products Co-
snator, Films Division, Exxon
ical Co,

eusable Containers—Military, Do-
tic and International, Roger K.
art, President, AGM Cargo-Ties,

Where to Order
“ABCs" of Warehousing” i prict
ut $0.95 plus $1.50 shlsl(ping and
available only from Marketing Publ
cations Incorporated, Nationul Fre
Building, Washington, D.C. 2004
202/628-8646.

-

“This country has to go lack
work”—Arthur  F. Burns, formd
chairman of the Federal Hesen
Board,

‘emational Machinery Econom-
Basilio Liacuris, Director of Inter-
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national Programs, Packaging Ma-
chinery Manufacturers Institute.
Wednesday morning, Nov. 1:

Outlook for Glass Containers,
Robert H. Knies, Manager, Packaging
Design, Hunt-Wesson Foods, Inc,

International  Developments  in
Pharmaceutical Packaging, Howard
C. Welch, Manager, Packaging De-
velopment, The Upjohn Co.

New Look at Packaging-Line Op-
erations, R. Bruce Holmgren, Editor,
Package Engineering magazine.

Wednesday afternoon, Nov. 1

Paper and Paperboard—Future
Trends, Availability, Costs, Edward
C. Muller, Director, Marketing Re-
search and Business Economics, St.
Regis Paper Co,

International Regulatory Require-
ments—Port  Capabilities, Boxes/
Crates for Occan Shipment, Peter
Henningsen, Jr., Manager-Packaging,
International Telephone and Tele-
raph.
s Snack and Bakery Products, Rich-
ard J. Deluca, Director, Coorporate
Research and Projects, Flexible Pack-
aging Division, DIXICO, Inc.

Thursday momning, Nov. 2

Packaging Options in the World
Inflationary Environment: Materials,
Machinery, Marketing, Graphics,
Pierre ]. Louis, Director, French
Packaging Institute.

Microwave Packaging and Oven-
able Paperboard, Burton R. Lund-
quist, Manager, Packaging Rescarch
and Develapment, Armour Foed Co.

Trends in Protective Packaging,
Norman L. Rathfon TII, Marketing

W 2

&—‘h'

Services Coordinator, Packaging Cor-
poration of America.

Designing for the International
Market, Max Marcel Lomont, Vice
President, Package Design, U.S, Gro-
cery Products, The Quaker Oats Co,

Thursday afternoon, Nov. 2

Packaging Machinery Trends of the
Future as Viewed by Machinery Man-
ufacturers, Robert C. James, Vice
President and  Director, Packaging
Machinery Operations, Bemis Co.

Opportunities and  Problems  in
Trading Between  Developed  and
Developing  Nations, Edmund  A.
Leonard, Corporate Manager of Pack-
aging Development, General Foods
Corp., and WPO Treasurer,

Interpretations of Test Require-
ments, Ray Jackson Winne, Manager,
Packaging  Services, Westinghouse
Electric Corp,

Package Innovations from the EEC
(the European Common Market), I,
Overlock Howe, President Overlock
Howe and Co.

Fridoy morning, Nov. 3

A moming with the Troubie-
shooters, Robert J. Folsey, packaging
consultant and Technieal Editor, Food
& Drug Packaging magazine,

Pack Expo 78 International Pack-
aging Week is sponsored by five na-
tional associations: American Man-
agement Association, Packaging Edu-
cation Foundation, Packaging Insti-
tute/USA,  Packaging  Machinery
Manufacturers Institute, and Society
of Packaging and Handling Engj-
neers,

41

PENRESPRTLY BT

AT petni cn s emn———

LS o

ez

s T Tt i i g 3 T e e

SN

1 #2rdus Ty




e IR

afafil s r

h

G

S“.

-
—

NEW BUHLER LONG GOODS DRYERS

are built 1o give performance you can rely on!

Operation of entire dryer hine ' oy ) Loy
shown above 1s controlled y 5 z
flum'one location A s : -

Cap:

Cc npletely re-designed
with atures that make them

TH:
IN "HE INDUSTRY!

New Conveying system never stops.

Proctuct moves slowly and continuously from
spreader to accumulalor No starts and slops
Smolified design means grealer rehabihty
since there 1s less wear than convenhonal
'stop and go  dryers.

| Product is consistently excellent

because drying action 1s always steady You
can count on the product to come outl with
appealing color and texture. Uniform and
straght every time Ideal for handhng with
aulomatic weighing. transporting and pack
aging machines

MOST RELIABLE

Climate zones are
positively separated.

Ext -mely tight enclosure with Buhler patented
"D

v T" control allows high temperature,
umidity drying environment

ity range 500-4,000 Ibs/hr.

rd stick lengths: 60 or 80 inches.

r details

ouilt-inreliability of Buhlerdryers and
nacaroni equipment. Call us or wril:

‘R-MIAG. INC.. P.O. Box 9497. M-
5. MN 55440. (612) 545-1401  East-

Jes Office: 580 Sylvan Ave.. Englc-

Chiffs., NJ 07632. 12011 871-001y
R-MIAG (Canada) LTD. Don Mills
). 1416) 445-6910.

! Con: Jlete Macaroni Plants by

|

Each spaghett strand lravels exaclly the same path

Super sanitary design. easy maintenance N

(R |

[
i

[ETE




=TT T e e g

Wright Machinery at
Pack Expo

Wright Machinery  Division, Res-
ham Corporation has  developed a
Micro Pracessor Controlled Bag Pack-
aging  System  which  requires loess
monitoring and replaces relays, micro-
switches and cam shafts,

Wright will introduce its new Mon-
O-Bag® Form/Fill/Seal - System at
PACK EXPO 1978 in Chicago, Octo-
her 3. Its bagmaking section is con-
trolled by a micro processor. This
tiny deviee programs a repetitive op-
cration, and is synchronized with o
solid state weigher section. The new
system also utilizes the Vi-Bi-Trol*
Feed Hopper and  Automatic Tare
Correction Scales that  proved  so
efficient in recent Mon-0O-Bag Models,

“We are excited abont this state of
the arts advance in form/fill/seal
automation and look forward to dem-
onstrating it ut PACK EXPO in Chi-
cago,” Wright said.

Wright will show three other ma-
chines. They are a new Mon-O-Bag"
System that produces form/fill/seal
bags up to 16" wide by 24 long, an
18 Seale Rotary Net Weigher and Car-
toner that packages up to 220 car-
tons per minute, and an Auger Fed
Form/Fill/Seal System that packages
powders and granules in three-sided
sealed pouches (four-side optional) al
speeds of 10 per minute.

These machines will be shown in
Booth 240. Technical bulletins, price
and delivery information may he se-
cured by writing Wright Machinery
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Wright Mon-0-Bag (®)
Division, Rexham Corporation, Dur-
ham, North Caroling, USA, 27702,

New Automatic
Crepe Machine

A new, fully antomatie Cre

Foud Machine Co., Brooklyn, N.Y.

Clermont Crepe Machine

makes  Crepe  Cannelloni,  rep
Suzettes,  Manicotti, Egg ol
Blintzes and other similar pro et
complete with fllings.

The Crepe Machine picks up
bakes, fills, turns, rolls and disc g,
2500 to 3,000 completely ©wh
crepes per hour, ready for pack ing
automatically in one continaou .
ation,

The donghskins (crepes, non e
filled with any food Glling sl w
cheese, meat, fowl, fish, vegutabiles
fruits.

For complete details, spec ficatio
amed prices contact the manufacturg
Clermont Food  Machine Co. 29
Wallabout  Street,  Brooklyn. N
11206, Telephone: 212-387-7540.

New Stouffer Entrees
(Continued from page 221

coupled with the fact that our newe
items have become a very sulstantia
part of our total volume i rect
vears, For example, maore than 10 per-
cent of our entree volume Lt year
came from products we didnt even
make five years ago,”

*As we do our part to help satid
the nation’s growing tastes for qualit
international items, we think the
new products will quickly become an
important part of the total Stouflr
line and we are backing them v ith the
higgest introductory  campai n W
have ever given any of our new utey
praducts,” DeCroce emphasiz:

“A whole new world of gooe sating
from Stouffers” is the the o lo
Stouller’s newest entrees. Topport
their introduction, Stouffer’s + 1w
heavy television support and  four
color, two-page ad spread in aude
supplements and a 1,200 line 1 ' al
with 25-cent coupons in hoth Then
will also be 81 refund mail-he « cov
pon pads at point of sale in th s
and more than four million dir. tm!
conpons will he going out in he ¥
markets later on,

Stouffer’s line of new inten -li"""l
items will be priced hetwee S1.H
and $1.99 with the package cight
varying hetween 10 and 12 o o i
the single serving size.

Stouffer's new international it
will be initially entering the 19 m"
kets in Ohio, Michigan, Indian. Ml
nois, Wisconsin, Minmesota, Florit
and western Pennsylvanin.
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packaging

MODULAR NET WEIGHER WITH
INDEXING CONVEYOR

For packaging rigid containers at speeds
from 30 to 90 packages per minule.
Offered in multi-headed designs of from
210 6 scales to work with existing carton
units or available as complete syslem
with carton machine.

ROTARY NET WEIGHER

For h. ;h speed packaging ol a variely of
maca ni/noodle producls in rigid con-
laine  Allows the packager lo maximize
spee  vilhout compromising accuracy.

Available with 12 or 18 scales.

P
I

automation

FIVE
MACARONI/NOODLE
IDEAS

MON-0-BAG* VOLUMETRIC

Single tube form-fill-seal system lor packaging elbow macaroni.
small shells, and short-cut noodles. Excellent speed when weight
accuracy is not the prime requirement

DU-0-BAG 1l

Versatile, high production system that
combines two Mon-0O-Bags in one unit
Delivers up to 120 form-fill bags per
minute. Each side has its own controlled
feed and can accommodale up to three
scales

MON-O-BAG*" NET WEIGHER

Employs an automatic single tube form-
fill-seal system with a fully controlled feed
system and two or three Electroflex*
scales. For macaroni/noodle product that
can be handled on vibratory feeders

WRIGHT MACHINERY DIVISION

Rexham Corporation

Durham, N.C. 27702 @ (919) 682-8161
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ANSWERS TO QUESTIONS

1. Does it moke any difference
whether trucks back into loading
docks clockwise or counterclock-
wiseP
Only that it’s easier for most drivers
to back in counterclockwise, and
thus time and money will be saved
if the warchouse dock and yard
are laid out accordingly.
In checking orders, why is o 50%
sumple check likely to be more
cffective than n 100% check?
Because the added cost, plus errors
in the checking activity itself, will
usually wash out any savings
gained by checking every item.
Which is preferable—fixed or float-
ing spots? Con the two systems be
combined?
Generally speaking, fixed slots are
preferable for slow-moving items,
Hoating slots for fast movers. Most
modern warchouses combine the
two; however, o good stack loca-
tion system is essential,
Why would poor subsoll conditions
make it easicr to justify an auto-
mated warchouse system?
Poor subsoil conditions would in-
crease foundation costs significant-
ly—particularly for today's con-
ventional single-story, large-arca
warehouse, Automation would en-
able a high-rise, high-density
warehouse requiring perhaps as
little as 50% of the und area,
and thus dramatically reduced
foundation costs as well as sub-
stantially lowered roof costs, both
major items in warehouse con-
struction.

5. How would a change from glass to

plastic bottles affect space utiliza-
tion in the warehouse where the
product is stored?
Glass bottles impart substantinlly
more rigidity and stacking strength
to cartons and palletized goods
than do their plastic counterparts,
A switch from glass to plastic
bottles of, say, bleach, would nor-
mally mean a substantial reduction
in the safe piling height of pal-
letized merchandise. This would
result in considerable underutiliza-
tion in a typical high-ceiling opera-
tion and would require a sizable
investment In racks to enable use
of the available air rights,

6. Why is the importance of turnover
frequently oversold? What are the
five major risks or pitfalls of in.
crensed turnover?
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The principal benefits of high turn-
over are in terms of capital re-
leased for other uses. When firms
do not use this capital for highly
productive uses, they may Eiclsc
more than they gain, through: 1)
sacrifice of quantity discounts; 2
increased freight costs; 8) increased
warehousing expense; 4) lost sales
due to stockouts; 5) lost sales due
to lnck of varicty,

7. What is Pareto’s Law, and why is

it virtunlly impossible to run an
cfficient warehouse without apply-
ing it?
Relatively few items (typically
20%) account for most of the ware-
house activity (typically 80%); thus
cost-reduction must concentrate on
these high-volume items,

Consumer Poll
Favors Generics

More than three-quarters of con-
sumers polled in a survey would like
to see more generic products in super-
market. The survey was conducted by
Better Homes and Gardens magazine
for Supermarket News,

The survey found almost 85% of
those consumers attribute the rela-
tively low prices of generics to less
costly packaging and less advertising
expense.

The survey was conducted among
members of BH&G's consumer panel
in May. It was not a nationally rep-
resentative  sample—564% of the
panel have incomes of $20,000 or
more, compared with 245% for all
U.S. households.

Among other survey results:

—Most respondents had heard of
generics but had never bought them,
primarily because they are not avail-
able in local markets.

—A total of 42.1% said they would
purchase a generic product in addi-
tion to a national brand or private
label.

—The greatest percentage of the
consumers said generics are 6-10%
cheaper than national brands, and go
to 10% cheaper than private label.

—Most had become aware of
generics through newspaper or tele-
vision ads,

A total of 56.4% of the respondents
said they had heard of generics but
had never bought them; 21% had
never lieard of them; 17.5% had
bought them more than once; 4% had

bought them once, and 1.1% « d ny
respond.

Of the 330 who at least hac' heard
of generics, 75.5% replied ye: whey
asked if they would like to se. mar
generic products offered in the super.
market; 20.6% said no, and 3.9 % had
no answer,

A total of 84.9% of those 3.0 said
they “agree very much” or “agree
somewhat” with the statement. “Gen.
eric products cost less than othe
products because of less costly pad.
aging.” Only 1.8% said they “disagrec
somewhat” or “disagree very much’
while 9.1% said they neither agree or
disagrec and 4.2% gave no response.

As to whether “generic products
cost less than other products hecause
of less advertising expense,” 845%
agreed to some extent, 2.4% disagreed
9.1% had no opinion and 4% did not
respond.

Consumers were less united o
questions concerning the relationship
between generics’ price and  thei
quality, A total of 43% agreed that
“generic products cost less than other
products, because they are slightly
below first quality,” while 20.1% had
no opinion and 5.2% had no answer.

A total of 20.7% agreed that “gen
eric products cost less than other
products because they are of lower
quality,” while 38.4% disagreed, 267%
had no opinion and 5.2% did not re-
spond,

Only 51% agreed that -eneric
products cost the same s other prod:
uct, 71.5% disagreed, 164% had w
opinion and 7% did not respo d.

When 239 who had heard of g&
neries, but had not tried ther . weet
ast d why, 50.6% said the lo. | mar
ket does not carry them; 21,5 liked
what they were buying; 20 % had
just found out generic produc : wert
available; 13.4% mistrusted t1 - quat
ity; 2.8% had other reasons.

Comment i

As for offering “standard’ grak
products in canned goods, thi is OF
for many products in terms o not®
tional value, if that's your ba., or!
it'’s all the money you have to spend
But when it comes to pasta product
or household cleaners, or paper pr
ucts, you can’t cut the price &
cantly without cutting down on
quality, You can cut down on
more expensive durum wheat cont
in spaghetti and noodles, but as oo

(Continued on page 48)
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Bulk Discharge

Uni-Carrier, the new automatic caris system, has been
developed by Fulji Eleciric Co. to streamline your
spaghetii line. It makes conventional bucket conveyor

systems obsolete!
Features:

Fully automatic, from raw material 1o packaged spaghaetti.
Completely hyglenic. No need for human hands ever

to touch the spaghetti.

Greatly Improves welghing accuracy. Straight and bent
odd pleces are transporled and weighed separately.,

Can be used with all welghing machines.

Production line and welghing machines can be set up
to maximize use of your plant's space. Does not require
straight line as with convantional bucket systems.

Initial and operational costs lower than
conventional systems.

Exiremely easy mainienance. No complicaled machinery.

Rall requires no lubrication.

Provides improved working environment. Much quieter

lhan other systems,

L s £ i S o L A D

Stripping Machine
Cutling Machine

Loaded Carrier
Wailing Zone

Unloading Point
Wailing
Zone

=

/Packar

Welghing Machine

| FUJI ELECTRIC

Exclusive U.8. Distributor: in ltaly:
Nissho-iwal Amarican Corp, Nissho-lwai l1alla 8.P.A,
General Machinery Dept. Corso Italia 17, 20122
Rockeleller Center Milano, Italy
1211 Avenue of the Americas Tel: 809401

New York, NY 10038 U.S.A.
212/730-2248 (Mr, K. Kobayashi)
Telex: RCA 232841 / 232567,
ITT 420405, TWX 710-581-6252

Telex: 31212
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manufacturer, Bill Henry, president

of Skinner Macaroni says: “Sure you
can cut the cost of pasta this way, but
if the housewife gets a phone call and
the macaroni cooks a minute or tvo
longer, she could produce an excel-
lent library paste in her pot, to say
nothing of the actual decrease in nu-
tritional value of these low-quality
pastas.” As for “annF the job,” as the
claims are made for the generic house-
hold products, the proof will be in
the doing. And if this is true, why
should the customers buy the store’s
private label in these products?

Skinner Names
Plant Director

Dennis Rogers has been named
director of plant operations and
scheduling of the Skinner Macaroni
Company.

Rogers will manage the production
and packaging of Skinner products
and the coordination of plant sched-
uling and warehouse supply.

Skinner Macaroni Co, supplies pasta
products to 32 states from its Omaha
plant,

Joining Skinner in July, 1977,
Rogers served as plant production
manager, Prior to coming to Skinner,
Rogers was packing and Iundhy;
supervisor for ConAgra. He is a grad-
uate of Iowa State University.

R & F Sales V.P.

Ernest J. Ravarino, President,
Ravarino & Freschi, Inc., St. Louis,
has announced the appointment of
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James F. Masterson as Vice-President
Sales and Marketing for the company
whose brands of pasta products in-
clude R-F, Red Cross and New Mill.
Prior to his appointment, Mr, Master-
son’s responsibility was as National
Sales Manager for the R-F brand.
Carl Gates will continue to serve ns
sales manager for Red Cross and New
Mill with Masterson supervising
marketing activities for all brands.
He is a native of Springfield where
he Er:ullmtcd from Cathedral Doy's
Hi% School, He attended Quincy
College in Quincy, Illinois.

Niskey to R-F

Emest J. Ravarino, president,
Ravarino & Freschi, Inc,, St. Louis,
Missouri, has announced the appoint-
ment of Charles ]J. Niskey as vice-
president of Plant Operations.

Mr. Niskey, prior to joining Rava-
rino & Freschi, Inc., was vice-pres-
ident of San Glorgio Macaroni Com-
pany, Lebanon, Pennsylvania, Prior
to that he served as sales manager for
Crowley's Milk Company, Bingham-
ton, New York and as branch man-
ager for the Dairymen’s League Co-
operative,

He is a 1951 graduate of Penn
State and holds a B.S. degree. He
served a six year term on the Her-
shey, Pennsylvania School Board.

Mr. Niskey and his wife, Penny,
have four children, Kim, Pamela,
Paige and Charles, Jr, (Tobe).

Ravarino & Freschi, Inc, a sub-
sidiary of RHM Ltd., London, Eng-
land, produces pasta products under
the brand names of R-F, Red Cross
and New Mill,

Tennis Champ

Zar, sportwriter for the Sho.chay
Item, recently ran this story: Ve ap

proud io announce that, for th ﬂm
time In history, a Shoreham layer)

has won a national tennis cha; \plon.
ship.

Paul Vermylen, Sr. took top honon
in the round robin tournament held
in Coronado, California and spon-

sored by the National Macaroni Many.

facturers Association, In his usual

modest way, Paul was quick to paint:

out that the tournament was not sane
tioned by the USLTA, and that the

draw was somewhat weakened ly the |

fact that the tournament scheduling
overlapped both Wimbledon and the

WCT Invitational at Forest Hills,

Under further questioning, Paul did
say that although the competition
wasn't stiff it was at least “al dente”

Prize Winner

Additional prizes were awarded for
those demonstrating high skills in the

various tennis strokes needed by seri-
ous players, so in addition to Cham-.
pionship Canellonl Cup, Paul took
second in the race for the Vermicell
Volley Trophy, He also took second
in the push for the Linguine Lob
P]uctiluc, third in the Semolina Serve
Bowl, and first in the Fettucine Fore
hand Contest. We are happy that
Paul had no physical problems and
thus secured no points toward the
Elbow Cup. In addition, Paul has
had his name submitted to compete
in an international event to be played
in Ziti, Italy, for the Colande: Bowl

Vermylen Valtz

The Association’s tennis coi mittee
states that o popular action i cticed
by many players, which w. hae
called “running around yow bad-
hand,” but which the NMM \ b
always called the Manicotti Mar
uever, has been renamed in I’aul_s
honor as the Vermylen Val:. \We
Emudly salute Paul for having lef
is shell and pressed into yiational
rrumlnnnce. In an attempt to help
ocal players, 1 asked Paul for ti
secret of his success and heard some
thing like, “You take . . .”

Just then he was interrupted by 3
call from Dick Schapp, who i.\‘_gh‘““
writing Paul's new book, “\Vinni®g
Tennis—How To Use Your Noodle
and so we'll have to wait a bit long?
for his next secret formula,
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