THE
MACARONI
JOURNAL

Volume 61
No. 6

October, 1979




B e e b e e i i e e T S e fie
L Elouaagdy Rl iida el i wei ok

Merce 1eON (:7 ﬂ//m/

T — M w

OCTOBER 1979




61 £ - \ \ \ I
6 Noa o N I ! 1 i
tober oL Wl W ) LTS USSR
279 e gt LI DITRURTAN G
. In This Issuc: "
of Pawl X Nesmnlon N Mo W ’
I R DTharston | LIPS (TR AL e
Fosoph I N v .
: Vithesn 1] Geny ¥ Moo '
St R N buea Fiint athis % N |
Rosatah I Manaon
" i
o i1 00 Lo e [ !
Mo N Nt s I mviarnaey I
R [T Wl 1%
Y Yomen
miv H G ) oSN
RN TR _— ,
N Pellegrime
| e Romzon Tty R
Is ¥ Sl
b Skinner Faowa ¥l li
R Tharston | \ | \1
v Naida
1" N v A SR REEIS R
nWoaohgry i \
. Woillan
IS pack al G
is package appea -
Fold-Pak (formerly Fibrebpard) is synonymous with g | =
pasta packaging. We make packages for the best I \
pasta manutfacturers in the business — (have been k . ’
doing it for years). , ldi  Morale et o) ;
' g Al L] q ¥ |
Now with Fold-Pak, a truly employee owned com- , ” " Wassaimmaevesaiilotignsanle "
pany, you can expecl and get a superior package. i . B
Why? It's obvious, Pride! We alone are responsible 3 o A ¥
* lor the package we print, we want to be proud of it, it 4L e il 1
CORPORATION You will be too. 3 ! sl o o - " Lapren bt 0
e : v iy vl bisin 3, e e, ,. .,‘l . .-; ' f # W
Fold-Pak Corp., Newark, New York 14513/315-331-3200 3 e S I T ‘
Englewood Clitts Sales Ottice: 110 Charlotte Place B ! Pl thich o s e : :
Englewood Clitfs, N.J. 07632/201-568-7800 tprant e 7 % L




National Macaronl Week, October 4-
13, 1679 has the theme “Pasta Meets
the Challenge” and will incorporate
commemoration of the 75th anniver-
sary of the National Macaroni Manu-
facturers Association,

The theme is adaptable to many
subjects and can be used to address
the many segments of the consumer
market on a variety of topies:

¢ Inflation, with pasta the answer to
families on a tight food budget

® Nutritious meals for the one- or
two-person households, which make
up more than 50% of our family
profile today

® The need for on-the-go meals pre-

ared in a hurry

* Meatless meals

* Low-calorie, low-cholesterol meals

® Menus for entertaining-at-home

® Gourmet meals, and pasta cooking
tips for the new appliances

® Ethnic menus

* Health-oriented menus, combining

ta with natural foods, with high-
ber foods, with low-fat foods

® Pasta with recycled foods

® Pasta as an extender with poultry,
low-cost meats, fish,

We shall continue to build a “new
foundation” of uses for pasta products
adapted to today'’s segmented society,
We must add new cooking technigues
to reach the growing segment which
we call the “new consumer.” At the
same time we must also satisfy the
needs of the non-working woman . . .
the traditional homemaker, who still
makes up over 45% of our target
audience.

We believe that pasta’s intrinsic
qualities can win any challenge. It is
our charge to creatively merchandise
pasta’s natural qualities to a mobile
consumer audience in an excitingly
alive marketplace,

We will be distributing *Unimnac
Cookery . . , Pasta Quickies for Sin.
gles/Doubles”, a new leaflet to super-
market consumer specialists in 200
chains nationwide,

National mogazines will carry mac-
aroni materials as features, Placements
will + lude:

* Mademoiselle—"All About Pasta”
feature,

® True Story—"The Value of Pasta”,
using a NMI color photo.

® Seventeen—"Pastitsio” color photo
story,

® Lody's Circle—Ecunomy feature
using NMI color photo.

* Woman's Day—"Simply Delicious
Meals In Minutes” using NMI color
hotos of Macaroni Chowder and
Macaroni Carbonara,

The Sunday Supplement, Family
Weekly, plans an “Ethnic Foods fea-
ture,

Newspaper  Syndicatess  Cecily
Brownstown of Associated Press; Ai-
leen Clare, of Newspaper Enterprises
Association; Joan O'Sullivan and Phi-
lomena Corradeno of King Features;
Frank Kohler, of General Features;
Ethel Moore of Amalgamated Pub-
lishers; Opal Crandell of Copley News
Service;  Barbara  Gibbons—from
Gourmet of United Features; Bon.ie
Currie of Midwest Rotogravure Mag-
azine; Elle Elvin of New York DniFy
News; Doris Bagley of Los Angeles
Times Syndicate; Barbara Mora of
Westchester Rockland Newspapers.

In the black press releases have
gone to Marie Cooke of Afro-Ameri-
can Newspapers, C. A. Scott of At-
lanta Daily World, J. H. 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,

For television, a kit with a “ J)a het-
ti Set” composed of a one-han leﬁ co-
lander, server and pasta measure
which facilitates measuring two and
four ounce uncooked portions to em.
phasize the Unimae Cookery concept,
will be used by approximately 100 sta-
tions. There will be four slides, script
and recipe leaflet.

Radio script will be sent to 700 comn-
mentators of women's interest pro-
grams nationally,

Trade relenses to grocery publica-
tions will be pointing up the 75th an-
niversary news and emphasize the in-
dustry promotion of Unimac Cookery.
Cover rhuto is the trade press photo.
Related item sales will be illustrated

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

with dishes as Noodles and \ petalid
with Cheese Sauce, Greck Sr_\'fv Chi
ken with Spaghetti, and \lacn
Vegetable Salad,

-l

Noodles and Vegetables with
Cheese Sauce
(Makes 4 servings)

8 ounces medium egg noodles
(about 4 cups)
Salt
3 quarts hoiling water
3 tablespoons butter or marg rine
V2 cup sliced celery
3 tablespoons flour
2 cups milk
Y2 cup each:
grated Muenster cheese
grated Cheddar cheese
Pepper
Va teaspoon dry mustard
V4 teaspoon Worcestershire sauce
12 cups hot cooked broce: i
Va cup each:
hot cooked corn
hot cooked carrats

Cradually add noodles and | tabl
spoon salt to rapidly boiling water ¥
that water continues to boil, (ook t?
covered, stirring occasfonally, unt
tender, Drain in colander.

Melt butter in saucepan; saute
ery until crisp tender. Blend in o
stir in milk, Cook over medium he:
stirring constantly, until sauce b
Add cheeses, V42 teaspoon salt, &
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There #r¢ ahout 200 prolessional
mountain Cllnhln&g\uulu mthe 1S Mo
are [ their 30% Every ope v an at
many excelled in annther §p
becoming s+ mouniain rllmh-t. All

guide. Although men domlpat
there are » few professional |

Het

¥ Breadwinner

You can’t talk a vood chmb. Either you make
tor you don't. Nature is your opponent. gravity
er weapon. And vou can’t psyeh her out because
lother Nature 1s not impressed with conversanon
rom the moment vou leave the “wround?” chimbing
gmountain 1s a totally honest effort

And s a zero deteet sport The prolessional
jde understands this. which s why every guide
nust sincerely enjox working with chents ona true

taching level. The patience 1o teach every detal
until it 1+ completely Tearned s paramount It

nol the possibility o falling that’s Tinal, most eveny
chmber «ho climbs fong enough falls! AWhat's Tinal
53 mist ke attention 1o the proper preparahion
induv tequipment that could make a tall serous
Yoot ade will tell vou that there s a world ol
dfferes herween chimbing and climbig safely
shich  <hat a professional earde 1s all about

Vi elimbing as a sport has beenaround tor
BOve bt g wasn'tuntil the mud- 1950° that
1 hec, popular enough to draw attention Today
e athustasts from all walks of hte Part of
Batte - on comes from the sport’s mstant and
fotoc teeling of accomphshment: There are no

vicarious thrills from climbimg o mountain: You do
I And vou recene s exlilaranon!

s with most sports, there are degrees of
proficiency Mountam chmbimg can vange from Tigh
el hiking 1o the tue state-ob-the-art mountaen-
verme \ climbing route s graded from one to five,
with the itth dewree turther divided from 3 10512
And the higher the degree beeomes the more the
putde must stress all safeny contingeneies, because as
the wrade mereases, the greater the psyehological
hurdles that must be conguered — hardles that can
everride the chmder's abibiny o hang on amd
pull 1t aeh

Mountamn chmbing ol any degree 15 an
enerey demandimg sport dne that requires an ever
replemshed supply of phvsical and mental strength
Strength that must come Trom lood carned by the
chimber sandwiches, snacks. mstant preparation foods
Phe enerey Toods that are produced by ADM
customers — Trom ADM Mhilhing products

Just as the protessional mountam chmbing gade
i~ totally coneerned about s qualiny of struction,
i ADA totally concerned about our quality of
productsa coneern that has been responsible tor

superton products siee N2

Breadwinners supplying Breadwinners since 1902.

ADM WIILLING ©(0)

1330 A 1090 Strcet. Shawnee Vission Kansas vel 1D e b 381 7400

Baker's shortening, corn sweeteners. sy protein for the baking indusin.
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pepper, mustard and Worcestershire
sauce, Cook and stir until cheese
melts, Combine noodles and vegeta-
bles. Service with cheese sauce,

Greek Style Chicken with Spaghetti
(Makes 6 servings)

2 tablespoons olive or salad oil
i chicken (about 3 pounds), cut up,
2 medium onfons, chopped
2 cluves gailic, chopped
1 can (B ounces) tomato paste
1 can (16 ounces) tomatoes
34 cup water
l-inch piece cinnamon stick
2 whole cloves
Salt
Y teaspoon pepper
4 to 5 quarts boiling water
12 ounces spaghetti
Grated Romano or Parmesan cheese
Lemon wedge, optional

In Dutch oven or large heavy sauce-
pan, heat oil; brown chicken on all
sides. Remove chicken; drain off all
but 2 tablespoons drippings. Saute on-
fons and garlic in drippings until gold.
en. Stir in tomato paste, tomatoes, 34
cup water, cinnamon, cloves, 34 tea-
spoon salt and pepper. Cover and
cook 5 minutes,

Add chicken and simmer 15 minutes
or until tender,

Meanwhile, gradually add spaghetti
and 1%z tablespoons salt to rapidly
boiling water so that water continues
to boil. Cook uncovered, stirring oc-
casionally, until tender. Drain in co-
lander. Remove chicken to serving
dish. Serve with spaghetti and sauce.
Sprinkle cheese on top. Gamish with
lemon wedge, if desired.

8

Macaroni Vegetable Salad
(Makes 6 servings)

2 cups elbow macaroni (8 ounces)

1 tablespoon salt

8 quarts boiling water

3 cups diced cabbage

V2 cup shredded carrots

Va cup diced green pepper

2 tablespoons Fﬂ!sll or trozen
cllopp‘cd chives

1 cup plain yogurt

1 tal[:leI;pomLE}nd ofl

Vateaspoon celery salt

Salt and pepper

Gradually add macaroni and 1 table
sEoon salt to rapidly boiling water so
that water continues to boil. Cook un-
covered, stirring occassionally, until
tender. Drain in colander. Rinse with
cold water; drain again.

Turn into large bowl; add cabbage,
carrots, preen pepper, chives, yogurt,
oil and celery salt. Toss gently until
mixed. Salt and pepper to taste.

Pasta References

Pasta P'rimer leaflet containing the
following: What is Pasta? How is Pas-
ta made? Why is Pasta Nutritious?
Can Calorie Counters Enjoy Pasta?
How to Shap for Pasta; How to store
Pasta; How to Cook Pasta; plus four
recipes, These leaflets sell for 5¢ each
shipped f.0.b, Palatine, Illinois,

Pasta Portfolio is a 28-page booklet
containing: Manufacture of Macaroni
Products; High Quality Hard Wheat
for Macaroni Products; Semolina and/
or Hard Wheat Flour for Macaroni;
The Many Shapes of Macaronl; Gnide
to Buying and Use of Macaron! Fro-
ducts; Basic Directions for Cooking

Macaroni Products; Food alye
Macaroni Products; How to 1 se Lefy
over Macaroni; Etiquette of & )aghey
Eating; Macaroni Legends. Ti is hool
let sells for 40¢ each shippd fo)
Palatine, Illinois. Both the Pista ps
mer and the Pasta Portfolio may |
ordered from the National Macaroy
Institute office.

Recipe Booklet

“America Entertains At Home ., ,
with Pasta” is an invitation to eny
meals at home which are fun, fast and
easy. "Quarter-of-an-Hour" menus fea
turing pasta entrees are geared to th
use of time-saving appliances . .
microwave ove.s, food processo
blenders . . . for the time-consciou
cook who prefers eating at home ass
happy alternative to eating out. Con;
ventional directions are included fo
those with more time to spare in the
kitchen,

Coples of the booklet are availahle
by sending 55 cents each to cove
postage and handling, 30 cents eachir
quantities of 100 to 500 plus freight;
22 cents each In quantities over 500
plus freight.

Press Party

An Annual special event, the Macx
roni Family Reunion at Tiro A. Segno,
famous Italian cuisine in the \‘ll?ngr
of New York City, saw more than 100
members of the New York meclia from
magazines, newspaper syndicates, lo
cal newspapers, syndicated -unday
supplements, television and radio
mingle with macaroni manuf. turen
from the Natio1al Macaroni 1 titute
who updated taem on curren: ‘rends
within the industry, President ' wl A
Vermylen revis-wed some of th  najor
highlights of the Association pad
75 years,

Major market daily newspape s will
receive black and white photo. raphs
as well as color with recipc. and
storles stressing macaroni’s |inefts
and advantages, These are supplic
on an exclusive basis to food vitors
of ‘219 standard metropolitan areas
with 24 million circulation per mai
ing.

Typical Release
When you serve pasta, you sent
fine nutrition. Active adults, growing
children and teenagers all need ca®
bohydrate in a balanced diet, Past
is an excellent carbohydrate sourct:

)
THE MACARONI JOURNAL

INNOVATION —~~ DESIGN

COMPLETE LINE MANUFACTURERS OF PASTA AND

ENT

b

CHINESE NOODLE PRSING EQUIPN

{
CANNELOPNI-MANICOTTI LINE

Our newest unit featuring an extruder to form the
sheet, and a blanching unit o cook the dough which Is
then chilled prior 1o its belng automatically filled with
meat or cheese. The sheet Is then rolled to form a con-
tinuous product and is cut 1o your required length for

ackaging.
i A pgec%okad Lasagna strip or sirlps can be made
without using the fill apparatus — and cut to your re-
quired lengths.

COMPLETE LINE OF CHINESE NOODLE
MACHINERY MANUFACTURED BY VOLPI:

Sheeters (Single and Two Statlon)
Compactors

Skin-Cutters

Three and Five Bag Mixers
Fortune Cookle Equipment
Folder/Stackers

COMPLETE LINE OF PASTA
EQUIPMENT FEATURING:

*Rav.oli Machinery

'gﬁnelllnl l\&achlgery

*Shester—Kneaders

*Also Available Combination Ravioll/Tortellinl
Gnocchl Machinery

Extruders *Ara U.8.D.A. Approved

CONTINUOUS NOODLE
CUTTER LINE

SHEETER/KNEADER/

YOLPI NOODLE CUTTER

Large - production Noodle Cutter for
Ch rase Noodles featuring five sels stainless
sle! cutters to your specifications (Instan-
tansous removal of same for clunlng ipur- tlon.

Press a butlon and you're pro-
ducing 600 # to 1750 ¥ per hour of noo-
die automatically — blending, mixing,
old- kneading, sheeting, culting and folding
In one Continuous Line.

Takes your mix and sheets,
kneads and cuts in one opera-

F’bﬂl): automatio length — cutling ani
ng/stacking to your specilications as well as
tutomatic dustir.y. *

VOLPI & SON MACHINE CORP.
SYBROOK"®

2043 Wellwood Avenue, East Farmingdale, L.I., New York 11735

giacomo toresani

516) 203-4010 o (212) 490-5022 « TELEX: 647031
R!pmonm(! onzha West Coast by: Smith & Green, 407 Dexler Avenue Norih, Seattle, Washington 88109, Phone: 206-682-2611
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Spaghettl Casserole

and also supplies protein, iron, niacin,
thiamine, riboflavin and iron, It is .
}O:d fat, low sodium, easily digested
ood,

Spaghetti Casserole
(Makes 4 servings)

1 pound ground beef

Va cup chopped onion

1 clove garlic, minced

1 can (16 ounces) tomatoes, undrained

1 can (6 ounces) tomato paste

Va teaspoon sugar

V4 teaspoon oregano

Y% teaspoon pepper

V2 cup water

V2 medium green pepper, diced
Salt

8 ounces spaghetti

8 quarts boili.g water

Y5-cup grated Parmesan cheese

In large skillet, brown meat, stirring
frchurnl'\. Addonion and garlic and
cook 3 minutes, Stir in tomatoes, to-
mato paste, sugar, oregano, pepper,
Va cup water, green pepper and 1 tea-
soon salt. Cover MLF cook slowly 20
minutes,

While meat sauce is cooking, grad-
ually add spaghetti and 1 tablespoon
salt or rapidly boiling water so that
water continues to boil, Cook uncov-
cred, stirring occaslonally, until ten-
der. Drain in colander,

Combine spaghetti and meat sauce,
Sroon into ungreased 2-quart casser-
ole, Sprinkle Parmesan cheese on top.
Bake, covered, in 375°F. oven 20 min-
utes or until center is bubbly,
Preparation time: about 30 minutes,
Baking time: 20 minutes.

10

2.

Another one dish specialty to t-y
during National Macaroni Week is
Macaroni-Tomato-Cheese  Casserole
Put the ingredients together in about
20 minutes, and relax while the cas-
serole bakes for half an hour.

Individual Macaroni and Cheese
Casseroles
(Makes 8 servings)

4 cups elbow macaroni (16 ounces)
Salt

4 to 8 quarts boiling water

V4 cup margarine ov butter

Va cup flour

1 quart nuik

4 cups shredded Cheddar cheese
(1 pound)

Va teaspoon pepper

V2 teaspoon Worcestershire sauce
(optional)

V4 cup chopped parsley

Parsley, for gamish

Gradually add macaroni and 2 table-
spoons salt to rapidly boiling water so
that water continues to boil. Cook un-
covered, stirring occasionally, until
tender, Drain in colander,

While macaroni s cooking, in large
saucepan, melt margarine, Stir in
flour until smooth. Gradually add milk
and cook, stirring constantly, until
sauce thickens and boils 1 minute,
Remove from heat and add cheese,
pepper, Worcestershire sauce and 1
teaspoon salt. Stir until cheese melts.
Stir parsley and macaroni into sauce.
Spoon into 8 lightly greased individ-
ual 12-ounce baking dishes, Bake un-
covered in 350°F. oven 20 minutes.

Individual Macaronl ond Cheese Casseroles :

Egg Noodle Chicken Soup

Homemade soups belong to ba
to-basics cookery. Chicken nood
soup, rich in flavor and nutrition, i
one of our sugestions for meals as v
celebrate National Macaroni Wee
October 4-13. Make ahead and freex
if you wish.

Egg Noodle Chicken Soup
(Makes 8 quarts—8 1V2 cup serving
2V4 quarts water
1 whole broller-fryer chicken, ah

3V4 pouads
Salt
3 sprigs of parsle
2 '-{:Itien bguillog cubes
2 cups sliced carrots
2 cups sliced celery
1 medium onion, coarsley «iopped
Y4 teaspoon pepper
8 ounces wide egg noodles .

cups)
Va cup chopped parsley

In a large saucepot or Duti  oven
combine water, chicken, 12 t 1spe
salt and parsley sprigs. Heat ) bol
ing. Cover; reduce heat and si imer
hour or until chicken is tenc r. I
move chicken and strain broth ‘ietun
broth to pot; add boulllon cul: s an
heat to boiling, Add carrots, celen
onion and 1 teaspoon salt and peppe!
Cover and cook 5 minutes, Graduall
add noodles so that soup contiines
boil. Cook uncovered, stirring occt
sionally, until noodles are tender
Meanwhile, cut chicken into bitesi?
pieces; discard skin and bones. A
chicken and chopped parsley to souf
heat about 5 minutes,
Preparation time: 20 minutes.
Cooking time: about 1 hour.

howt
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535 Diner Ehrman

his will be a quickie update on our

year's campaign for consumer
bromotion; a futures alert on various
bjects of interest; and finally, a pro-
fress report on the Pasta Foodservice
lanual,
First, the Consumer Program:
Dynanite Magazine Placements —
multi-page features among a total
ivmonth placements’ record of 60
gazines with 193,472,451 circula-
on,

The Highlights:

March, Family Circle—8 million +
ireulation “Pasta is Fasta™—our con-
enfence theme with copy: “When
our family is waiting, or you've had
busy day, fast-cooking pasta can be
he answer to your prayers. Clock itl
Fut the pasta in bolling water, pre-
pare the sauce, toss the cooked pasta,
nd pre-+ o] Hearty meal in 30 minutes
Pr less | recipes).

May. lion Appetit—Cover story, tar-
eled 1| mliﬁon + gourmet circula-
on. “~paghetti Primavera” cover

oto, -ith copy geared to different

ta Imres and quick-and-ensy
uces with 3 fpesm variations with
uch . +tas as farfalle, fettucini, ver-
icelli. us well as the stand-bys of
paghet:i and lnsagne.

April  Apartment Life—Another
over story for the single and douli»
H05 year old audience in the careet-
oung narried category., The copy
tads: “Pasta has grown in our food
onsciousness from the banal spaghetti
d meatballs of our chilaiwed to the

Ic carbonara of our favorite restau-

L” 12 recipes, with in-depth copy
P U.S, pasta; nutrition; shape descrip-
ion; proper cooking instructions, ete.
-rculation s 900,000,

OBER, 1979

PRODUCT PROMOTION REPORT
by Elinor Ehrman, Burson-Marsteller

May & June, Ladies Home Journal
—Two consecutive issues with ma-
jor cover features on pasta. I thought
you'd be interested in the May issue
which features Jan Hazard, who af-
ter several years as our test kitchen
director, went to Ladies Home Jour-
nal as associate food editor. As you
see, she's still loyal to pasta and
chose spaghetti carbonara as the fea-
ture recipe for the story on Terrific
Diners for Working Mothere. Cir
culation, 6,000,000,

A budget-oriented story on macar-
oni and cheese gives eight main
courses with enough protein for the
entire family (4 with meat; 4 with-
out),

In syndicated Sunday supple-
ments “Yankee Doodle Dandy titled
Sylvia Schur’s feature in Parade
Magazine of March 11. A solid story
on Eﬂstn and its triple appeal: It's
quick, ready in 15-30 minutes; nu-
tritious, n good source of protein, car-
bohydrates, and B vitamins; and eco-
nomical.” We had four pasta recipes
in two issues of Family Weekly, in-
cluding one entitled “The DeVito
Lasagna” which Gloria Marshall ex-
tracted from our photographer, These
two supplements appear in a total of
473 Sunday newspapers with a eircu-
lation of 32,308,434,

We have appeared in o total of 80
newspaper color pages since the first
of the year.

We enjoy a continuing stream of
newspaper syndicate  placements.
There were 75 this six-months with
circulation potential of more than half
a hillion.

An Interesting duo which ran this
spring in the New York area s Craig
Claibome’s Lasagne story for Enter-
taining in the New York Times Sun-
day Magazine, Then our good friend
Nika Hazelton's full page feature in
the March 7 New York Daily News.
Nika's comments should put to rest
our fears of homemade pasta’s re-
placing commercial pasta. Quoting
Nika: “The pasta machine as a status
symbo! fust beats me. It's a fad, like
painting flowers on porcelain. Italians
are much more practical. Homemade

asta is a special treat in the Ttalian

ome, because Italian women, like
their American sisters, are too busy
with either work or play to be crank-
ing out fettucine every day!”

Future Projects

Future projects include working
with Bob Green and Garry Kushner
to release the “oriental noodle” story to
food editors nationwide to alert them
to the fact that the NMMA has peti-
tioned the FDA to enforce the stan-
dards of identity preseribed for noodle
products, We took this action as an
FYI measure end expect some usage
in consumer nrotection columns, In
fact, Helen Dollaghan of the Denver
Post interviewed Bob Green and Paul
Vermylen on this subject while at con-
vention,

The Macaroni Family Reunion Lun-
cheon will be held September 12, We
plan to feature the 75th Anniversary
of NMMA as a news handle, and we'd
like to play up the beginnings of indi-
vidual manufacturers as well as the
industry itself, Please search your ar-
chives and send us some old photos
which we can display at the restaur-
ant,

National Macaroni Week is October
4-13. The celebration will give us an-
other opportunity to talk about the
75th Anniversary, In this promotion,
we can regionalize our pasta history
and send the approprinte pictures to
your major distribution areus,

Future Flacements

More future projects include up-
coming magazine placements this Oc-
tober in:

Muodemoiselle—All About Pasta fea-
ture;

True Story—The Value of Pasta—
industry color photo;

Seventeen—Pastitsio color story;

Lady's Circle—Economy feature us-
ing industry color photo;

Woman's Day—Simply Delicious
Meals in Minutes.

Cookbook Supplement: Our color
pictures of macaroni chowder; maca-
roni carbonara;

Family Weckly—Ethnic Specialties

Foodservice Manual
The Pasta Foodservice Manual is
the behemoth that has taken o great
deal of our time and effort during the
past few months, We have been work-
ing closely with the Promotion Com-
mittee on this project, and we will con-
tinue to have the benefits of their ex-
ertise ns we go into final editing. We
Eavc also worked closely with key
people in the foodservice industry, in-
cluding equipment manufacturers,
foodservice, magazine staffs, chefs,

{Continued on page 14)




Drestically reduces the time required in the production cycle.

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

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

Preumatic controls regulate relationship between time, temperature and relative
humidity.

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

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

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

Drying Time

Cooking Qualities
Chopped.

Improved.
Stickiness Eliminated

Side Panels Open for
Easier Cleaning
Lock Tight to

Conserve Energy.

Plate Counts
Slashed.

Aulomatic Extrusion Press
with Spreader

Hm&&f\ﬁ corporation

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

Preliminary Dryer

PHONE (212) 682.6407-682.6408 = TELEX 12-6797 BRANY
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Final Dryer Product Cooling Section Storage Silo Stripper

Braibanli

DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
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Product Promotion Report
(Continued from page 11)

and operators, And, of course, we have
had valuable input from our own in-
dustry experts such as Judi Adams in
the area of durum and its contribu-
tions; Jim Winston in our nutritional
information; some foodservice sales
bmanagers of various NMMA mem-
ers,

We have called our guidebook A
Pasta Foodservice Manual. The 8-ring
binders will duplicate in size the sales-
men’s and distributors” manuals now
in use, A pocket for recipe cards or
other collateral will be included on
the inside cover. The manual is a rich
brown, and the art will be soft beige.

We will use block print with the
chapter title at the top of each num-
bered page. Brown ink on wheat-col-
ored paper stack will be used for con-
tent titles and line art. The print copy
itself wiil be black.

We have expanded the Manual into
12 chapters from the original versions,
Although the chapter titles are still
“working titles”, I can give you an
idea of chapter content.

Chapter I—Pasta as a Sales Tool—
We open with an introduction which
begins: “Pasta means profits to any
foodservice operation.” The chapter
proceeds to tell why—by listing the
many advantages of serving pasta;
cost efficiency; menu price flexibility;
casy to store, cook, and handle; re-
quires no special cooking equipnient;
nutrition np'penl. pasta for calorie
counters, and for the athlete; a million
meal mates; menu versatility and ex-
citement; built-in popularity; more
than 150 shapes; satiety value; “a na-
tural food”; an extender, new life to
leftovers,

Chapter II—Durum, the Source of
Quality Pasta—This chapter begins
with “What is Pasta?” We describe
the significance of durum, semolina,
durum flour, farina and incorporate
the durum story, the milling, and the
manufacture,

Chapter 11l—Pasta Products; Some
Definitions—Here we  describe the
pasta manufacturer eategories of long
goods, short goods, slpecinlty items,
and egg noodles. We list the 10 best
known shapes. The end of the chapter
includes a round-up of pasta shapes
and their Italian derivations,

Chapter 1V—Packaging, Storage,
and Cooking Properties—The title
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tells most of the content, plus recom-
mended portion sizes geared to food-
service standards of “cooked weight.”
We include a chart listing 10 popular
shapes, giving their cooked weight
per pound and recommended entree
and side dish portions per pound. Al-
s0 in this chapter, we include a chart
on the same 10 shapes geared to re-
hentln[i and give approsimate times
for re-heating via boiling water im-
metsion and by microwave oven,

Chapter V—Foodservice Equip-
ment and Pasta Preparation—This
cm)ter discusses pasta preparation in
foodservice equipment as well as the
traditional boiling method in the
stockpot on top of the store, Brief des-
criptions are included of the latest in
sophisticated cooking hardware and
how they can be used in specific op-
erations to cook pasta: tilting skillet;
fryer; :ﬁn rhettl magic machine; steam
jacket ettle; steam cooker; pres-
sureless steam cooker; convention
oven; microwave oven,

Chapter VI—Cost/Yields of Pasta
Products--Again taking our 10 poqu-
lar shapes, we have given cost yields
per serving, geared to the most recent
price per pound, including both main
dish portions and side dish portions,
In this chapter we suggest how the
operator can trade up with pasta sim-
ply by featuring a different shape
with a different sauce. We also com-
pare a pasta meal (both price-wise and
calorie-wise) with a burger meal, a
fish & chips meal. For relatively the
same price, pasta provides a far better
rounded meal,

Chapter VII—Merchandising and
Promoting Pastu—This is an idea-
packed chapter on such subjects as
“Pasta Pairs with Chili Con Carne-
hamburgers-chicken-tacos-beef stew-
fish”; “Pasta in International Cuisine™;
“Pasta” suggestions for the Salad Bar;
Pasta combinations geared to the diff-
erent seasons of the year; and Pasta
Merchandising Sﬁﬁgestlons for each
segment of the food-service market.

Chapter VIII — Nutrition — This
chapter starts with carbohydrates and
their energy value and goes into calor-
ies, protein, B vitamins, and fron,
There's a special section on “The Die-
ter and the Athlete,”

Chapter IX—Pasta Combos: Sauces,
Cheeses, Herbs—This chapter is key-
ed to the versatility of pasta and sug-
gests mixing pasta shapes with differ-
ent sauces, with different cheese, with

different herbs, The most common
pasta sauces are listed with easy how.
to directions with a description «f fay.
orite cheeses and herbs to ust with
pasta.

Chapter X—Merchandising Pasta
Lore—Here we include the leuends
of pasta with suggestions about how
they can be merchandised in a restau.
rant operation. For example, printin
the legend of the Chinese Maiden nnﬁ
Marco Polo on placemats, menus, or
tent cards,

Chapter XI—Pasta Troubleshooter
—This is a “devil's advocate” type of
chapter which gives strong unswers to
some negatives, For example: “Pasta?
Not for me, I don't run an Italian res.
taurant.” The answer plays up the ver.
satility of pasta and its adaptability to
any type of cuisine,

Chapter XII—Pasta in Trade and
Foodservice Media—This chapter des-
cribes the Macaroni Journal as the
news source of the industry and in-
cludes a cover page and table of con-
tents. In addition, we list national
foodservice publications  servicing
the industry which carry pasta infor-
mation in their editorial pages, includ-
ing our newest recipes and merchan:
dising suggestions,

The Bottom: Line is a summary of
the selling message in each chapter
which gives the operator/distributor
Etrong reasons to push pasta for pro-

is. .
Finally, the Appendix includes a
list of pasta manufacturers as w: |l as
asta-related foodservice brochures,
act sheets, and equipment manfac-
turer specification sheets, As an ex-
ample, there are some spec heels
which describe current foods: rvice
equipment and how to use that ¢ ulp-
ment for best results in cooking j sta.

A picture from a foodservice - /les-

man’s manual shows that behin: the

pasta divider there are three ages
only: a table of contents page; « list:
ing of pasta products available and
their codes; a one-page sheet on tor-
ing and cooking with two recipes. We
have a ready made audience out there
looking for the sale tools we're abant
to give them,

Plants convert solar energy into
carbohydrates, When we eat carbo-
hydreies, the stored energy Is 1
leased, Thus, carbohydrates Is the
main source of fuel for our bodies.

THE MACARONI JOURNAL
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BIN STORAGE

A lully automatic bin storage system for
free [lowing materlals —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 floor lavel. In a few hours,
when the bin is full and a signel Is actuated,
the next bin can be selected manually or
sutomalically.

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

Bins are available in sanitary construction with bolt
or weld on support structures, Optlonal equipment
provides for a complete automated storage system for

surge storage or overnight storage.

OPTIONAL EQUIPMENT:

 Bin Full Slgnal System

* Bin Empty Signal System
¢ Bin full light indicators

* Bin empty light indicators

* Lucite view ports on side and bollom of bins

* Y type multl discharge outlets
¢ Spiral lowerator chules

« Mulil-station infeed conveyors
¢ Under bin collector conveyors
* Pneumailc control panels

* Electrical Control and indication panels

%VSTHVI

A

Plant En

Erection and Start-up

Write for your nearest representative.
ASBSCO 8857 W, Diympic Baulevard, Beverly Hills, Calit. 80211

Ineering and Layout
services offered: E;.cm:,‘i Enﬂnc%rlns an’:’! Control Panels

TWX 810-480-2101
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Supers are increasing size of sections as
shoppers look to pasta to ease the bud-
get crunch. from Chain Store Age/
Supermarkets, July 1979.

t's ono of the oldest axioms of mar-

keting: When meat prices go up, so
do pasta sales. And the logic is irrefu-
tuble, Pasta is an excellent way to ex-
tend meat in casseroles and side dishes
—and also make a pgood substitute
main dish,

However, pasta's fate in the market-
place is not completely tied to meat
prices. For the past three decades,
with the exception of 1877, pasta sales
have bzen on a steady upswing. As
one manufacturing exec notes, “Meat
[)rices are a temporary stimulant, a

lip on the trend line.” Why the up-
beat on pasta?

For starters, it has a good cost/value
relationship, Value is not only measur-
ed in dollars, butin nutritional benefits.
An cxec for a major supplier says that
n 4-0z serving of vitamin enriched
pasta provides 25% of DRA (Recom-
mended Daily Allowance) of protein,
70% of vitamin B-1, 30% of B2, 40%
niacin and 20% iron.

Another reason for pasta’s upsweep
is the incrensed number of prepared
sauces now on the market. Sauces
have helped take the mystique out of
prepared pasta dishes and tipped the
sales beam to long preducts—princi-
ally spaghetti, Long has supplanted
short goods (elbows and shells) as the
sales pacesetter.

And then there's the fun-food side
of pasta. It appeals to housewives be-
cause it's the nucleus of a quick meal
—with sauce, wine, bread, By reduc-
ing preparation time, the hostess is
able to spend more time with her
guests,

Sunbelt innovations: The cumula-
tive impact is that some chains, especi-
ally in the Southeast and Southwest,
are enlarging departments in new and
remodeled stores, Supers in the 20,000-
to 35,00¢ sq. ft. range are going from
8 ft. to 12 Ilt. (five shelf sections) and
from 12 ft. to 18 ft. Eight or ten years
ago, Southwest chains were stocking
15 to 20 items in each brand; now it's
up to 25,

Promotional attitudes in the South
have changed, too. Years ago it was
difficult for suppliers to convince su-
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permarketers to promote aggressively.
However, with migration from the
East (traditionally a strong pasta re-
glon), Sunbelt chains are not only lia-
tening but taking the iniative,

Industrywide, the National Mac-
aroni Institute says that 81 in pasta
sales will generate $10 in related sales,

Another plus for pasta is that prices
have remained relatively stable. Best
estimates are that in 1970 they will go
up about Zc per pound.

Private label has been growing, Five
years ago it was 5% of total sales, but
today it is 17%, according to a main-
line manufacturer,

Another Frowth area is in special-
ties, led by lasagna and manicotti. The
big appeal is to the homeowner who
wants to be creative but doesn’t want
to spend a lot of time in the kitchen.

Packaging: There is no clear-cut
trend between flex and cartons. Be-
cause there are so many strongly en-
trenched regional packers, consumers
have been accustomed to buying the
manufacturer’s package. Thus, cartons
are strong on the East Coast, flex in

AS MEAT PRICES GO, SO GO PASTA SALES

the South and West, The Mid vest s
split 50-50,

The industry's fears that pa kagel
dinners (the five minute instant inealy)
would out-convenience pasta and re.
duce sales have abated, Many pasta
executives regard this relatively ney
competition as a sale spur. Says one,
“We look on packaged dinners us a gi
gantic sampling program for pasta,
They stimulate interest in pasta by
alerting  homemakers to the many
ways to use it.”

Macaroni/Cheese: Those who dis-
miss generics as a negligible factor in
the marketplace can't be found in the
macaroni/cheese hie-archiy. Generics
now account for 9% of total mac/
cheese volume, and private label 27%.
Heaviest inroads in generic mac/
cheese are in the Middle West and
East Central regions.

An exec with a national manufac-
turer says generics have cut a swath
in the market because of price and
because many retailers have cut mar.
gins to 10% (compared to 25% for
national brands), “However, generics

T T S SO P R e e

Pasta Products: 1978 Performance
$1 MILLION SUPERMARKETS

(iros
Sales Profit Gross Mourgin
% of Dollar % of Depl. Profit Assortment \vg.
Dept. Volume Gross Dollars Ilems/Sizes % of
Sales Millions Profit Milllons ot Whse, Hetall
Macaroni
Dinners 17.99 $120.12 14.75 $ 2145 9 9
With Cheese 12.20 Bl.48 10.87 15.81 7 94
All Other 579 38.64 3.88 5.64 1.6
Noodle Dinners 8.22 54.86 9.07 13.19 17 30
With Meat 1.40 9.32 1.58 230 17
All Others 6.82 45,54 7.49 10.88 13 19
Spagheiti Dinners 3,23 21.58 3.15 4,58 1.2
With Meat 2,07 13,80 190 2,76 3 o
All Others 1.16 7.8 1,25 1.82 4 X ]
Noodle Mixes 0.62 4.14 0.66 0.96 1 Ll
Macaroni 21,70 144,90 22,50 3271 32 L6
w 92.30 62,10 9.74 14,16 11 18
All Others 12,40 82.80 12.76 18,55 21 4
Noodles 14.67 97.98 15.53 22.57 24 v
Flat 11.36 75.90 11.96 17.38 17 .9
All Other 331 22,08 1.57 5.19 2.
Spagheiti 21,16 141,51 21,24 30.88 21 218
Regular 16,92 113.16 17.20 25,01 15 ol
All Other 4.24 2835 404 5.87 6 and
Meat Extenders 041 2,76 027 0.40 1 143
izza Mix 1,51 2346 an 540 7 230
One Pot Dinners
1o which meat/fish
is added 6.21 41,40 6.62 9.62 10 212
Noodles/Mac 2.69 17.94 .79 4,05 4 226
With Rice 021 1.38 0.26 037 1 270
33 4 5 -
3 1.45 2
All Other Dinners 0.83 3.52 1

Tolal

100.00 $667.89

% of total store volume 0.48%,

-
-
~

The mark of success starts with NDM. . .
Durakota No. 1 Semolina, Perfecto Durum
Granular or Excello Fancy Durum Patent
Flour from the North Dakota Mill. It's

a sign of quality . . . the best in durum
products from the people who know
durum. This is durum country, and your
quality pasta products begin with
durum products from the North
Dakota Mill.

the durum people

NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
Phone (701) 772-4841
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Macaroni/Cheese
(Continued from page 16)

are not comparable in quality, Where-
as private label uses actual cheese
and flour in the macaroni, the generic
mac/cheese is cheese-flavored and has
more flller than flour,”

With inflation influencing food se-
lection on one end of the spectrum
and nturition on the other, mac/
cheese is a “natural”,

Asked about the impact of instant
meals on mac/cheese, a spokesman for
a national brand says, “Yes, prepara-
tion time is faster with the instant
lunch-type items, but they are not to-
tally instant either, Compared to mac/
cheese dinners, little time is actually
saved, The homemaker has to boil our
product for seven to ten minutes. It
takes five minutes for theirs, If their
product could cut the time in half,
then they would have a big edge—
provided =* ey had matching &ua ity.
But we've got the edge in both price
and quality—and that's why mac/
cheese sales keep going up.”

Instants Keep Soup Sales Bubbling

Consumer interest in dry mixes and
instant lunches has offset slow section
growth in general,

The soup market has continued to
diversify over the t year, and the
explosiveness of the category indi-
cates that it will segment even further
‘In 1879,

A marked change in consumer
tastes has apparently triggered the
change in the soup market. According
to most of the major manufacturers,
shoppers want quick soup prepara-
tion, but they are slowly losing pa-
tience with soups of lesser quality. In-
flation has also made large inroads in
the average family’s bu get, so that
soup is becoming a major portion of
the family dinner. Often, with extr
vegetables and meat added, it is the
family dniner,

Dry mixes: The dry soup market
evolved from a war between the major
manufacturers over the quick-lunch
crowd, Leading the way were a spate
of orlental noodle mixes that at first
baffled merchandisers because they
are neither soup nor pasta,

It is only lately these products have
found a home in the soup aisle,

The instant lunch segment, which
is still cubbyholed by the major track-
ing services into the “all other” cate-
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ory, is led by Nissin Foods, a Cali-
ornia company that owns close to
80% of the market with its Cup O'
Noodles, A distant second is Maru-
chan, which markets Instant Lunch.
The third member of this foreign tri-
umvirate is Sanwa, which has three
entries; Ramen Pride, Suddenly Spa-
ghetti and Spaghetti-to-Go. Sanwa's
major facility in Los Angeles was gut-
ted by fire last fall, but the company
rebuilt and is slowly resuming normal
distribution,

As often happens, the American
firms have been Johnnies-come-lately
when it comes to jumping on the
quick-lunch  bandwagon, ~ General
Mills came out with Mug-O-Lunch
under the Betty Crocker label. Lipton
is testing a light lunch item called Su-
perbowl in Ohio and Oregon, Industry
sources report that the company is
using its “excess pasta capacity” to
market this and other products. Nestle
is also testing a quick lunch item,

Even Campbell, the dean of Ameri-
ca’s soup-making industry with 85%
of condensed sales, has dipped into the
dry convenience market. It has put
out a ‘super-condensed instant soup”,
a paste that makes four 6-0z. servings
in aluminum cups, priced at 67¢. The
product is being tested in Northeast-
ern markets

These items represent only one end
of the dry soup spectrum. In the past
nine months, £y products that capita-
lize on a preference for home-prepar-
ed soups have been put on the shelves.

Conned/Dry Soup:
$1 MILLION SUPERMARKETS

Sales
% of Dollar %
Dept. Volume
Sales Millions
Dry Soup
Mixes 12,90 $ 200.30
Noodle 5.01 77.72
Onion 393 61.09
All Other 396
Boullon Cubes 1.60 24,84
Individual Dry
Soup Mixes 649 100,74
Sngle-Strength
Soups 11.19 173.88
Condensed
Soups 6782 1,053.04
Sauces
5| etti Souce
pm 1.59 17.94
Spaghetti
Smg 21.96 270.48
Meatless 1430 161.46
With Meat 7.70 86.94
With Clams 1,96 22,08

“It's sort of a return to old-fa hign
soup,” says a manager for a Ei rope
soup import. “You've got the b ise
some vegetables and can add neat
more vegetables to it."

According to research done for o
major manufacturer, 835% of all soy
eaten in this country are homemadd
Swift is the originator in this line, wi
Soup Starter, which went national
fall. Lipton, trying to bracket the ma
ket, is fielding a line called Soupmak
in Boston, nliuugh observers say t
the product is not receiving much
vertising support,

Both companies tout their produ
as “soup bases” that are as good and
rich as homemade, They take from as
hour to 80 minutes to prepare and an
priced anywhere from 79¢ a q
(Soupmaker) to 89¢ for two quart
(Soup Starter).

Case movement fgures indicate thi
is the area to watch. According t
SAMI, the regular dry mixes En
pulled backed or increased only mar
ginally over the past year, and neith
Lipton nor Nestle are spending thoad
vertising dollars they invested in thel
media war of a year ago,

Lipton, which owns 70%-75% d
the dry soup market, has nevertheles
seen its Cup-of-Soup slide drasticall
in market share over the year, falling
from 20,35 a year ago to 21,62 at the
end of 1978, Nestle's Souptime posted
a 13.23 rating at the end of 1077, bul
a year later it had only an 8.97 share.

(Continued on page 20)

1978 Performance

i ross
Profit Gross Assortment M. irgis
of Depl. Profit Tlemas/ L 3
Gross Dollars  Sizes ¢ of
Profit Milions at Whee, | tal
1491 $ 44.11 26 Lo
565 16.71 8 =i |
4,40 13,01 4 213
486 14.39 14 204
2.3 6.84 9 278
.17 2297 21 218
12,08 35.65 25 08
6296 186.22 66 177
2.22 547 6 305
21.60 53,14 43 196
1273 3 24 194
6.82 16.78 14 193
208 503 5 228
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Giovar Mama 1" DAgosting, of tv-couking and cookbook anie, seives up proal-packed pasta al Minneaguelis” popalar Santory D'y restiant

proof

is ultlz,e'

If it looks good and tastes good. That's ﬂtm(.l pastal _

But good pasta requires good products, Like Amber:
Venezia No. 1 Semolina, Imperia Durum Granular, or
Crestal Fancy Durum Patent flour,

Thanks to uniform high quality, color and
granulation, these ingredients make your pasta
operations run more smoothly, ‘

Amber works exclusively with the finest d.unlm
wheat grown by farmers of the punhcm |:I.un‘s..AmI »
Amber grinds this fine durum in its modern efficient mill.

And Amber serves you right...by matching your
specs and by shipping when promised, And the
consumer gets a break, too, because the proof is in

the eating. Call Amber now for your own proof.

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn. * General Oifices at St. Paul, Minn, 55165/Phone (612) 409413

miy,
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(Continued from page 18)

Swift's Soup Starter seems to have
gained quick and widespread nccep-
tance, A year ngo, when the item was
tested in Chicago and Boston, it log-
ged only a 2.47 share of the dry mar-
ket. As of the first quarter of 1979,
Soup Starter {s up to 10.83, with the
bulk of that volume achieved through
the first quarter of this year.

Cnnnet} soups: As it has been for the
past decade, the name of the game is
canned soups is Campbell. Only this
year the Camden, N.J. giant is trying
to stir up a different kettle with its
paste. The reasons are obvious, Can-
ned soup sales have risen only as fast
as inflation; and although Campbell
still owns 85% of the market, the com-
pany is trying to break out of the dol-
drums,

The canned soup category increased
7.8% last year to $1.05 billion. How-
ever, its case growth is stagnant, 5&
ing from 85,17 millien to just under
66 million in 1978,

Salesman Award

Keith Hennessey, of Clarksville,
Ind,. Loulsville district sales manager
for Delmonico Foods, a division of
San Giorgio Macaroni, Inc,, has been
named the 1978 recipient of the Je-
rome V, Guerrisi Salesman of the Year
Award. The presentation was made
at the company's annual sales meeting
by Joseph P. Viviano, the company’s
president, and John Schultz, national
sales manager. The Delmonico factory
is in Louisville,

The award, in memory of J. V.
Guerrisi, who was a vice president
and son of San Giorgio's founder, is
l‘Elven annually to the individual who

as shown outstanding performance
in the areas of product and market
knowledge, ingenuity and creativity
in merchandising, as well as attitude,
cuc:Jwration. and overall contribution
to the welfare of the company,

Hennessey joined Delmonico’s sales
force in September 1971, and was
named to his current position in June
1879, He is the first Delmonico divi-
sion salesman to be honored with the
award.

S.:n Giorgio, one of the country’s
leading pasta producers, has plants
in Louisville, Lebanon, Pa. and Au-
burn, NY, It is a subsidiary of Hershey
Foods Corporation.
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Selected "'Salesman of the Year,"

Keith |lsnnassey of Clarksville, il‘hlﬂ, Is flanked by

Joseph P, Viviono (left), President of San Giorglo Macaroni Inc., and John Schultz (right),
National Sales Mnnuch during the preseatation at the annuol sales meeting. Hennessey

Is the first Delmonico
Guerrisi Salesman of the Year Aword,

Grace Sells Barilla

W. R. Grace & Co. announced the
divestment of Barilla G. e, R. F. lli S,
p-A., & manufacturer of pasta products
based in Parma, Italy, Barilla was sold
to an Italian company with mixed Ita-
lian and other R:m[gn interests for
$065,0000,000. The transaction will re-
sult in a charge to Grace earnings of
$13,000,000, or 3 cents per common
share in the third quarter,

Grace sald that packaged food busi-.
nesses were no longer compatible with
its objective retailing and restaurants,
Grace began its withdrawal from the
packaged foods business in 1974 and
the sale of its investment in Barilla
marks the completion of that program,

New Chairman at Foremost

William W. Morison has retired as
chairman of Foremost-McKesson, He
Is succeeded by Neil Harlan, who had
been vice-chairman, He is also chair-
man of the executive committee,
Thomas E. Drohan, who succeeded
Morison as president and chief execu-
tive officer at the beginning of 1978,
will stay in these posts,

Lipton Acquires Lawry’s

Thomas ]. Lipton, Inc., Englewood
Cliffs, N. J., has completed its acquis-
tion of Lawry's Foods, Los Angeles,
for about $68.25 milljon. Lawry's

ivision solesman to be honored with the corporation’s Jerome V.

stockholders approved the deal at a
special meeunﬁ.

Lipton, a wholly owned subsidiary
of Unilever, is not cted to make
any change in Lawry's operations or
management,

Kraft and Spam in
Recipe Promotion

“Make ‘em ask for more” is the
theme of a Fall promotion for two of
America’s favorites: Kraft Macroni
& Cheese Dinner and Hormel £7AM
Luncheon Meat.

In September 18 Family Circl. and
in September Good Houseked sing
MacFadden Network Magazine: and
Southern Living, consumers will ces
full-page, four-color ad featurin the
recipe for Kraft Macaronl & C! zese
and SPAM Casserole.

To generate in-store activity, the
casserole recipe will also be printc don
some 30 million boxes of macaroil &
cheese dinner,

Point-of-sale aids include four-color
pole toppers and recipoe pads witl two
additional recipes using macaronl &
Cheese and SPAM.

Kraft sales representatives have fur-
ther details,

All noodles are “egg noodles.” They
must contain at least five and a hall
percent egg solids—that's the lega!
defiinition of a noodle.

THE MACARONI JOURNAL

For its outstanding contribution
to the macaroni industry
through achievement of a
widespread reputation

for quality pasta among millions
of diners in New York City

since 1906. ..

MAMMA LEONE’'S

is hereby recognized by
Seaboard Allied Milling Corporation
and presented the “Che Pasta’ Award,
symbolic of excellence in

Italian cooking.. ..

la buonacucina italiana é famosa.

aboard Allied Milling Corporation * Kansas City, Missouri
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i N After 25 years, its still nunber1.

)R g Ve Twenty-five years ago this year, GATX introduced the Airslide Car.
: : o R AR Based on an extremely simple and ingenious idea, it allowed shippers
s ! T N Ry Lyl to inload finely divided commodities, like flour, sugar and starch, more easily
& B o i £ e S an | quickly than ever before possible.
(S R RRED e A Today, 25 years later, the Airslide Car is still the most widely used car
i, D RELY of 'ts type in the U.S., with 14,060 cars built to date and additional cars now
i = X st or order. It continues to be produced annually, to meet a demand that lives
o i Y / on and on.
) fi - A e ~ And no matter how hard transportation engineers try, they have yet to
\ % invent a more efficient, economical or reliable covered hopper for finely
. \ i divided commodities.
3R 6 This year, GATX proudly celebrates the anniversary of a product with
A G i arecord that is quite probably unequalled anywhere in the railroad industry:
B LR The Airslide Car, still number one after 25 years.
i General American Tt tation Corporation/120 South Riverside Plaza/Chicago, lllinols msm
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Pillsbury Confident
In spite Lf “the negative character
of cunnt economic forecasts,” top
executives of The Pillsbury Co. ex-
press confidence in the company’s an-
nual report for fiscal 1979 that Pills-
bury will meet “ambitious objectives”
in fiscal 1080, including reaching 83
billion in sales.

“Fiscal 1979, the officers point out
in the report, “was our eighth succes.
sive year of record sales and earnings
reflecting the advantages of our bal-
anced portfolio and continued strong
momentum,”

In comments to stockholders in the
anual report, Wiliam H. Spoor, chair-
man and chief executive officer;
Thomas H. Wyman, vice-chairman;
Winston R. Wallin, president and chief
operating officer, and Walter D, Scott,
executive vice-president and chief ad-
ministrative and financial officer, state:

“Fiscal 1979 was a momentors year
for Pillsbury—an appropriate tribute
to the 110th aniversary of our found-
ing, It was a year of records, high-
lighted by the addition of the Green
Giant Co. to our business and our en-
try into rice milling through the ac-
quisition of Pioneer Food Industries.”

The four officers point out that it
took Pillsbury 105 years to reach $1
billion in sales and only Rve years to
reach the second billion in fiscal 1979,
“The achievement of our fiscal 1980

lan,” they say, “will add another bil-
Hou dollars in sales and make Pills-
bury a full competitive $3 billion com-
pany just one year from now.”

In describing the merger with
Green Giant as the “major highlight”
of the year, the Pillsbury officers state,
“This strategic step solidifies our po-
sition in the supermarket and provides
us with a broadened base upon which
to continue building our consumer
business,

“In the fevs months that we have op-
erated as one company, we have seen
dramatic evidence of the vitality and
strength of the combined organization
whicl% will represent about $1.5 billion
in sales to supermarkets in fiscal 1980,”

Fiscal 1979 Operations

Comments on fiscal 1979 operations
by the Pillsbury officers include the
following;

“The Consumer Group had a fine
year, featured by heightened new pro-
duct activity and strong performances

24

from several recent acquisitions that
have established Pillsbury in such new
areas as frozen pizza, natural fruit
juices and pasta products.

“Our new Totino's ‘crisp crust' tech-
nology reinforced our number one po-
sition in the frozen pizza section of the
supermarket,

“Burger King had an exceptional
year as it continued its aggressive ex-
lg‘amk:m. It is gratifying to recognize

at these results were realized in spite
of substantial cost pressures and an
uncertain energy situation, Steak and
ale also had excellent sales gains and
record earnings. However, eamings
Increases trailed sales gains because
of margin pressures, which modera-
ated toward yearend,

“While earnings in our ‘Agri-Pro-
ducts group were down as a result of
industry-wide depressed flour margins
and weather-related transportation
problems, our experienced manage-
ment team reactel well and was able
to minimize the «ffect of these adver-
saries,

“Another highlight was the success-
ful acquisition of Pivneer Food Indus-
tries, Pioneer is a premier miller of rice
and provides the company with some
unusual Frowth opportunities for this
largest of world grain crops.”

Capital spending in fiscal 1879, the
officers say, was at a record $230 mil-
lion, compared with $134 million in
fiscal 1078, “Next year,” they add, “we
anticipate capital expenditures of $250
million, evidencing the confidence we
have in the future of our businesses,

“The $77 million in cash required
for the Green Giant merger was pro-
vided out of working capital and did
not require new long-term horrow-
ings.”

Outlook for Company

Mr. Spoor, Mr. Wyman, Mr. Wallin
and Mr, Scolt comment as follows on
the outlook for Pillsbury:

“In spite of the negative character
of current economic forecasts, we are
optimistic that Pillsbury will meet our
ambitious objectives in fiscal 1080,

“We enter the year with a generally
favorable commodity market environ-
ment, satisfactory margins, continued
attractive rfeln;'elsliment options and the

ct of a full year of Green Giant
results. 4

“Our balanced portfolio of business

is well positionecﬁ'o generate consis-

tent growth—notwithstanding cces.
sion, energy shortages, ini ition,
fluctuating commodity ' price. ang
wage and price controls—just a. 't dig
in 1873 and 1974. Looking ahe |, the
entire Pillsbury team is commit:ed 1
achieving our goal of becoming «ne of
the nation's premier corporations.”

Highlights by Business Segment

The annual report’s review of oper.
ations include the following highlights
by busines segment:

® Consumer Foods: Sales were $09)
million, up 30%. Operating profit was
$76 million, up 24% Advertising ex-
penditures were $51 million, up 36%

* Restaurants: Sales were $846 mil.
lion, up 31%. Operating profits were
$78 million, up 21%, A total of 3
restaurants were opened,

® Agri-Products: Sales were $307
million, up 8%. Operating profit was
$46 million, down 5%.

Pasta Market Growth Anticipated

American Beauty Macaroni Co,, ac-

quired by Pillsbury in fiscal 1978, “ex-

rienced stable unit volume, but pro-

ts were down as a result of heavy

industry-wide retail promotion,” the
report says.

In fiscal 1080," it adds, “growth in
the pasta market is anticipated as con-
sumeis have historically tended to
look for main meal replacements when
high meat prices prevail.”

First in Pixzo,
Fourth in Pasta
The following table shows estin' ted

retail sales by U.S. ry storr . of
selected consumer lood:. Pillsh ny's
rank in each category, and sha: of
market:

US.

Sales  Pilisbury olt
Product (Millions) Rank ~ iare
Frozen pizza  $600 1 2%
Refrig. dough 400 1 U
Pasta 518 4 7
Family flour 360 2 ]
Large cake mix 305 2 -2
Pancake mix 10§ 2 20

The Pillsbury Co. ranks first in re
tail sales of frozen pizza and refriger:
ated fresh dough products and second
in sales of family flour, large cake
mixes and pancake mixes, according
to the company's annual report for
fiscal 1879, ;

(Continuedon page 26)
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Introducing Hoskins Company

Glenn G. Hoskins Company was launched in 1941
as a business and technical consulting service to
the Macaroni Industry. Over half the industry in
North America subscribed to the Hoskins service,
During the consulting years substantial contribu-
tions were made to the technology and operation of
the industry.

Temperature and humidity controls of maraconi
dryers were first introduced by Hoskins and then
disseminated throughout the world.

Plant operations Forums were held for 13 years.
Members of the industry and suppliers discussed
technology and theory of macaroni manufacture.
The most valuable contribution of these meetings
was a free exchange of information which substan-
tially increased the technological competence of the

industry.

Cherles M. Hesking

One of the proudiest contributions to the industry was Bob Green, the Secretary of the
NMMA, who originally entered the industry through our organization.

We acted as consultants in designing a number of new factories and expandia"\g old
factories. This included the Creamette Company, American Beauty, A. Zerega’s Sons
ond Ronco.
"1 the 1960's the name was changed to Hoskins Company and the nature of the busi-
2ss was changed to a Manufacturers Sales Representative for:
DEMACO, the principal domestic manufacturer of complete pasta production
lines.
ASEECO, a manufacturer of storage systems and mechanical conveyors for
noodles and short cut macaroni products.

SEMCO, a manufacturer of systems for pneumatically conveying and storing
semolina and flour.

RICCIARELLI, an Italian manufacturer of pasta packaging machines, systems
for conveying long spaghetti from saw to packaging machine and specialty ma-
chines for making bowties and twisted vermicelli.

CLERMONT, a manufacturer of noodle cutters, noodle sheeters, Chinese noodle
production lines, crepe manufacturing lines and related equipment.

it BT e e L R e N S i

Ocrom, 1979




Pillsbury Report

(Continued from page 24)

In addition, Pillsbury ranks fourth
in retail pasta sales, although its pas-
ta products were marketed in only
35% of the U.S. last year,

The report, in presenting the con-
sumer foods data, points out that
Pillsbury brands are generally mar-
keted nationally, Exceptions include
':Izza and pasta, which were mar-

eted during the last year in approxi-
mately 70% and 35% of the U. §,,
respectively.

Ground Broken at Cando

The following story was written by
John Zaleski, Jr., managir_ editor of
the Devils Lake Daily Journal and ap-
peared August 17:

The developer of an $8-million pas-
ta plant Y:J]ect at Cando sald he
hopes to be producing durum pro-
ducts for the Midwest retail market
by May or June of 1680,

Leonard Gasparre, Minneapolis,
who s sinking $2 million of his own
funds into the project made the re-
marks durinﬁ groundbreaking cere-
monies ot the plant site on the
south edge of a city of approxi-

mately 1,600 ple. The 50-year-
old industrialist said the Cando
plant will be the first “intra-

grated facility in North America. It
will tum raw North Dakota durum
wheat into finished and packaged
noodle products in one operation,
Cum:nl!I); most of the area’s durum
crop is shipped to ports at Minneapo-
lis and Duluth andputhcn to miilsp;:n
other cities to be processed into mac-
wroni and noodles,

Cautious Optimism

The ceremonies, conducted amid
an alr of cautious optimism, included
remarks from North Dakota Gov. Ar-
thur Link, Commissioner of Agricul-
ture Myron Just, and Attorney Gen-
eral Allan Olson, in addition to Gas-
parre and local dignitaries,

Following a noon luncheon at a
Cando restaurant, ceremonies moved
to the plant site for more addresses
and the traditional symbolic turning of
dirt with gold-plated shovels,

Link, Olson, and Just, who are
members of the State Industrial Com-
mission, emphasized the important
financial role played by the Bank of
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Laft to right: Gev. Arthur Link, Agriculture Commissioner Myron Just, Atty, General Allo
Qlson, project developer Leonard Gasparre, and District 10 Rep, Gena Nichglm. "

North Dakota in the Cando venture,
They noted that without the state
bank, financing for the plant probab-
ly could not have been arranged

Likening the local promoters of the
project to early-day pioneers, Link
said the founders of the state bank
would be proud of the Cando involve-
ment. “We are re-enacting history of
this state with this kind of project,”
the governor said, “Cando can be an
example to other small communities
in our state, that we can indeed pro-
cess and market the products of our
soil. It can and should be done right
in our local communities,” the gover-
nor declared,

Financing

Financing for the project has come
from three sources—Gasparre’s $2
million, approximately $5 million in
loans from the state bank, and the re-
mainder in loans from local banks.
One million dollars of the state bank
loan is being guarunteed by the fed-
eral Economic Development Adminis-
tration. In addition, the city of Cando
received a 81 million grant from the
federal Department of Housing and
Urban  Development for improve-
ments at the 16-ncre plant site,

Gasparre expressed special thanks
to Bill Patrie, executive director of the
North Central Planning Council, head.
quartered at Devils Lake, Patrie was
instrumental in securing federal por-
tions of the funding for the project.

Stata bank president, H. L. Thorn-
dahl, onc of the officers of the bank
who has exgressed doubts about the
project, said that while the bank wus

Photo by Catherine Zalser, Devils Loke Daily Journal

happy to be involved in the develop-
ment, it was the Industrial Commis-
sion “that ordered the bank to get in
volved.”

“We didn't feel we had enough in-
formation to make a credit worthy
judgment,” Thorndahl said. “But un-
der the loan agreement, we are to
have all that information before the
money is advanced,”

Thomdahl said the investment com
mittee of the bank had some duubls
about plans for marketing and trans.

rtation. Gasparre said he plans to
have the final product shipped mostly
by trwk,

“It whe plant can be built fo the
amount of money he is project g, |
think he's got a bargain and 1 wish
him the very best,” said Thon lahl,
“naturally, when we've got $5 n: 'lion
of our money in it, I want to se. him
succeed in no uncertain terms.”

District 10 Rep. Gene Nicho! s of i

Cando also noted that in the past oud
processinF ventures have not wen
successful in North Dakota, “Bi we
believe Leonare Gasparre has bro ight
the right project to the right plu e at
the right time.”

Agriculture Commissioner Just 1dd-
ed that without the “tenacious local
support™ for the project it might not
nave gone forward. “In my opinion,
Just said, “the most exciting kind
industry for North Dakota is the kind
being established here—using the pro-
duct of our soil.”

Cando Mayor David Rinn called
the groundbreaking a “bright spot” in

(Conlinued on page 38)
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New Research Study

The market for dry pasta products
is expected to reach $900 million dur-
ing 1079, according to a new industry
study, “The U. S, Pasta Market: Cur-
rent Performance & Future Pros-

" just published by Business
Trend Analysts, a leading business re-
search and publishing firm.

Industry wide growth has been
ed ot close to 13% over the past
de, making it one of the fastest

wing segments within the food in-
ustry, Factors supporting this strong
melh include the growing demand

o

r easy to prepare “convenience”
foods, brought about by the increase
in the number of married women in
the labor force. With less time avail-
ible for cooking, easy to prepare
dishes, including noodles, have grown
in importance,

The relatively low cost of preparing
pasta related dinners is another im-
portant factor. High levels of inflation
have forced consumers to cut budgets
wherever possible, by strengthening
the demand for the inexpensively
priced pasta products, Per capita con-
sumption, is currentlly pegged at ten
pounds per person per year, almost
double IE: level in the 1050's,

Projections to 1988

Under preparation for several
months, this new study provides a de-
talled review of current market trends,
with projections to 1988 for overall
pasta demand, as well as individual
marke! segments.

In addition to sales trends, the re-
Eﬂ wwvers, other aspects of the pasta

sinc-s, including plant operating
trend. hrand shares by region, pric-
ing, wlvertising and company infor-
matio. . A special section of the study,
provides important new data on the
New York market, from a supermarket
and consumer survey recently con-
ducted by the company.

Rescarch for this new report was
carricd out, through the extensive re-
search facilities of Business Trend
Analysts complemented by extensive
interviews with leading industry ex-
perts. In depth analysis projections
and conclusions are supported by more
than 100 statistical tables that facili-
tale further internal research.

The U, S, Pasta Market: Current
Performance & Future Prospects is

Ocrouer, 1979

currently available from Business
Trend Analysts. The price of the re-
sort is $235, Write Lorraine Lawrence,
Business Trend Analysts, 105 Burleigh
Drive, Holbrook, N.Y, 11741,

Preliminary Census Report

Poundage shipments of macaroni
ond slmglwlti by plants in the US.
posted an 18% increase between
1972 and 1977, according to prelimi-
nary data from the 1977 Census of
Manufacturers compiled by the Bu-
reau of the Census.

While that gain in shipments is
probably one olf the sharpest for any
industry in breadstuffs covered by the
1977 Census, it is considerably less
than the increase of 40% for ship-
ments posted in the 1867-72 period by
all manufacturers of macaroni and
spaghettl,

Shipments of macaruni and spa-
ghetti products, according to the Cen-
sus report for the Macaroni and Spa-
ghetti Industry, S.LC. 2038, totaled
20748 million lbs, ogainst 1,7545
million Ibs. in 1972, These totals com-
pare with 1,245.4 million 1bs in 1967,
1,143.8 million in 1963 and 966.2 mil-
lion 1bs. in 1958,

The 1977 total includes 1,657.5 mil-
lion bs. of macaroni, spaghetti, ver-
micelli, and other macaroni products
of all types, except canned, up 21%
from 1,363.8 lbs, in 1972, It also in-
cludes 313.7 million Ibs of noadle pro-
ducts of all shapes, sizes and types, ex-
cept canned, up 9% from 287 million
Ibs. in 1972,

Value of Shipments Increnses 80%

Total value of shipments of estab-
lishments classified in the Macaroni
and Spaghetti Industry amounted to
$662 million in 1977, according to the
preliminary report, up 90% from
$348.3 million in 1972, Value of ship-
ments classified as primary to the in-
dustry was $751 million up, 112%
from $355.2 in 1972,

“The product accounting for a signi-
ficant portion of this change,” the pre-
liminary report says, “was noodle pro-
ducts, for which value of shipments
increased 122%.” The Census places
value of shipments for noodle products
at $163.5 million, compared with §73.7
million in 1972,

Value of shipments of macaroni,
spaghetti and vermicelli was $550.4

million, up 111% from $259.9 million
in 1972,

Leading Company Number Totals 44

The 1977 Census for the first time
identifies the number of companies
with annual shipments of $100,000 or
more, It shows 44 companies in this
category shipping macaroni, spaghetti,
vermlcelll and other macaroni pro-
ducts of all types, and 47 companies
of this size producing noodle products
of all shapes, sizes and types.

INDUSTRY FPROFILE
Mucaronl and Spaghetti
S.I.C. 2

098
Change
Indicator from *72
Shipments 2,07 billion lbs.— + 18%

Value shipments ~ $662 million—+ 90%
Value added $327 million—+110%
Number plants 205—+ 5%
Number employees 8.2 thousand—+ 12%
Total payroll $96 million—+ 61%
Capital spending ~ $12.6 million—+ 77%

Poundage Totals for Census Series

The following table shows pound-
age shipments by all manufacturers of
spaghetti and macaroni products in
1077, along with comparisons for the
three previous Census reports:

1977 1972 1967 196}
— (million Ibs,) —

Mac,, spagh.,
vermic.,,
other mac,
products
excepl
canned 1.657.5 1,363.8 9967 N.A.
Noodle prod.,
except
canned
Macaroni
spagh. nsk.,
10 or more
employees 639 514
Macaroni,
spagh., ns.k.,
10 employees
or less 397 523 205 N.A.
Total 2,074.8 1,754.5 1,2454 1,143.8

J13.7  287.0 1647 N.A.

63.5 N.A.

Value Added by Manufacture
up 110%

Value added by manufacture in the
Macaroni and Spaghetti Industry in
1977 totaled $327 million, 110% above
the 1972 aggregate of $155.7 million,
Value added by manufacture approxi-
mates the value of shipments, less
cost of materinls used to manufacture
the products, and is considered by the
Census to be a closer measure of net
contribution of the industry te the na-
tion's economy than is value of ship-
ments,

Significant in the preliminary report
is a marked change in the coverage

(Continued on page 30)
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Preliminary Census Report
(Continued from page 27)

ratio of S.I1.C. 2098. The coverage ra-
tio represents ratio of primary pro-
ducts shipped by the establishments in
the industry to the total shipments of
such products that are shipped by all
manufacturing establishments, wher-
ever classmef.

The 1977 Cesus shows the coverage
ratio of the Macaroni and Spaghetti
Industry at 82%, off sharply from 91%
in 1972 and compared with 98% in
the 1067 Census and 84% in 1963,
This apparently indicates that a siz-
able volume of the industry products
are being produced in plants not clas-
sified as being in the pasta industry.

Specinlization Ratio Remain
Unchanged

The specialization ratio in the Mac-
aroni and Spaghetti Industry, accord-
h:ig to the preliminary report, remain-
ed unchanged in 1877, at 89%. This
figure represents the ratio of primary
product shipments to total product
shlll)mcnts (primary and secondary,
excluding miscellaneous receipts) for
the establshments classified in the in-
dustry.

Reversal in Plant Number Decline

Total number of establishments in
S..C. 2098 in 1677, according to the
preliminary report, was 205, reversing
n downward trend, The 1977 total is
up 5% from the 1972 plant number
of 184 and is identical to the 1067
total of 205 plants. There were 221
macaroni and spaghetti producing es-
tablishments in the 1963 Census.

Of total establishments in 1977, 68
had 20 or more employees, compared
with 64 in 1972 and 75 in 1967,

Reversal of the decline in plant
numbers was accompanied by a
change in total employment. There
were 8,200 employees in S5.1.C. 2098 in
1977, up 12% from 7,300 in 1872 and
compared with 7,500 in 1967, Total
payioll was $08 million in 1077, up
61% from $594 million five years
carlier and compared with $43.2 mil-
lion in 1067,

Total number of production work-
ers in the industry in 1977 was 5,700,
up 11% from 1972, while production
wages were $56.5 million, up 65%
from $34.2 million in 1872, Production
hours worked in 1977 aggregated 12.3
million, up 13% from 10.8 million
hours in 1872,
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Macaroni, Spaghetti Plant
Capital Expenditures Up

Capital expenditures by the Mac-
aroni and Spaghetti Industry totaled
$12.8 million in 1977, up 77% from
the 1872 total of $7.1 million, nccord-
ing to the preliminary report of the
Census of Manufacturers for S.1.C.

The 1977 capital spending of $12.6
million compares with expenditures of
$14.9 million in 1978 reported in the
Bureau of Census Annual Survey of
Manufacturers. The latter survey
places cu‘l:itnl spending by macaroni
and spaghetti plants in 1975 at $14.2
million, in 1874 at $10.2 million and
in 1873 at $6.1 million.

Gross value of fixed assets in the
Macaroni and Spaghetti Industry in
1077, the preliminary report shows,
was $162.8 million, a rise of 53% from
$10.9 million in 1972 and compared
with $106.5 million in 1967,

Regional Leaders

Californin, New York, 1llinois and
Pennsylvania continue as the states ac-
counting for approximately one-half
of the nation's spa%helti and macaroni
plants, as well as of total value of ship-
ments and value added by manufac-
ture,

The preliminary report for the 1977
Census of Manufacturers in the Mac-
aroni and Spaghetti Industry, S.I.C.
2098, shows the four states account for
104 of the industry's 205 plants, and
that plant numbers increased in each
of the states from 1972 totals.

New York, California lead in numbers

New York leads in plant numbers

with 38 plants, compared with 34
lants in 1972, according to the pre-
iminary report. California is second

with 87, three more than in 1972. The
Illinols total in 1977 was 17, also up
three from 1972, while Pennsylvania
had 11 plants in 1977, compared with
nine in the previous Census,

“The leading states in employment,”
the preliminary report says, “were
Californin, New York, New Jersey and
Hlinois, accounting for approximately
55% of the industry's 1977 employ-
ment. Data for New Jersey have been
withheld to avoid disclosing opera-
tions of individual companies.” The
1872 Census showed New Jersey with
seven spaghetti and macaroni plants.

Sharp gains in California value added

Leading state in value added by
manufacture in 1077 was California,
with a total of $53.8 million, more thap
a threefold increase from $16.3 millio
in 1672, New York's value added [y
1977 was $47.1 million, more than
double §23.2 million in 1872, followed
by Hlinols with $32.3 million and
Pennsylvania with $30 million,

California also led in new capital
expenditures in 1077, Capital spend.
ln% by plants in that state totaled $2.1
million, or 21% of the U. S. total
New York plants in 1977 spent §15
million on capital expenditures,

In value of shipments, New York,
Pensylvania, Illinois and California
accounted for a total of $334.2 million
in 1877, compared with $327.8 million
for macaroni and spaghetti plants in
all other states,

Semolina Use Gains

A 33% increase in use of semolina
and durum flour by the Macaroni and
Spaghetti Industry is noted in the pre-
liminary report of the 1977 Census of
Manufacturers for S.I.C. 2098,

At the same time, the Census shows
a sharp reduction in the Industry’s
usage of farina and other wheat flour
from 1972 levels,

The preliminary report places usage
of semolina and durum flour by maca-
roni and spaghetti plants in 1077 at
15,933,700 cwts., compared with 1.
805,700 cwis, in 1972, a rise of 4,028
000 cwts,

The 1967 Census of Manufacturers
placed semolina and durum flour use
in §.1.C. 2098 at 8,609,500 cwt., print-
ing to a 10-year rise of 6,234,200 cwts,
or 64%

Macaroni and spaghetti plants, ac-
cording to the preliminary report, used
657,200 cwts op farina and other wheat
flour in 1077, off sharply from 1,378,
600 in 1972 and compared with 622,
900 cwts. in 1967,

The Census report places delivered
cost of semolina and durum flour used
by macaroni and spaghetti plants at
$144.3 million, compared with $90.7
million in 1972 and $72.9 million in
1867. Delivered cost of farina and
other wheat flour used by S.1.C. 2098
in 1977 was 854 million, down from
$9.4 million in 1972 and from $55
million in 1967,
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Al Jaterials Total $209.7 Million

Tot 1 delivered cost of all materials,
ingre ents, containers and supplies
uilize | by the Macaroni and Spaghet-
ti Indistry in 1977 was $299.7 million,
compared with $174.4 million in 1072
and $137.9 million in 1967.

The 1877 total includes $39.7 mil-
lion for paperboard boxes and contain-
eis and $110.3 million for other ma-
lerfals, components, ingredients, con-
ainers and supplies, not specified by
kind. Combined total of these two
ategories in the 1972 Census was
§74.3 million.

Wheat Situation

From USDA Economic Research
Service, August 1979

New Wheat Crop To Exceed
Two-Billion-Bushels Record
Exports Likely

The 1079/80 U.S. wheat outlook is
beginning to shape up with a bumper
crop almost certain, prospective ex-
ports at a record level, and strong
prices,

The July 1 forecast of the U, S.
wheat crop is at a near-record 2.1 bil-
lion hushc\s. the result of an 8-percent
increase in total planted acreage and
excellent winter wheat yields. Chances
are 2 out of 3 that the final crop out-
come will be within 70 million bushels
of this forecast, The Hard Red Winter
whent crop will likely be a record 1,07
billion bushels, nearly 30 percent
larger than in 1978, A sharp increase
in the Soft Red Winter crop will ex-
pand supplies from last season’s tight
situation, but a shortfall in the 1979
White wheat crop will tighten supply.
Production of spring wheat other than
Durum is forecast slightly up from a
year ago, but reduced acreage and
yields will likely cut the Durum crop
by 17 percent.

Prospects for foreign wheat produc-
tion have deteriorated since May; in
particular, the USSR’s crop is now ex-
pected to be well below last year's
record harvest. The total 1978/80
world wheat crop is forecast about 7
percent short of 1978/70's record 438
million metric tons. Smaller crops are
also projected for Canada, West and

East Europe and Australia, With world
wheat usage close to last year's record
level, and smaller world supplies,
prices are likely to be stronger in
189749/80.

Waorld conditions now point to rec-
ord US. exports this year of about
1.3 billion bushels, Current transpor-
tation, and labor problems are limiting
expanded wheat exports from other
exporting countries, leaving the United
States as the main supplier to the in-
termational wheat market. By July,
export commitments were 40 percent
higher than a year ago,

After remaining steady for several
months, farm wheat prices started to
advance in May, reflecting weather-
related problems in the United States
and the world, limited producer sell-
ing, dwindling carryover stocks, pros-
pects for expanded export sales and
concern for increasing transportation
problems. Prices jumped in June and
continued strong in July even with
the mid-May release of reserve stocks
and the bountift] new crop harvest.
For 1979/80, farm prices will likely

(Continued on page 34)
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(BUHLER-MIZGHORT GOODS LINES. ..

Performance Yofan Depend On!

licient Energy-Saving Design LT OR SRS TN
High temperature and high humidity drying, requiring a mini- %%}%&
i _{,“ X

o
X

mum volume of fresh alr. The most energy-efficient design!

Panels 1%" thick with polyurethane foam core. Aluminum lining
oninside for heat reflection and absolute vapor barrier. No heat
bridges.

smaller, high-efficiency units require less flour space,
Circulating alr fan motors are mounted inside dryers, utilizing
100% of electrical energy. (New type of energy-efficient motor
is avallable).

Bullt-in heat recovery system (optional) utilizes exhaust air heat.

sloducl conveyor belt made of special heavy
: uty roller chalins, extruded aluminum alloy
clel'ia and Sﬂn"ﬂﬂon con"°| “S".shaped elements and anodized aluminum
High temperature drying controls bacteria. Dry bulb  product side guides. Automalic conveyor chain
temperature adjustable from 100°F to 180°F. tensioner and lubrication system.

Doors are in front panel for product control during operation.
They also glve easy accessibility for weekly cleanouts, Swing-
ot side panels extend entire dryer length, allowing fast
tleanout and service.

Eiryer is absolutely tight, yet easy to clean, maintain and super-
se.

p Quality Product

Each ¢ yer s equipped with a patented, U.S.-bullt BUHLER-MIAG
Delta" Control System that allows the product to adjust its own
drylng :limate. The result is a stress-free, nice yellow-colored
final p >duct.

High - ying temperatures, in combination with ideal drying
lme, :rease cooking quality of final product.

Produ  losses are minimized through the entire production
proce ., Including startups, shutdowns, production interrup-
tions d die changes.

Each dryer Is equipped with two drive sta- A

Prod ict Quality is What Really Counts! (b 55 nainial outside panais for iong i
opgr. fe quality Is yours from BUHLER-MIAG equip-  lfe and easy senice AC af DB warsvle 3
Models TRBB and TTBB  Capacity: up to 10, 00 b:f"ént. our customer recognizes and deserves it. Can S e RSN

o aff »rd to give him less?
tact ue for information on BUHLER-MIAG Short Goods Lines and other Macaroni Processing Equipment “'l
MODEL //
PRE-DRYER | FINAL DRYER | CAPACITY, LBS/HR Inteaqri v/ //// i
TRT ™ 500- 2,000 : ) t y... — / A l i 1 ['
TRNA TTNA 1,000- 4,000 ln deSIgn = BUHLER-MI ’E
—— ;

——

M BUHLER-MIAG (Canada) LTD., Ontario (416) 445-6910

TRNC TTNC 2,000- 6,000 i i \
TRBB TTBB 4,000-10,000 In cons tr UCt / On > -_:"\\\\{\\ BUHLER:-MIAG, INC., P.O. Box 9497, Minneapnlis, MN 55440 (612) 545-1401
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Wheat Situation

(Continued from page 31)

awern%e between 83.50 und $4.25 per
!")Et;shc , compared with $2.84 in 1678/

Last season, total wheat disappear-
ance topped 2 billion bushels for the
first time, Domestic use was madestly
higher and exports were up 8 percent
the second heaviest on record. The
result was a sharp drawdown—22
Herceut—ln yearend wheat stocks, the

rst decline in five years.

Durum Supply Remains Large:
Prices SplrElF g

Acreage seeded to Durum is esti-
mated at 4 million acres, down 3 per-
cent from Jast year, North Dakota, the
leadinF Durum producing State, up-
ped plantings slightly, while acreage
in other States declined sharply. Cali-
fornia and Arizona growers reduced
acreage by half. Delays in spring seed-
ing helped to reduce yields substan-
tially below last year's record 33 bu-
shels per acre. Thus, the 1979 harvest
as of July 1 Is forecast at 111 million
bushels, down 17 percent. This crop,
coupled with a carryin about a fourt
larger than last June results in total
1670/80 Durum supplies about equal
to last season's 200 million bushels,

The world market for Durum s not
large, and the United States and Can-
ada share nearly all of the export
trade, Despite a sizable increase in
world Durum production last year,
U.S. shill:ments reached a record 70
million bushels. Another good season
is likely as demand from Western Eur-
opean buyers continues strong. As
Ionﬁ as Durum prices stay competitive
with other wheat clnsses, the recent
growth trend in domestic food use
should continue,

May and June prices of No. 1 Hard
Amber Durum at Minneapolis posted
their sharpest advances since 1972 as
a result of spring planting delays, in-
creased export demand, and prospects
for a reduced Canadian crop and ex-
ports, Durum prices, at more than $5
per bushel, were 8170 higher than a
year ago. Because of the potential
large supply, prices may moderate as
the harvest approaches.

August Summary

On a class bas!s, August crop sum-
mary shows increases from a month
nFo in hard, soft red and white winter,
along with white spring, and decreases
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in hard red spring and durum. The
new record hard winter estimate is up
28,345,000 bus from July, soft red up
11,677,000 bus, white winter up 2,111,
000 bus, hard red spring down 8,361,-
000 bus, durum down 8,629,000 bus
and white spring up 2,721,000 bus.
The record hard winter crop shows
an increase of 32% from 1878, soft
red Is up 58% and white spring is up
49%, ngainst decreases of 12% in
white winter, 3% in hard red spring,
and 19% in durum.

The following table shows produc-
tion of wheat by classes in 1979, with
comparisons, in thousands of bus:

1979 1978 1977
Hard red

winter ...1,100,135 834,252 992,446
ws? Moy 315,92
ner ... 920 202,119 350,152
\Ni’hile 186,846
winter ... . 211,901 194,515
Hard red
spring ... 366,515 379,390 397,603
urum .., 107,546 133,328 79,964
White
spring .... 56,079 kY byl 21,638

Total ....2,133,041 1,798,712 2,036,318

Strong Gluten Durum
To Be Tested

An extensive cooperative effort of
the U. S, Durum Growers Association,
North Dakota Mill & Elevator and
Skinner Macaroni Company of Omaha
will allow the domestic durum indus-
try to eventually test consumer accep-
tance of high gluten durum for pasta
products.

The U. S, Durum Growers Associa-
tion has made arangements to obtain
about 15,000 bushels of Edmore dur-
um released in 1978 from North Da-
kota State University. The durum will
be commercially milled by North Da-
kota Mill in Grand Forks and the se-
molina shipped to Skinner Macaroni
Company in Omaha. Skinner will man-
ufacture a variety of pasta products
from it and market them in their area,
Consumers will be surveyed to deter-
mine their reaction to the improved
gluten strength durum products,

The variety Edmore is a result of
a concerted effort of the NSDU durum
plant breeding team to release an im-
proved durum wheat. The domestic
and overseas customers have indicated
that durum with strong gluten would
be more acceptable. This hopefully
results in a more acceptable pasta pro-
duct that has less cooking loss and
remains firmer after cooking which

results in mora food value for tl cop,.
sumer.

The results of the project w || e
made known to not only the ¢ titje
involved but circulated to other mill.
ers, pasta manufacturers and e\ mty.
ally overseas customers for their .
ysis. Hopefully the acreage of the
strong gluten durums will increase tg
have a significant effect on the over.
all quality of U.S. durum production,

Durum Varieties

Ward easily remained the number
one durum variety in 1979, However,
with 39 percent of the 8.33 million
durum acreas, its popularity declined
from 45 l‘};;err:e-nt last year, Rughy re-
mained the second most popualr dur.
um variety with 17 percent of the
total, up from 13 percent last year.
Cando took over third place among
durum varieties with 12 percent of the
acreage. Last year Cando was fourth
with 9 percent,

Crosby fell from third last year to
fourth this year with 10 percent of the
durum acreage, while Rolette remain-
ed in fifth place with 7 percent of the
acreage, down from 9 percent ast
year.

Other significant varieties and thelr
percentages of total acres were Botno,
4; Leeds, Wells, and Calvin, each with
about 3 percent, All other varictics
individually accounted for less than
1 percent of the acres, and along with
acreage where the variety planted was
unknown by the reporter, or nxed,
accounted for nearly 3 percent « the
total.

Ward was the most popular i five
out of the nine crop reporting di: ids
this years and second in the rest
whereas last year it ranked first 1 all
but one. It was second in the Ce tral,
East Central, Southeast and ! mth
Central districts, Rugby secure the
number one spot in two districts and
was second most popular in threo dis-
tricts. Cando ranked number oi.c in
the East Central districts,

Durum Growers President
Norman Weckerly of Hurdslicld,
North Dakota has been elected Presi-
dent of the U.S, Durum Growers As:
sociation replacing Harold Hofstra
of Leeds who served for flve years.

Durum Forum — Nov. 13-14
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New Transportation
fnvironment

American  business must prepare
inmediately for the dramatic changes
in freizht transportation it will face
in the next 10 years. That was the
major conclusion drawn by A, T. Kear-
ney, Inc., management consultants, at
abrieling on the elfects of deregula-
tion on the transportation of goods,

James E. Moorehouse, vice-presi-
dent of Kearney, said, “The transpor-
tation structure upon which American
business runs is being stripped away
and replaced with an entirely new set
of ground rules.”

He sa.] that few American busi-
nesses were prepared to capitalize on
the new transportation environment
that was being created because of de-
regulation and other changes in the
trucking, rail, water and air industries.

“Therefore, most U, S. companies
must closely examine and redefine
their transportation strategies because
of the changes being brought about
by deregulation,” he said.

“In this country, transportation serv-
ices have been bought and sold in an
aificial environment, This environ-
ment has provided great stability for
shippers and carriers, but it has also
isolatedd transportation from signifi-
cant changes in the American econ-
omy.

“Rates are currently based upon
markit and historical relationships
rather ‘han cost. Carrier entry into and
esit f. . the marketplace is often re-
it and public funds are often
disprc ortionately invested among the
mode f transportation.” he said.

Mi Morehouse said changes that
willli ¢ly occur in each transportation
mode o the coming months include:

* | mited deregulation of the
truck o industry with virtunlly free
tntry «nto some market segments, This
will greatly increase competition and
will lwer rates for truckload quanti-
ties of goods, Less-than truckload
(LTL) rates will probably rise,

* Survival of only the best managed
trucking companies as a result of com-
petition,

* The need for shippers to be much
more sophisticated buyers of trucking
services,

* Some rail traffic will be complete-
ly deregulated. The rest of it will have
greatly increased pricing freedom.

® Easier terms for line and service
abandonment.

® A stripping of most of the power
of the rail rate bureaus,

* Rail rates will go up. Movement
of goods over short distances will see
the highest rate Increases, as will in-
tra-state and single car movements of
goods.

® Survival of only the best managed
rail companies within the new free
market,

® Barge transport will continue to
dominate its traditional market, high-
volume, bulk commodities between
waterside locations.

® Increasing environmental pres-
sures that may delay needed mainten-
ance of existing waterways and most
new waterway construction.

® An increase in intermodal trans-
portation involving barges.

® Barge rates rising at least as fast
as inflation,

® Increasing demand for barge
shipments to take advantage of the
barge's fuel efficiency.

® Air rates will continue to rise.

® A reduction in capacity available
for air cargo beecause of increases in
passenger business,

® A resulting deterioration in air
freight service nationally.

“These changes may force shippers
to concentrate on large volume mar-
kets, to increase their minimum order
size, to consolidate operations where-

ever possible, to relocate plants and
warchouses onto highly traveled trans-
portation routes and to consider de-
veloping in-house transporation serv-
foe,” Mr. Moorehouse said.

“Deregulation will cause a major
shift in corporate strategy for the
1080s.”

Tunisian Team Visits
North Dakota

A five member team reprcsr:nlinF
the Tunisian Ministry of Agricul-
ture’s National Cereal Office visited
North Dakota from August 27-29,
1079, The wheat trade mission is
sponsored by the North Dakota State
Wheat Commission in cooperation
with Great Plains Wheat, Inc. and
USDA’s Forelgn Agricultural Service.
The Cereals Office is the agency re-
sponsible for all aspects of grain pro-
curement, marketing, processing and
pricing for the Tunisian government,

Neal Fisher, NDSWC morketing
specialist said the Tunisians produce
50-60% of their annual wheat re-
quirement domestically and rely on
imports from the US., Turkey, Can-
ada, Argentina and the European Eco-
nomic Community to Rl the rest of
their needs. The domestic crop s
largely durum and durum products
constitute a large portion of the Tu-
nisian diet.

The U.S. typically supplics 50% of
Tunisia’s imported wheat requirement,
also made up of a high percentage of
durum. This makes the Tunisian wheat
trade team’s visit to the United States
of particular importance to the North
Dniom wheat producer. The National
Cereals Office purchased 4.1 million
bushels of U.S, Durum in 1978-79 and
8.6 million bush-ls in 1977-78.

While in North Dakota the team
will meet with producers, attend
technical sessions regarding the hard
red spring and durum wheat varietal
development and quality research
programs at NDSU, Fargo, and dis-
cuss milling technology with officials
at the North Dakota Mill and Elevator
in Grand Forks,

Durum Markets in August

No. 1 Hard Amber Durum Range
from $4.60 to $5.05 per bushel, Minne-
apolis with semolina quoted at $13.20
to $15.20, granular 15¢ less, durum
Flour 40¢ less.

Egg Products
August Price Range

Central State Nest Run—$1140 to
$13.50.

Southeast Nest Run—$10.20 to $13.20.

Frozen Whole—10-47¢.

Frozen Whites—32-35¢,

Dried Whole—$§1.65-51.81.

Dricd Yolks—$1.52-81.60.

USDA Requests Nominations
For American Egg Board

Egg producer organizations certi-
fied hy the seeretary of agriculture
have until Oct. 15 to nominate candi-
dates to 6l 18 vacancies as members
or alternate members of the Ameri-
can Egg Board,

The 18-member board administers a
producer-funded  national rescarch

(Conlinued on page 18)




“Brand X" Short Cuts reflect all the imperfections caused by
their hi::~*~-! system of production via one large extrusion
screw ti... ‘urces the mix through the extrusion die without
allowing it to blend into the proper consistency.

Here are the reaults:
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B “BRAND X" Short Cuts J§
N

Demaco’s 2-headed Short Cut Press (each head / Lightness and Fluffiness (curl)
with its own extrusion screw) extrudes the mix _ )

at a aroperly regulated, unhurried rate, allowing / Color and Uniformity

for . smooth, evenly blended consistency. In add-

itior . Demaco’s all stainless stzel Pre-Mixer and / Wholesomeness and Eye-appeal
excl sive Mixer-Extruder (U.S.D.A. approved) ) ] |
RAGGED ENDS POOR APPEA 3ANJl Prei res the product in advance for: in every production run!

Foi the full story, contact DE FRANC'SC' MACHINE CORP.

BOW: about St., Brookivn, N.Y. 11208, U.S.A. / Phone: 212-963-6000 / TWX: 710-584-2449 / Cable: DEMACOMAC NEW YORK
Western Representative: Hoskins Co,, Box F, Libertyville, (llinols 60048 U.,5.A. / Phone: 312-362-1031

Conveyor

This diagram illustrates the simplicity of design
of the Demaco Short Cut Line: Suoke

[T nket olnlet  ouot
® Stainless Steel Pre-Mixer pre-blends for smooth i &=, _Distibutor =, _ oW
consistency.
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® Exclusive U.S.D.A. approved Mixer-Extruder. S ;.T[ﬂ:, °! — O
Most sanitary available. r o= T

® Electroless nickel-plated Short Cut Attachment | © R L
produces most standard small macaroni products — - D
as well as Lasagna, Mosticciolli is also easily made Q=
by adding a special cutting device for the blas cut. (o rosr L‘)=|_

® Simple, uncomplicated dryer (all U.S. made parts)
will provide maximum dependable service; minimum
maintenance required. _
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American Egg Board
(Continued from page 35)

and promotion pro for eggs. The
program is ﬂnanoemugh producer

assessments on sales of eggs and is
authorized by the Egg Research and
Consumer Information Act of 1074,
The US. DeKnrtment of Agriculture’s
Agricultural Marketing Service moni-
tors the program to ensure that it op-
erates within the law.

Nominations are to Bl upcoming
vacancies when terms for nine mem-
bers and their alternates, all of whom
can be renominated, expire at the end
of 1970, The new members will serve
terms through 1881,

By law, members can serve three
consecutive terms. Nominations are to
be made by the 60 egg product or-
ganizations, associations or cooper-
atives certified as eligible by the sec-
retary of agriculture,

Certified organizations within an
area can meet to jointly nominate
members and altemmates. Nominations
should be sent to Thomas R. Porter,
director, Livestock; Poultry, Grain and
Seed Division, Agricultural Market-
ing Service, rm, 2831-5, USDA, Wash-
ington, D.C. 20250,

Members whose terms and this
year aro listed below by geographic
area, Names of altemmates follow each
member's name:

Area 1 (North Atlantic States): Wil-
liam R, Park, Valencia, Pa., and Don-
ald E. Horn, Ephrata, Pa.

Area 2 (South Atlantic States): Ed-
ward L. Houston, Lumber City, Ga.,
and Perry McCranle, Jr., Tifton, Ca.;
Roland H. Coles, Bent Mountain, Va.,
and Norman W. Sanders, Columbia,
S. C

Area 3 (East North Central States):
Clyde 1. Springer, Grand Rapids,
Mich., and John Weaver, Versailles,
Ohio,

Area 4 (West North Central States):
John Rich, Kalona, Iowa, and Gilbert
Eckhoff, Omaha, Neb.

Area 5 (South Central States): Fred
R. Adam, Jr, Jackson, Miss, and
James W, Honna, Jr., Alexandria, La.;
Jack M. Dubose, Gonzales, Tex., and
John K. Ashby, Clarksville, Tenn.

Area 8 (Western States): Donald J.
Long, Burbank, Calif., and Nonle A.
McAnally, Yucaipa, Calif,, Chester
Fassio, Salt Lake City, Utah, and Er-
nie Camperle, Turlock, Calif,
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Cando Project
(Continued from page 26)

the history of the city and emphasized
that there still is “lots of hard work
shead.”

The plant, in the planning stages for
more than eight years, will cover
about 75,000 square feet and when
complete manufacture 168,000 pounds
of pasta daily, Approximately 150 per-
sons will be employed,

The pasta products will be market-
ed under the name “Noodles by Leo-
nardo.”

Harvest Reports

At Mid-August

Freezing temperatures and dry
weather  highlighted  mid-August
weather in North Dakota ncwrglng
to the Crop & Livestock Reporting
Service,

Normally by August 18, 60 percent
of hard red spring wheat and 41 per-
cent of durum is swathed or combined
while this year the figures are 31 and
12 percent respectively. Stages of de-
velopment as measured by percent for
durum were 40 percent milk to dough
or earlier, 48 percent turning to ripe,
9 percent swathed but not combined,
and 8 percent combined,

Crop Quality Council reported har-
vest in the upper Midwest small grain
crop should me genernl the week
of August 20 in South Dakota, west
central Minnesota, southern North Da-
kota and the Red River Valley. Pros-
pects are generally above average ex-
cept in Montana where moisture has
been short and slightly lower yields
are likely, Spring wheat and durum
in dry northwestern North Dakota has
withstood the drought well and many
fields should yield 20-25 bushels.

However, continued cool weather
has further slowed crop maturity over
wide areas, putting most crops anoth-
er 3 to 5 days late and 15 to 20 days
behind normal. Barring an early hard
freeze, it appears that most northern
North Dakota wheat, though late,
should mature belore September 16
the average killing frost date for this
area,

Burlington Northem Crop Report
August 24 says: "Harvest of spring
grain in Minnesota and the Dakotas
is well underway and slowly moving
north. Scattered showers and unsea-
sonably cool temperatures have

caused some delays as operations be.
come general, Early reports of yield
and quality from the fields han osted
thus far have been variable, rangin
from poor to excellent. Production es.
timates are for a 7 percent reduction
in North Dakota from last year while
Minnesota may be up 1 percent. Mon.
tana’s crop will be down about 7 per.
cent with lower yields,”

Standards Enforcement
Demanded

The National Macaront Manufactur.
ers Association, representing the
American pasta industry, has petition.
ed the U.S. Food and Drug Adminis.
tration to enforce the standards of
identity that FDA has prescribed for
noodle products,

The association claims it acted be-
cause the FDA has adopted a palicy
permitting so-called “Oriental noo-
dles” to be labeled and marked in
such a way as to mislead consumers
into believing that “Oriental noodles™
and traditional noodles are the same
product.

The association’s executive director,
Robert M, Green, called the adminis:
tration’s non-enforcement policy “out-
dated, inadequate, without legal or
factual basis and in contravention of
the letter and intent of the law.”

He urged that the FDA requirc that
“Oriental noodles” be labeled as “imi-
tation noodies” or by a different n.ame
that does nat include the term noo-
dles,

“Therefore, consumers purch:sing
‘Oriental noodles’ are being den:da
most valuable food constituent,

Furthermore, a nutritional an; ysis
of a variety of ‘Oriental noodles’ pro-
ducts shows that they are substa: tial
ly higher in fat content than stanc ard-
ized noodles, as well as lower in pro-
tein.”

Green said that the FDA is aware
that many manufacturers of “Oricntal
noodles” are improperly rcpresentlnr
their products in both labeling and ad-
vertising.

“FDA’s unwillingness to take appre-
priate regulatory action to protet
consumers from such deception is par
ticularly unconscionable at this time
when standardized noodle products
are becoming increasingly popular 8

inexpensive and nutritious staple
l'oml‘s’:i said Green.
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Businass Opportunity Fair

Th. Defense Personnel Support
Cente will hold a Business Opportun-
ity Fu r on 16, 17 and 18 October 1879,
to Imrove communications with cur-
rent suppliers and to attract new ones,

As une of the Defense Department’s
largest purchasing arms, DPSC spends
about $2 billion annually to sup}-‘ly
food, clothing and medical material to
the Armed Forces. Each commodity
area has been designated for special
emphasis during each of the Fair's
three days. Clothing and Textiles will
be highlighted on 16 October; subsis-
tence or food on 17 October; and
Medical on 18 October,

The Fair will include symposiums
and exhibits about many of the 42,000
items DPSC buys and information
sbout how to take advantage of con-
tract opportunities. Small business will
receive special attention throughout
the Fair, All participants will be able
to meet and talk with DPSC buyers,
supply specialists and small business
counselors, Also, bid openings will be
held so that participants can see how
this procedure is carried out. All fair

activities will be at the Center in
South Philadelphia.

DPSC receives about 8.3 million
requisitions annually which result in
more than 284,000 procurement ac-
tions. Besides purchasing items re-
quired by the services, DPSC arranges
or delivery to bases and depots all
over the world. Companies Hmvldlng
services such as shipping and packag-
ing are encouraged to attend.

As an adjunct to the Fair, DPSC is
making available its 86-acre center,
which includes display space and a
cafeteria, for associations or grougs
who wish to hold meetings during the
Fair. Ample parking is available, as
are ncnrgy hotels and restaurants.
DPSC is located only minutes from
Philadelphia International Airport.

If you would like additional infor-
mation call Mr. Joseph Grill, AC 215-
952-4133.

Wall Chart

The Durum Wheat Institute placed
a wall chart, “How Durum Wheat Is
Milled into Semolina or Flour ., .How
Milled Durum Products are Made In-

to Pasta”, in the September issue of
Forecast for Home Economics. With
circulation of 76,000 at the start of the
new school year, appearance of this
highly informative chart in the maga-
zine guarantees it will be exposed to
the teachers of more than 8,000,000
students, together with ancillary home
economists that make up the 100,000
employed in that category.

Wheat and eggs and finished dishes
are pictured in full color on the front
foldout, ns are diagrams of milling #nd
pasta maufacture.

Backside is bordered with a variety
of shapes, tells where durum came
from, label statement, a class project
for cooking pasta, three simples reci-
pes for Giardino Con Farfellette, Ma-
caroni Shells Hollandaise, and Lin-
guini Caponata.

Limited quantities are available if
usage and response is reported to the
Durum Wheat Institute,

International Durum Forum
Nov. 13-14, Minot, North Dakota
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PACKAGING: AN ENERGY BARGAIN

Lcss than four per cent of the na-
ton's total energy use is now
employed to make the packaging re-
quired to bring our food, drugs and
other products to our homes and offi-
ces,

Without the vital role which pack-
aging plays in our economy, it is esti-
mated that 24 per cent of the usable
energy in the United States would be
devoted to distributing the food we
eat,

Packaging is thus an energy bar-
gain. The energy used to manufacture
puckaging is recovered many times by
the energy it saves during the food
distribution process.

These facts are among many which
are included in a report recently is.
sued by The Packaging Institute,
US.A. (PI/USA). Titled “Packaging
and Energy,” the report examines
how packaﬁjng reduces energy con-
sumption, the energy used to make
packaging and methods by which the
nation’s packagers strive to promate
energy conservation,

Protects & Preserves

Packaging protects and preserves
ood and Is essential to the efficient
and swift movement of Foods from the
farmgate to the table. Without pack-
aging and modern mechanization, the
United States would suffer crop losses
similar to less developed countries—
losses of over 20 to 40 per cent of all
agricultural  production. Packaging

so allows processors to package only
the edible portions of our food, thus
reducing the weight and volume of
all foaﬁ shipments in the United
States. Without packaging, the report
states, vast quantities of additional
energy would be utilized in replacing
crop losses, food damaged or spoiled
in transit, and in transporting food in
sufficient quantities to meet America's
needs,

In examining its own energy use,
the packaging industry notes that pro-
ducing the raw materials for packages
consumes the greatest portion of the
total energy input. In manufacturing
steel cans, for example, 882 per cent
of the total energy input is required
to produce the mw materials, Only
118 per cent is used to convert the
steel and tin into cans.

Comparatively small reductions in
material usage, the report shows, save
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as much or more energy as large re-
ductions in the energy used to con-
vert the raw materials, Much packag-
ing research, therefore, has been di-
rected to reducing the materials and
energy inputs of various packages.
Over the past 15 years, remarkable
progress has been made in this area,
The tin can, for example, is now 25
per cent lighter than it was a decade
ago.

Trade Offs

To further reduce energy use, the
natlon’s packagers also constantly re-
examine the energy and functional
trade-offs of using glass, plastic, metal
or paperboard pncﬁages. In all cases,
consideration must be given to the
particular properties of the material,
the applications for which it s best
suited and the degree to which the
produ:]ct must be protected and pre-
srived,

it is too simplistic, the report cau-
tiavs, to merely change the packaging
materlal for any product without con-
sidering the energy the package savcs
during distribution vs. the energy
drain which the package might create.
For example, in deciding  whether
beverages should be packaged in dis-
posable cartons or returnable bottles,
packagers must consider the impact of
the additional weight, as well as the
energy required to collect and clean
the bottles or to recycle the glass for
another use.

Also part of the overall energy
equation is the fact that after use,
many packaging materials have a re-
covery value either as energy or as
raw stock for new materials, When
packaging is incinerated, for example,
much energy is potentially available
for recovery, Also, because it is free
of contamination, all scrap produced
in a factory during packaging manu-
facture is currently recycled.

Recycling

PI/USA also points out that when
the nation’s business community de-
velops the needed reverse distribution
systems, recycled packaging in many
forms will hecome a new resource for
both energy and raw materials,

Far from creating a drain on the
nation’s energy resources, packaging
conserves energy and also holds great
promise as a supplement to the na-
tion's future energy sources,

In issuing this report, The I ackap.
ing Institute, U.S.A., is provid: g face
tual information to help con tiihers,
business persons and governm: nt off.
clals make intelligent decisions on the
role of packaging in our lives.

Canadian Metric

Grocery shoppers in this Okangay
valley city of Kamloops, British Co-
lumbia are leamning to put ounces
and pounds behind them in a -netric
system switch that could be an indi-
cation of what's ahead for U, S. con-
sumers.

Kamloops, which is about 408 kilo-
meters—that's 265 miles—Eust of
Vancouver, is one of three towns
chosen by the Canadian Metric Com-
mission as test sites for the conver-
sion to the measuring system already
in use in most of the world,

The other two cities are Sher
brooke, Quebec, and Petersborough,
Ontario, Officials said the three com-
munities were picked because their
residents have typleal consumer hab-
its, while advertising and market
areas don't overlap with neighboring
cities.

Canadians already have abandon
ed miles, gallons and farenheit tem:

ratures, The switch to grams aml
Eﬁos instead of ounces and pounds
should be completed by De:ember
1881.

The Metric Commission ha  spent
five years preparing for the . wwver
sion program, which involves 33,000
retailers in 22 zones, each zo) “is lo
begin conversion under a s edule
which is supposed to allow r in
stallation or adjustment of - ules.

The United States is also itch-
ing to metric, but the conver on is
voluntary and the drive has hi' some
stumbling blocks. The federal high
way administration, for ex.nple
abandoning a plan to switcl _I‘md
sigus to metric after getting 5000
comments from the public—almost
all negative.

On the other hand, the liguor i
dustry in the United States is expec:
ted to have switched to metrics com:

letely by 1080; some soft drinks ar

ing sold In liter containers; an
officials in ot least 30 states have
taken formal action in introduce the
metric system in schools.

(Conlinued on page 44)
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Here comes

WRIGHT

with packaging machinery designed specifically
for the macaroni/noodle industry .. . including a
pasta soup mix packaging system for indl\{ldual
servings that’s magnifico. Ask Vice President
Martin D. Cicchelli for free 4-page bulletin.
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Packaging Is Key to
Combating World Hunger

According to studies conducted by
the United Nations and the World
Bank, a direct correlation exists be-
tween the nutritional well-being of
a country’s populace and the amount
of money invested in modern pack-
aging systems,

Packaging protects and preserves
food and is essential to the safe and
efficient delivery of foods to the con-
sumer, Without packaging, foods can-
not be safely processed, stored or
transported without damage. As has
been {:rnvcn by develo countries
like the United States and Japan,
packaging is indispensable in maxi-
mizing harvest yields and feeding the
populations,

Six hundred million people in de-
veloping countries lack the minimum
calories required for survival. Another
400 million do not receive enough
daily protein to ensure growth and
sustain life,

High Post-harvest Losses

Most Third World countries today
do not employ modern agri-systems
which include distribution and pack-
aging technology, Consequently, post-
harvest losses often consume up to
half of the total agricultural produc-
tion. By using advanced agricultural,
food packaging and distribution sys-
tems, developing nations could dra-
matically reduce hunger and starva-
tion.

Recognizing this fact, a United Na-
tions group has begun to study and
recommend packaging/delivery sys-
tems for deveYoping countries, Involv-
ing Facknging experts throughout the
world, the United Nations group will
promote information on lEc use of
many agricultural, food processing
and packaging techniques u ~ un the
United States toany. Simultaneously,
the United States’ Packaging Educa-
tion Foundation is supporting the
commercial efforts with educational
programs.

According to The Packaging Insti-
tute, USA (P1/USA), the goal of the
group is to increase the world food
supply by promoting the distribution
of safe and nutritious foods to popula-
tions throughout the world. Among
the areas to be addressed are:

® Modern agricultural techniques
which prevent crop losses during
growth and harvest.
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® Storage techniques which protact
food from molsture, insects, other pre-
dators and harmful microorganisms.

® Food processing techniques
which ensure sanitary packaging and
prevent nutrition loss.

® Packaging manufacture, closure
techniques and the proper use of all
types of packaging (glass bottles,
wooden crates, cans, plastic bags, pap-
erboard cartons, ctc.l;

® Modern transportation systems
designed to safely and efficiently car-
ry food to market.

® Proper stumEe and handling
techniques for packaged foods at the
purchase site,

PI/USA, the nation’s leading pack-
aging professional society, points out
that the world can feed itself when
every country possesses adequate food
preservation, packaging and distribu-
tion systems. Eliminating the losses
which occur between the farmer and
the consumer in post-harvest handling
and delivery is Ig?:s key to combating
world hunger.

PI/USA, a uon-Proﬂt professional
society, secks to inform citizens, gov-
ernment officials and businessmen on
the vital role which packaging plays
in the United States and its potential
for the future.

A report containing further Informa-
tion on how packaging can help solve
the world food crisis is entitled, “It's
In The Bag,” The report has been pre-
sented to three international food con-
ferences in the past three years.

Future Food and Beverage
Regulctions Will Hit Hardest
In Labiling and Packaging

While marketers of food and bev-
erages can look to increased federal
inte.vention in the areas of proces-
sing, pricing, distribution, advertising
and competition, nowhere will that
regulation be as intense as in labeling
ond packaging.

That's among the key conclusions
of n new study covering the impact
of regulations on the food and bever-
age Industries, Prepared by market
researchers Frost & Sullivan, Inc., the
485-page report provides a survey of
federal statutes, regulatory activity
and court decisions affecting the in-
dustries, a prognosis of the prospects
for future regulatory change and an
examination of the major marketing
Impacts of those changes.
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~ You won't find
the top name in pasta
In any pot.

In the critical packn'glng ar | labd
ing area, for instance, the stud - pot
to such impending changes as

® Full ingredient and nu rition
disclosure,

® Mandatory unit-pricing for
foods and beverages, despite the cog
tinued spread of electronic front-ef
scanning in supermarkets, i

® Identification of the prowing
number of substitute foods and add
tives, Labeling will also be requird
to identify products processed in non
traditional forms (e.g,, concentrates).

® Waming labels on all items po
ing a potential health hazard.

® A “sweeping and simplified”
tem of grading standards for meak
beginning with beef,

® More regulatory agency attentio
to potential health hazards of basiy
packaging materials and coatings,

Will Reduce “Sell Space™

“The grnwinF and pervasive regu
tory demands for more complete lab
eling will materially reduce the ‘sell
space on food and beverage packag
requlrinF the increasing use of pro
fessional designers to maximize the
!m[mct of the space remaining fo
sell,” Frost & Sullivan points ou
“This continuous effort in package
design will be particularly impo
for the processors of impulse ilems.’

Beyond the realm of packaging and
labeling, other strategy shifts I'kely to
evolve in this tightening rey ato
climate include:

® Developments of nutri onall
sounder foods and lower- loried
counterparts to many exist g pro
ducts, Processors will be orced
to cut down on sugar, s t and
saturated fats in order to ¢ |
in the marketplace, the study
notes. Marketing of noi -da
products, egg substitutes .| ger
fatric foods will intensify,

® Processors of additives wilt hay
to substantially strengthen
search and development ell s 9
insure product safety and nut
tional value,

® Processors will expend more time
and money on the developmes
of legally defensible cost-justifie
pricing plans. Similasly, retailer
will have to plan price prom!
tions more carefully to salif
heightened regulatory ager
surveillance of such nctivities. |

{Continued on page 44) s
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Food & Beverage Regulations
(Continued from page 42)

® Most food and beverage proces-
sors will have to turn to new pric-
ing systems to conform to metrics,

® Agricultural cooperatives will de-
vote more effort to justifying their
tax and anti-trust exemptions.

® The future of franchising will be
clouded until the right of the fran.
chisor to establish exclusive ter-
ritorlal agreements with his fran-
chisees is secured, Meantime, the
shift from franchised to company-
owned outlets will continue
among some franchisors,

® Smart processors of the future
will be moving away from ‘cute’
and/or misleading advertising in
favor of sound nutritional claims,
supported by thorough R&D ef-
forts and sound pro:luct formula-
tion,” Frost & Sullivan asserts.

® Advertisers will spend considerably
more time and money to substan-
tiate preemptive claims, respond-
ing to the mandates of regulatory
bodies regard basic truth in ad-
vertising.

For further information, contact
Customer Service, Frost & Sullivan,
Inc, 108 Fulton Street, New York,
New York 10038, Telephone (212)-
233-1080, Report #5850,

Selling to Food
Service Market

The foodservice industry’s dynamic
growth during the past few years has,
nccording to Frost & Sullivan, Inc.,
outpaced the suppliers abilities to per-
form to a degree mecting the food
service industry’s requirements. “The
problem is say the New York based
market research specialists, “many
suppliers continue to function as a
production oriented business, where
in reality, their working environment
requires a user-oriented marketing
outlook.

F&S offers detailed information on
supplier marketing opportunities, for
companies able to resolve their food-
service operator problems and require-
ments, in their new 225-page “Strate-
gles for Selling to the Foodservice
Market” (#521) report,

The foodservice dollar portion spent
away-from-home reached $.25 in 1963,
and $.30 by 1975, and Is projected to
reach the 8,50 level within the next
few years, The prime eating-out mar-
ket of the future decade wiﬁ comprise
young adults ranging from 22-34 years
of age, in addition to those over 55.
According to F&S, food service oper-
ations vary from fast food chains to
fuctory cateterias to gourmet restaur-
ants,

Foodservice operators currently
face the dilemma of rising wages and
rising food costs acojunting for a 50-
60% share of their operating expenses,
with the ever rising cost of real estate
and rentals an additional burden. In
addition, consumers are becoming in-
creasingly sophisticated, demandin
more and better menu selections an
service, It Is an atmosphere in which
operators find it extremely difficult to
gencrate the productivity increases
required to oftset rising operational
ovehead,

The food service industry is the
USAs' fourth largest consumer indus-
try producing over $84 billion in 1877
sales, Volume doubled during the dec-
ade ending in 1074, and was then at
the $64.6 billion level, Away-from-
home eating expenditures have risen
more rapidly than in-home dining ex-
penses based on any measurement
used, including;: the rise in disposable
income, against family income, or in
annual compound growth rates.

The New York market research
specialists, F&S, have measured the
market’s potential growth for Food
Store & Eating and Drinking Outlets
(per Million Dollars) with the follow-
ing forcasts helow:

FOOD STORE AND EATING AND DRINKING OUTLETS SALES
(PER MILLION DOLLARS)

Eating

and
Yeur Drinking Food Stores
1954 5 13,127 $ 40,106
1958 $ 14,792 $ 50,263
1963 5 17,194 $ 57,254
1967 $ 23473 $ 69,113
1972 $ 33,891 $ 95,020
1975 $ 47,514 $131,723
1976 cst § 52,520 $140,400
1981 est. $ 80,200 $210,700
1981 est, $122,800 $315,600
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% Eating and
Drl

Total Places
$ 53,213 24.7%
$ 65,055 2.7
$ 74,448 23.1
§ 92,586 254
$128.911 26.3
$179,237 26.5
$192,920 212
$290,900 27.6
$438,400 28.0

|

Meeting growth, large food :iroces

sors must necessarily alter the « ma,
ket perspectives, no longer c. the
view their foolservice operat.ons a
unimportant by comparison to the sy.
permarket side of their busines:. They
will otherwise fail to commit the re.
sources essential to foodservice de
velopment, In grocery retailing, the
focus in on brand loyalty at the con.
sumer level, Food service shows little
brand loyalty with the emphasis cust
on services and cost savings provided

to the retailer,

F&S finds suppliers must develop
entire supply distribution, and equip-
ment systems, benefiting both the food
service operator and the end consu
mer. User-oriented supliers who focus
on specific market segments, tailor
making their products to fit specific
customer requirements must structure
their operations to respond quickly to

changing consumer demands,
Distribution channels can be se-

lected on the basis of particular food-
service operator or manufacturer

needs. However, in the selection of
stmnF distributors, processors must
clearly understand the distributors
operating problems, These are spec
fically inventory costs and the amount
of sales effort and support they can
nrétlilcipnta in view of t?w distributor's
tight operating margins,

For ?ncore ir?fom;ft{ion contact Cus-
tomer Service, Frost & Sullivan, Inc.,
106 Fulton Street, New York. New
York 10038 (212) 233-1080, Refrrence
Report #521.

Canadian Metric

(Continued from page 40)

In Kamloops, some stores -t up
metric-conversion displays and thers
assigned staff to answer qu tions
from bewildered shoppers.

VI Fredslund, manning a ctric
display at a super-valu store, sai:! busi
ness was brisk Tuesday with fev com
plaints,

“Of course, butter and mararine
has been sold by the kilogram for (uite
a while now, and milk is sold by the
liter instead of the quart,” she saidh
“so it's really not too much of a shock:

“Once politics was about u fe¥
things; today It is about nearly even®
thing."—Dr. James Q. Wilson, profes
sor of government, Harvard Univer-
sity,
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A Lock Toward the 80s

Stan Romaine, Executive Vice Presi-
dmt a1 | Publisher of Institutional Dis-
wibutic 1 (1D), gave the following ad-
dress o the recent National Association
of Whelesale Grocers of America Con-
vention.

The lirst quarter of the last year of
the 70's is a good time to evaluate in
npective the 70's and the 80's, For
mwm distributors, 1979, marks
the end of the soaring seventies and
the start of the “weighty eighties.”
Distributors who are anxious about
the 80's and the imponderable effects
of inflation, rising costs, energy short-
ages and the likelihood of recession
need only remember there are never
wy. guarantees — institutional dis-
tributors will remember that as they
entered the 70%s their very survival as
an industry was in doubt.
Although the future is clouded with
tconomic  uncertainty, there seems
litle doubt that the food service dis-
tributors will continue in a period of
expansion provided they can meet the
demands of more professional man-
aEement. Among the areas upon which
the distributor must concentrate are:
The “ID ten commandments of distri-
bution” if you will,

1. Order Size — Because our indus-
ty Is capital and labor intensive,
tharacterized by high fixed costs over
which the distributor has no control,
onder sizes must be increased in order
lo mavimize gross profit dollars to
meet '.wse costs. In 1978 for all re-
spond-ts average order size was
$13° ompared to 1977 — $219.30.

How ver gentlemen this picture is
not as right as it appears. Average
trder ze actually ‘}J‘ge ped for dis-
tribute. doing $10 milﬁon or less in
Spite ¢ 8% inflation, Are the smaller

istrib tors picking up the accounts
thatth larger ones consider unecono-
Maal: hat is to say( too many de-
liverie. weekly, cherry pickers divid-
'". thi r business between 4 or 5 dis-
tributr, s, Perhaps the small distribu-
tors hive too few lines and thus find
it difficult to build high enough mini-
Mums, Less than 50% of the smaller
distributors even have minimum order
Tequirements,

2 Multi-Unit Accounts — Multi-
nit accounts will provide a mojor
of future sales growth. They

%ill be a focus for distributors in the
805, Not only food chains, but theme
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parks, coffee shops, fine dining units
ote. Chain operators are hecoming
more knowledgeable and aware of
distribution problems. Often they will

ay more to get betterservice and

eep continuity of supply. Distributors
will Increase the percentage of busi-
ness that they do with the chains ver-
sus the street business. Selling the
chains will demand increased sophis-
tication and better midcle manage-
ment in addition to tighter cost con-
trols. Although the average percent
of sales done with multi-unit ac-
counts is 23.8%, note that the largest
distributors seem to be better equip-
ped to handle multi-unit business with
certain exceptions.

38, Product Tums — Product turns
must be accelerated in the coming
period. Less distributors are stock-
piling in an attempt to achieve the in-
ventory appreciations of 73-74, High
interest rates make this type of “Phan-
tom profits” unappealing, It is inter-
esting to note that over the last cight
years the increase in turnovers here
has been nil. However, this is under-
standable since lines have widened
and increased turnover has become
more difficult.

4, Credit Practices — We must
tighten up our policies, The distribu-
tors can no longer afford to be their
customers’ bankers. Not as interest
rates continue to rise. 60 and 90 day
terms must go. One distributor is giv-
ing 1% discount for C.0.D. and now
half his customers are on a cash basis,
12 to 13% money dictates tougher
credit approaches. Slow payers will be
weeded out because they're too “cost-
ly” and profits disappear.

5. Margins — Margins will have to
be widened to meet the increased
costs of physical distribution, of financ-
ing, of sales, etc.

8. Data Processing — Increased em-
phasis will be placed on developing
more sophisticated data processiug
systems both to provide better inter-
nal controls and to expand services to
customers particularly multi-account
customers, Over 60% of all distribu-
tors are now Into data processing and
24% more are going into it In the next
two years. That's over 84% by 1881,
Truly foodservive distribution s
come a long way in the 70’

7. Inventories — Inventory controls
must be tightened. Again rising costs
particularly that of money, dictate
rolling up our sleeves in this area,

8. Productivity — The average dis-
tributor has instituted  productivity
measures to help compensate for cost
increases, Small distributors particu-
larly are caught in this crunch. Since
their resources and their resourceful-
ness will be severely tested by infla-
tion, cost of money, ete., their volume
must outgrow the rising costs of doing
husiness or they will go “to the wall.”

9, One Stop — Will continue to
rrow as distributors reach out for ad-

itional lines to increase minimums
an and to allow them to pursue multi-
unit business and larger unit volume
accounts.

10, Government — Keep your eye
on this growing phenomenon. More
and more, consumerists are making
their voices heard in Washington and
the bureaucracy is responding. FDA
and USDA are studying the foodserv-
ice industry with an eye towards “im-
provement” (my quotation marks).
Energy shortages and back haul legis-
lation are other areas that govern-
ment is making its weight felt to say
nothing of OSHA and FTC. Yes, lad-
fes and gentlemen, government s
making itself felt in an ever increas-
ing crescendo — they must be dealt
with. Contact your loeal representa-
tive, participate in the discussion and
in the politics of a better foodservice
industry. The industry that you save
may be your own,

Conclusions — Whatever the pres-
sures, the distributor who meets the
challenges of increased professional-
ism and the delivery of quality and
service at a fair price wil survive and
flourish in the “Welghty Eighties.”

Applied Cooking Technology
For the Foodservice
Operator

Black Body Corporation marks a
new advance in the field of cooking
techmology with the publication of
Applied Cooking Technology for the
Foodservice Operator, written by Har-
old Wells, Black Body President, and
experienced  foodservice  operator,
John D. Correll.

This new reference hook is the Arst
of its kind. In easy-to-understand
language, the book explaing the fun-
damentals of the cooking function,
heat and heat transfer, cooking meth-
ods and equipment, as well as holding
foods until service,

(Continued on page 46)
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Applied Cooking Technology

(Continued from page 435)

The book also takes a new and hard
look at many of the “accepted” and,
until now, unguestioned concepts in
the field of cooking technology.

In his introduction to the book, Dr.
Lendal H. Kotschevar, Ph. D., widely
recognized authority in the foodserv-
ice, industry, observes that: “Few who
read this book in the foodservice in-
dustry will not profit from it. It is a
book that carries a broad, enlightened,
thorough discussion of heat and its
application to foods in cooking and
baking, and thus makes a very im-

rtant contribution in developin

nowledge to improve cookery an
utilize energy to maximum advan-
tage.”

Hows and Whys

Dr. Kotschevar, in his introduction,
also describes the book as “a text that
explains why foods are cooked or bak-
ed; what heat is and how it is transfer-
red into food; what happens to foods
when cooked or baked; how various
pleces of equipment develop heat and
work to cook or bake food; and how to
utilize heat efficiently so maximum
results are obtained from its use,”

The authors anticipate this book will
be used widely by individual foodserv-
ice operators as well as teachers and
students In foodservice courses
throughout the country. The book is
soft cover, contains 104 pages, 36 ill-
ustrations,

A copy can be obtained by sendinﬁ
§7.05, plus $1.00 for shipping an
handling, to Black Body Corporation,
Dept. B.K,, 1505 Fenpark Drive, Fen-
ton, MO 63028,

Polypropylene Plant
For Quebec

Hercules Canada Limited announc-
ed plans for the construction of a bi-
axially oriented polypropylene film
plant adjacent to its “Pro-fax” poly-
propylene resin plant at Varennes,
Quebee,

This new facility, which will con-
vert polypropylene restas to biaxially
oriented films, represents an invest-
ment of more than $30 million and
will create over 100 new jobs., Con-
struction will begin immediately and
the plant will begin production before
the end of 1980, said Edwin S. Moler,
president, Hercules Canada Limited,
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The importance of this project to
the Canadian and Quchec economies
is undfr:r;gored by the financial su

rt o rcent, or approximately
ggmilliun, Pented by thepgederal De-
partment of Regional and Economic
Expansion, and $3 million granted by
the Quebec Industrial Development
Corporation.

Mr, Moler revealed that the most
modern manufacturing technologies,
both tubular and tenter, would he
used to produce the full range of pro-
ducts required in the Canadian mar-
ket. Biaxially oriented polypropylene
flms are important packaging ma-
tesicis and are widely used in food
and tobacco markets, as well as for in-
dustrial applications.

The combination of advantageous
properties such as clarity, low tem-

rature durability, excellent molsture

arrler, good grease resistance, high
impact and tensile strength, and flex
crack resistance, together with low
cost, has been the primary reason for
its widespread usage, There is at pre-
:ﬁnt no Canadian production of these
ms.

Contractor Selection Continues

Selection of contractors is not yet
complete; however, all are expected
to be from the Province of Quebee,

Hercules is the world's largest pro-
ducer of biaxially oriented polypropyl-
ene film, with two plants in the Uni-
ted States—Covington, Virginia, and
Terre Haute, Indiana, with another
under construction at the latter site;
one in Brantham, England, and one
under construction in Brazil.

Hercules Canada Limited, estab-
lished in 1012, operates three plants in
Canada—the Pro-fax polypropylene
resin plant which opened at Varennes,
Quebec, in 1977, and chemical plants
in St. Jean, Quebec, and Burlington,
Ontario.

The company also maintains sales
offices in several major cities, includ-
ing the principal office in Montreal.

Pro-fax” is a registered trademark
of Hercules, Incorporated,

“People ove-estimate the amount of
profits and underestimate the amount
of taxes paid by big business. They
also unJerestlmnte labor costs."—
George Gallup, Jr, President of the
American Institute of Public Opinion,

Grocery Products Logistics

from Hunt Personnel, L
""People for Distribution’

| Before you buy an automatic
ritiesy spaghetti packaging system,
do a little comparison shopping.

society” as the thousands of :uper.
markets dotting the landscape from:
coast to coast. And it should come as!
no surprise that the origins of the phy.
sical distribution “movement” in the’
U.S, are closely identified with the)|
grocery manufacturing industry, in!
cluding such firms as Heinz, Gerber,’
Pillsbury, Del Monte, General Foods,'
Scott Paper, and many others,

Technology Pioneers

The unit load car, and indeed much
of the technology of unit loads in.
cluding shrink wrap and stretch wrap,’
were both pioneered by grocery manu-
facturers, The principles of freight
consolidation, pool cars, milling in
transit and other lopistics strategles
owe much of their present state-of-the.
art development to the industry, De.
livered pricing, either national in
scope or regional, depends on sound
logistics and enables equitable pric- ; ? el -
ing for consumers who might n;hcr— P 4l Ll : ?.\.“m c d”tm O 10 YO
wise be bypassed because of loca- ; "1'The design versatillly of the:RT!
tional or lrnl:rspormtlon factors. e Ll Ly

But pcrhup:orlhe grlcn.tcst challenge ?#lu.nam;‘mm 1|°sd Jlf::;l‘ ;:ngeﬂltlio% ?nbt:::
for grocery ucts logisticians is to as the spaghe
] st e ree-way bal- e il an apltooe, el
ance among the variety of offerings Shican'get a simple, €8sy 10 elevator system.
which consumers expect to fiud in r:uo.‘linh!r accurale automatic spa- Totally U.S. bullt.
their supermarkets, the actual lesel of TEE‘I-!IP:% lnc?egdlg:twr V;f‘\:lch Is, quite There's nothing quile as lrustrating as
availability of such products, ml the B R e :"’."‘,I‘I‘“Tfé Q"‘ft ‘h“r'fl "‘g:": dwl':w ﬂg
ultimate cost to consumers. :h 'ef"'ril'i'lfi?":; :;:adl ".",'J'émuona axiaraive domesily. flekd setvice orgent:

Balance is Difficult casc lTngo lu\:ar volume.lrlc foed |yaler:|‘t
Whii it can’ achleve the same accura-
It is not an easy balance to adhieve
because of the combination 1 the

zation and local parts supply can be of
critical Importance fo you.
ties oblained ‘on. expensive, hard-l0-,
han: 3 scale systems, It Is as simple to
und
complexity of the distribution s tem
and the massive volumes invi ved

stand ‘as It Is o malntaln. You
don need‘ahighly trained speclallst
Just + keep your packaging line running
Forecasting and inventory ma age- i 1 Y.
ment are central activities, ther im- f
portance intensified by the specin -on-
ditions imposed by sanitation re iire-
ments, obsolescence, seasonality and
what is perhaps the highest levil of
ccmpelition in an industry.
In normal practice, o forecast crror
of five percent may not seem like
much, but when you're dealing with
and industry where shipments of 5
much as a million pounds of cam
oods are not unusual, that error can
he maginified significantly!
Even more important, however, 5
that just as logistical expertise makes

(Continued on page 48)
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AT 176 has changed 'all

AYSSEN
RT 176

the simple,
inexpensive way

«'s . maiched to a proven Horizonial
Paci aging machine

The T 178 fealures the very same high
Qua'ly Horlzontal Form, Fiil, Seal ma-
chire provenon literally hundreds of
olher ‘pouch packaging  applications
around the world, High |read, high qual-
lly packaging over. a varisly of maletials
~Irom cellophane to poypronlena to
polyethylene ' — combined  with quick
changeover features, assure a simple,
versatile, and - amazingly rugged pack-
aging system. ’

lilustrations may be changed without notice.
Dimensions and specifications are approxi-
malte and drawings are not to scale, Machines
shown without guards are for Illustration
only. Guards are supplied and must be in

to automate
your paCkag|ng place bafore operation, Sales are subject to
.prevailing terms and conditions of sale. ®

YSSEN

HAYSSEN MANUFACTURING CO.. FLEXIBLE PACKAGING MACHINERY DIVIBION P.0. BOX 571, SHEBOYGAN, Wi 53081 USA,

' PHONE AT 760 f
,‘SHEBDY‘J:.I:;“V‘JTA‘QBNMN IELglez'?ON. NEW JERSEY e THETFORD, ENGLAND e ZINGONIA, ITALY I° A BEMIS CO.




Grocery Products Logistics
(Conlinued from page 46)

products widely available at reason-
able cost to consumers, so logistical
“mnistakes” can drive up the cost of
those goods. For exam I::. under-fore-
casting will limit supply and possibly
result in price increases because of
operation of the law of supply and de-
mand, On the other hand, over-fore-
casting will create added costs for the
manutacturer which ultimately must
be passed along to the consumer.

Indeed, it is unfortunately not too
well understood by consumers that
Eurt of the cost of the products they

uy stems from the basic inventory
costs involved, For the typical super-
market to maintain inventories of 12,-
000 or more items imposes an ines-
capable cost which the consumer must
bear. The higher the level of conven-
fence, the higher that cost; the mngtly-
named convenience store is a good ex-
ample,

Marketing Innovation

At the other extreme, the so-called
“box store” represents an innovation
in marketing which could have far-
reaching results. The economics of the
hox store are predicated on relatively
high volumes of purchases by con-
sumers from relatively narrow product
lines. Will it undermine the tradition-
al supermarket? The odds are that al-
though patterns of purchas!uﬁlby con-
sumers may change, if anything the
logistical challenge will only be in-
tensified.

And there's every likelihood that
new advances and new educational
thrusts will come from within the in-
dustry, Many manufacturers have
brought the logistics “message” to the
wholesalers and chains to whom they
sell, which in tun help hold down
prices consumers pay. Here, such
scemingly tangential matter as loss
and damage in transit and in whole-
saler and chain warehouses may be
covered in detail because of the effect
on overall prices, As one example,
the Quaker Oats Company has devel-
oped training meterials for its custo-
mers to use in training their personnel
in such areas as sanitation and un-
loading of device rail cars. The same
firm is also known for its motion pic-
ture, “The Distribution Game,” which
translates the many facets of physical
distribution methods into a format
that is widely understood—the typical
game show seen on television,
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An although slngllngl
or a dozen, always leaves several
dozen others unmentioned who
should be mentioned, the fact is that
the logisticians of the grocery pro-
duct industry in gencru?havc long
since earned their laurels, and the
proof is all around us,

More Point-of-Sale
Material Being Used

Supermarkets are using more point-
of-sale materlal—but not just any
point-of-sale material,

Retailers and manufacturers agree
there has been a swing away from
sterile store atmosphere to the more
bazaar-like, colorful environment POS
materials can provide, However, the
materfal must meet retailer’s stan-
dards, whether they are dcs[gnigﬁ
their own, or accepting those offer
by manufacturers, respondents to a
survey said.

Generally high on the list of re-
quirements is generic materials. Re-
tailers often want material that can
be used to promote a variety of pro-
ducts with a particular theme, such
as a “total meal” or an “inflation figh-
ter” concept. Material with a particu-
lar brand’s name all over it defeats
this purpose.

But aside from this, POS material
must meet supermarket operators’ es-
thetic standards. The desire for a ba-
zaar type of atmosphere does not
mean a hodge podge of clashing col-
ors and styles,

Prominent Manufacturers Involved

Several manufacturers are promi-
nent in making POS materials avail-
able to retailers, They include Kraft,
Del Monte, Libbey and Green Giant.

In general, large supermarket oper-
ators tend to develop their own ma-
terials, while independents often turn
to those manufacturers, A combination
of both sources is often used.

Stores had “very limited” decora-
tions and no POS material from out-
side sources five or six years ago, said
Laurence Naumn, vice president, con-
sumer affairs and public relations, and
advertising manager, Dominick’s Fin-
er Foods, Northlake, Ill. “Now we are
doing much more sales promotional
material for our own promotions than
before, and we are accepting more
from outside,”

out one firm,

Retailers said POS material jveg
stores an air of excitement. “We vayy
to have an exciting, attractive . /mo.
shere at A&P stores,” said Donaid L.
Braun, director of merchandisii ; for
A&P's Chicago division. “We wait our

shoppers to be in n festive, Lappy
g b s e v

Braun, who noted that 75% of the
POS material his division uses comes
from manufacturers, said the use of
storewide POS material has inercased,
compared with a couple of years ago,
because of “a different approach in
merchandising,

“Thematic sign material makes the
store more interesting. It has to be
changed, so it doesn’t become part of
the wallpaper, But I don’t think a store
should ever look bare.”

POS Use is Cyclical

Some observers and retailers said
the use of POS material is cyclical.
Brightly decorated stores are popular
now but “there is a time coming when
we will look around the stores and
want to return to a different, clean
look with a small amount of tasteful
material.

“Then we will work our way hack
up to very decorated,” said Nauman.

Supermarket operators are selvctive
in their choice of POS materinh. At
Alpha Beta, materials are authorized
through the main office, said | ary
Rodgers, marketing director. “\*hen
we decide to display an item, w - re-
view the point-of-sale material t sce
if it fits our merchandising plm: For
example, we determine if it dis lays
well on an end, Or, if the disp v is
in a ‘'big-buy’ area, we dete: ine
whether the materials can be di+ lay-
ed affectively with a four-sidec dis-
play. We also ask ourselves: “I the
POS attractive enough to add - the
display itself?”

Unlike other retallers, Rodg: + is
unconcerned about whether the ma:
terial is generic. “It's not a matt.r of
looking for brand names or not 1ok
ing for brand names, We look for I'05
that's well done, something that wil
make an impression on consumers. D¢l
Monte, for example, does an excellent
job with POS, They have giant cans
or other replicas of their products
and they offer six to eight different
theme promotions to choose from at
any given time,”

(Continued on page 50)
THE MACARONI JOURNAL

Gllal il dalide s

TODAY’S DRYER

THE PIONEERING IS OVER

The microwave dryer Is standard 24
hot 17 day equipment for any size
ma:aroni or noodle plant.

C 110 4 times the production in
the ame feet of floor space (a bar-
ga in itself with construction costs
In 2840 sq. 1. range).

C  aduces Infestation up 1o 99.99%.
Ki' bacteria, Salmonella, E. Coll,

Cc ormms, mold, yeast, weevils and
&g,

T fost easily sanitized dryer. Hose
It ¢own or steam It clean.

T Makes a richer looking product;
no blanching.

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

O Lowest downtime. “We keep an
accurate record of all downtime and
express it as a percentage of time
down to time scheduled. Microdry
leads our list at less than 2%" - PIt.
Mgr,, leading mid-west operation.

O “All future equipment will be
mlcl?dw“ - Tech. Dir., Large pasta
ant,
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THREE-STAGE
DRYER
15'X 21
|l P —
— |
o
(b !
|
|
!
WS
Completely fabricated and assem-

bled In our plant. All stainless steel
construction. Complete microwave
and process control instrumentation
systems with the unit-no extras to
buy. Personnel generally can leam
operation in one day. Continuing
consultation with Microdry.

Microwave dryer compared with con-
ventional dryer

MICRODRY Corp. World leader
In Indusirial microwave healing

3111 Fostoria Way

Dept.

San Ramon, CA 84583, 415/837-9106

UNITS IN THESE LBS./HR. CAPACI-
TIES; 1500, 2500, 3000 and 4,000 ARE

OPERATING TODAY AT:

| | GOLDEN GRAIN,
San Leandro, California
2 units

[l GOLDEN GRAIN,
Chicago, lllinois
2 units

] D'AMICO,
Chicago, ilinols
1 unit

[1 CATELLI,
Monlreal, Canada
1 unit

1 GOOCH,
Lincoln, Nebraska
1 unit

(108,
Fort Worth, Texas
1unit

1 LIPTON,
Toronto, Canada
2 units

[J GILSTER MARY LEE,
Chester, Illinols
2 units

|- WESTERN GLOBE,
Los Angeles, California
1 unit

[] SKINNER,
Omaha, Nebraska
1unit

Pasla drying operation from produc-
tion line comparisons by two major

processors

NEW! Diewasher by Microdry. More
compact; 2000 p.s.l. waler nozzle

pressures.
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Point-of-Sale Material
{Continued from page 48)

Alpha Beta's Del Monte theme
promotions in January and October
were popular. Rodgers said, but POS
was not the determining factor, “POS
is one of the supporting factors for a
major promotion, but it's not the only
area that determines the success or
failure of a promotion. You can have
a successful promotion with poor POS
materials,

Joe Bayless, vice president, merch-
andising and promotion for A. ]. Bay-
less Co., Phoenix, said all POS mater-
fal—which must be authorized
through the chain’s general office—
“must be small, so it doesn’t cover the
order tags on the shelf; it must not be
Injurious and it must fit into the theme
we're promoting.”

Bayless prefers that POS materials
have "as little product material as pos-
sible. We use it to get customers into
a buying mood instead of to buy a
specific product. We use it to give

em ideas to try new items, or to re-
mind them of a particular meal idea,”

Bayless said his company is “con-
stantly using point-of-sale materials
—anything from shelf signs to ceiling
danglers.”

Considerations in Choosing

Attractiveness, impact and time-
liness are considered when choos-
ing POS materials for A&P’s Chicago
division, said Braun, If the manufac-
turer's name is prominent, the mater-
inl will be used only a short time, The
generic type of POS material can be
used longer, up to a full season, he
said.

Del Monte supplied the division
with storewide POS materials tied in
with a sale on its products and was
effective, Braun said. That type of ma-
terial can be used up to three weeks,

The American Dairy Association
offers seasonal POS material, Braun
said, “They had some interesting dan-
glers promoting milk for the summer
season, They come up with unusual
adaptations for the use of dairy pro-
ducts, Their POS material is very vis-
ual, clever, generic and appropriate.

“We won't put up POS material just
because a manufacturer offers it,” said
Elwood Kross, advertising manager of
Pg:gly Wiggly stores operated by
Schultz-O-Stores, Sheboygan, Wis,
“It has to tie in with our overall mer-
chandising plans, We prefer to have
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a clean rather than cluttered look, so
we limit the material we use, If the
manufacturer’s material coincides
with our promotions and our mar-
chandising plan, we will use it.”
Dominick’s likes “nice four-color
materials without strong company
identification” and, regardless of the
theme, a reference to preparing food
at home is appreciated, Nauman said.

Dominick’s distributes the materials
through its own mailing system from
its central warehouse, so materials in
kit form is preferred, Nauman said. A
bulletin is sent to the stores with in-
formation on what is coming, what is
authorized and what selesmen are per-
mitted to do in the stores, The mater-
ial s timed to arrive the day before
the promotion begins “so it won't get
lost in the stores,

Safeway's Philosophy

Safeway's southem California di-
vision uses little manufacturer POS
material, said Cal Gunnell, advertis-
ing manager. “Oh, we might use some
Del Monte sigus during a Del Monte
meotion, or some POS during the
holidays, if it's decorative with very
little advertising,

"But we spent so much money
building pretty stores with beautiful
wall sigus that say Guaranteed Meats
or Farm-Fresh Produce that putting
up a lot of POS only hides it.”

Besides, Gunnell added, Safeway
uses what space it can for its own POS
materials; signs advertising Super
Savers (manufacturer-reduced buys),
its games or Scotch buy lines,

“We judge each plece of point-of-
sale material on its own merit, but we
have so much of our own that we use
very little of anyone else’s”, he said.
“We look at what it says and what it
can do for us, but there's a lot of junk
that really does no good.”

Fleming Uses its Kits

“We dont get much involved with
manufacturers anymore,” sald Jim
Pontius, director of advertising for
Fleming Foods, Topeka, Kan. Several
years ago, he said, manufcturers cut
back on POS materials, and Fleming
started turning out its own kits
tllrm:igh necessity, “Many retailers like
the idea and are willing to pay for it,”
he said.

Wally Dyke, advertising director of
Malone & Hyde's Memphis division,

called manufacturer POS m:. erfg),
})retty sufficlent.” Manufactur rs g

irectly to individual retailers iy g,
effort to get their promotional pieces
placed in a supermarket, he sail.

“Retailers are looking for ways to
spruce up their stores, and most ae
cept the material,” Dyke said.

Bigger Tax Bite

Taxes collected by all governments
were $61.5 billion higher in fiscal
1976-1977 than the previous year. This
is more than double the $26.8 billion
increase in fiscal 1975-1976. Total tn
revenue collected by Federal, State
and local governments for 1076-77
was $419.7 billion. Of the total na
tonal tax revenue, approximately
58% was collected by the Federal
government, 24% by the State and
18% by local governments. Total
Federal, state and local government
revenues from all sources was 6573
billion for fiscal 1976-T7, up 86.1 bil-
lion from prior fiscal year. Total funds
recelved by states from Federal Reve-
nue Sharing was $2.3 billion in fiscal
1976-T7. Local governments rectived
$4.5 billion. Total government er

nditure in fiscal 1976-77 was 36803

illion, up 55.3 billion from previous
year, The following is a breakdown
of Federal, State and local govem
ment expenditures: $368 billion for
current operations of which 52013
billion went to salary and wayrs for
public employees, $75 billion for capi-
tal outlay, $49 billion for subsi iiaries
and assistance, $46 billion fo: debt
interest, and $144 for insurance ene-
fits and repayments,

Have You Noticed?

The Office of Management and
Budget (OMB) recently repor d to

President Carter that the jublic |

spends 10 percent less time flllin: out
federal forms than was spent in Janu
ary, 1977, OMB said the government
Is making “real progress” in its waf
against federal paperwork, which cach
year costs the public and business 785
million hours of work at a cost of $100
billion.

Under current review are more tha
1,300 reports which various federl
egencies are required to send to Con-
gress.
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Macaroni Makes Sense / Cents

Macaroni makes sense for the consumer to balance her food budget
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Macaroni makes cents for the grocer in building related item sales

The Institute makes sense for macaroni manufacturers by building o
bigger market for macaroni. Send your pennies in each month,

NATIONAL MACARONI INSTITUTE

P. O. Box 336, Palatine, lllinois 60067
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“Spaghetti all’ Italiana”
For the Prevention
Of Heart Attacks

by Luciano Raguo, Florence, Italy

“Continue eating as usual in Italy,
and certainly you will manage to
keep heart attacks at a distance, One
need only slightly reduce the quan-
tity of pasta one eats, not overdo the
butter, not give up meat—particular-
ly pork—and give preference to non-
fattening cheeses.”

The invitation comes from two ex-
perts in cardiology, Professor Rich-
ard Bing of California, and Professor
George Burch of New Orleans. One
must believe them, for they have
ample Italian experience ranging
from the restaurants in Fiesole to
those along the Arno River frequen-
ted during their lelsure moments
while attending the International
Congress on Miocardial - Infarction
recently in Florence.

Don't copy Americans

It is o sad fact that for some time
in Italy we have abandoned the good
cating habits of our parents and
grandparents who ate tasty dishes of
green vegetables, minestrone, grilled
meats, and pure cheeses, We have
discovered animal fats and foods
saturated in sauces. The mania of
mimicking others, from music to
dress, has brought into our homes
American or Swedish tastes in food.
These countries have experimented
with foods and are at a loss to over-
come for themselves the castigation
of heart attacks. Now Americans and
Swedes are thinking about imitating
us Italians, at least In our eating
habits,

Listen to the Professors

Since Professors Burch and Bin
ure knowledgeable in the area o
heart attacks why not be guided by
them? They are both past middle
age, slim, in excellent physical shape,
and they are happy. It means they
know how to make personal use of
good medical norms,

On smoking, Bing says: “There is
no scientific explanations for the fact
that tobaceo is responsible for coro-
nary illnesses, therefore, smoking
cunnot be accused of being a con-
tributory cause. It is, however, harm-
ful to those who already have a heart

it b b e

condition.” And Burch adds: “Cig-
urettes create  serious respiratory
roblems, and smoking is not good
or one; he who smokes is foolhardy
and is not thinking of himself.”

On stress: When one speaks of
heart attacks, he quickly accuses the
upsetting tenor of life today, Rut
stress does not make up for the lar-
gest percentage of the blame. Such
a claim is a bit exaggerated. Bin
says: “A bit of tension and a bit o
responsibility are not bad for one,
They are stimulating and are better
than leading a monotonous existence
without incentives,. What destroys
the heart instead, is unexpected
stress, for example, the emergence
of a big problem.”

Sexual Tranquility

We were unable to touch on a
discussion of sex. Now-a-days sex is
discussed at every occasion. Even
so, the two professors judge love to
be an excellent preventative for heart
attacks. “Although it occurs between
husbands and wives, between two
people who live together over the
years,” Bing points out, “because of
all the complexities involved, it may
create problems for the heart. Sexual
tranquility is life . . . why not par-
ticipate? On the other hand, one
who has had a heart attack should
be cautious, even if sexual activity
is permitted during the rehabilitation
stage.”

Sports Moderation

The interview continues. Florence
has emerged from the torpor of a
sad spring. A splendid sun shines out-
side the building of the Congresses.
From the window, in the street be-
low, one sees two men desperately
trying to lose weight by jogging—
which actually means running like
mad through the city streets amidst
smog and noise. The question is a
spontaneous one, Is participation in
sports, according to the professors,
a means of avoiding heart attacksP
Bing and Burch smile. “Certainly,”
says Bing, “movement is good for
one, but in this case, it is overdone,
especially when one is no longer
young. There are those who actively
throw themselves into a sport with-
out realizing that one must stop at
the first moment of fatigue or short-
ness of breath, A cardiologist friend
of mine always says that the only
sports activity he engages in Is to ac-

com‘?a.ny his overly active jeny,
to their last resting place.” B rcl, i

even more precise: “For m . oy
who overdoes sports without using
good judgment, it is simply : upid*
He used few words, but th.y ge
certainly effective.

Added Weight is Risky

“Very well, Professors,” 1 repea,
“but when one puts on too much
weight, what should he do?”

“Right, added weight is a risk fac.
tor. Even a big one. But to ke
within limits, one need only reduce
his intake a bit, but not eliminate
bread, pasta, and wine, and add a
brisk walk. You Italians nlready cat
very well in comparison to us for.
eigners who drown ourselves in fats”

And thus, at the Congress in Flor.
ence, 1 discovered the Italian way
to good health. If it weren't for the
terrorism . . . .

The more one is unhappy the more
one runs the risk of ending up o vic-
tim of a heart attack. Professor
George Burch is convinced of it. To
convince me, too, that he is not un-
happy, he unfolds a great smile
made in the U.S.A.” The only thing
missing to make him look like a TV
film star in a big cigar. There are few
happy people in the world. Tension
and worry raise the blood pressure
and when one suffers from I-v_.'\wr-
tension, he falls prey to heart trouble.
And it's a short step from thi toa
heart attack.

“Why is one unhappy?”

“Because he is never satisfie. with
his work, family, friends, or wi 1 the
political situation,. Who know why
some people always look for a  ason
to be un any rather than s xing
ways to be happy. In order o be
happy—and therefore keep he. * at-
tacks at a distance—one must lx
rest, and have fun, You only live nee.
And, above all, be satisfied wil the
simple things in life. One must seek
happiness from among those goal - that
are attainable and pursue interests
outside of one'’s work: a hobby, or an
active social life, I, for example, dledi-
cate myself to gnrdenInE, and :fpt'"l_!
a great deal of time washing the car.

Agreed, Professor, but for us in I}n'!'
it takes ten minutes to wash a lite
Fiat '500, We don't have your big
American cars. Anyway, thanks for the
advice: smile and stay calm. The

WINSTON

LABORATORIES, Inc.

EST. 1920

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

1—Vitemins ond Minerals Enrichment Assoys.

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

3—Semolina and Flour Analysis.

4—Micro-analysis for extraneous matter.

5—Sanitary 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 5t.,

Ridgefield Park, NJ 07660
(201) 440-0022

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

The MACARONI JOURNAL
P.0. BOX 336

PALATINE, ILLINOIS

Picase enter one year subscription:
[ $10.00 Domestic  [J 12.50 Forelgn

Name. .
Firm

Address_ S
Cityand State_ ... Zip_

Renewal New Subscription

check can wait,

THE MACARONI JOURNAL

SR G v

Octoner, 1979

CLYBOURN CARTONERS
OFFER 4 BASIC
PRODUCT FEEDING
& FILLING SYSTEMS...
and more

1 Volumetric tilling: Ideal for most free-llowing products such
as powders, granules, llakes, macaroni, rice, etc.

2 Nel-weight scales: For free-flowing, multishaped products
such as speclalty pasta products, pet foods, wrapped candies, and
products with frequent density change.

3 Auger filling: Recommended for hard-lo-feed, semi-ree-
{lowing products like ultrafine powders and mixes with shorlenings.

4 Handloading: A standard 7' extension provides 14' of space
around the machine for the handiing of bagged candy, pouches,
biister packages, cans, botlles, tubes and solid items. Ideal for
operations where product changes are frequent and production
volume varies widely.

+ Automatic boitle, can and pouch loading: Botlles and
cans from single line conveyors are posilioned accurately into car-
tons at high speed. Clybourn's Gl tray conveyor can lie
form/fill/seal machine to vertical cartoners for producls like
macaroni and cheese dinners.

Whether you have a hard-to-feed producl, frequent caron size
changes, of requlre sift-prool sealing— there's a standard Clybourn
cartoner right for your needs.

A comprehensive assoriment of options and accessories makes
It possibie for us to satisly a wide range of carloning requirements,

For more information, write for brochure No. CMC-1015 and
please specity the type of filing system required.

CLYBOURN MACHINE COMPANY

a division of Paxall, In¢

7515 N Linder Ave . Skokie.lllinois 60077
A

1312) 677-7800




North Dekote Flowr MIll ... .. ... 17
Peavey Company ......ccocooo ..

Rousottl Consultants Associates . ..
Seaboard Allied Milling Corp. ... ..
Triangle Package Machinery ............
VYolpl & Son Machine Corp, .. . ......
Winston Laboratories ... ........... 5
Wright Machinery Div, ... .. ...

CLASSIFIED
ADYERTISING RATES
Wont Ads ... . . e $1.50 per line

ASSISTANT MANAGER—S years experience
in operstions end facture of dry pesta
products, to conform to top Industry stend-
ards, Must be able to trein and educote
personnel omn proper pesta menufecture,
Must be able to operate presses, dryen,
storage bins, and custom packeging equip-
ment, Must be versed in manufecture end
packaging of i products, 48 houns
per week, $1600 a month, plus, depending
on axparience. Annusl bonus, Send resume
to: Marlino’s Ma] 7 Italion Foods, P.O, Box
962, Kent, WA 98031,

FOR SALE: Demaco used presses, spread-
ers. For information write P.O. Box 336,
Palatin, IL 60067,

F. Peavey Heffelfinger

F. Peavey Heffelfinger, Director
Emeritus and a former President and
Chairman of the Board of Peavey
Company, died Aug, 13 at the age
of 81,

He was born at Minneapolis on Oc-
tober 15, 1897, son of Frank T. and
Lucia L. (Peavy) Heflelfinger.

His career with Peavy began in 1920
in grain elevator operations at McNutt,
Saskatchewan. He was elected to the
Company’s Board of Directors in
1922, Having worked in Canadian
grain operations for five years, he be-
came Vice President of Duluth, Min-
nesota grain operations in 1925, He
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ate of Yale University.

Profesisonal Activities

His professional activities have in-
cluded serving as president and direc-
tor of the Minneapolis Grain Ex-
change, president and a director of
the Northwest Country Elevator Asso-
ciation, president of the National
Crain and Feed Associations, chair-
man of the National Grain Trade
Council, director of Foundation for
American Agriculture; advisory board
of the National Foothall Foundation
and Hall of Fame,

He served as a director of the Great
Northern Railway from 1937-70 and
has been a director of Northwest Ban-
corporation, vice president of the U.S.
Chamber of Commerce, director of
North Star Research and Development
Institute and a member Canadian-
American Committee,

Public Service

Mr. Heffelfiinger had been chair-
man of the Republican National Fi.
nance Committee, a trustee and mem-
ber of the Advisory Council of Tax
Foundation, Inc., a director of the Na-
tional Tax Equality Association, a
member of the Yale University Alumni
Board, a trustee of Thacher School in
Ojal, California, a trustee of Northrup
Collegiate School in Minneapolis, and
president of Izank Walton League of
Minnesota.

During the 30's he was managing di-
rector of the Agency for Deﬁc{ency

Distribution at the appointment of
Secretary of Agriculture Henry Wal-
lace, He was regional director of the
War Production Board during World
War 1L

In 1973 he was a member of the
Governor’s State of Minnesota Com-

Dramatic changes in U.S. family life
are documented in studies issued by
the Census Bureau in late June,

One report tracks an increasing de-
sire among young adults to postpone
marriage in favor of advancing their
educations and careers.

Among the findings—

¢ Over 1.1 million unmarried cou-
ples lived together in 1878—more than
double the number in 1970

® Forty-eight percent of women in
their early 20s last year had never
married. In 1970 only 36 percent had
remained single.

®* From 1970 to 10878, the median
age at first marriage advanced o year,
to 24.2 for men and 21.8 for women.

® More than one fifth of all h use-
holds last year consisted of persoi liv-
ing alone. The number of men ! “ing
alone, 6.4 million had risen 79 pe et
since 1870, The number of w. nen
10,4 million, was up 42 percent.

* Eight million families lasl ear
were supported by women who ere
not living with a husband—44 pc et
more than in 1970.

Another bureau study reported hat
22 of every 1,000 marriages endc | in
divorce last year—double the divoree
rate of a dozen years ago.

Small Business Is Big Business

Small business provides 55 percent
of the jobs for U.S. workers and a live-
lihood for more than 100 million peo-
ple, according to A. Vernon Weaver,
administrator of the Small Business
Administration. Millions of small busi-
nesses comprise 98 percent of all busi-
ness.

PROMOTION

MARKETING

Charles C, Rossetti, President
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— we have not only conceived many
promotional plans, but we have

studied many that others

launched throughout the country. We
believe we can help promote your
products that you have by study, ond
recommend additional products that
might be promoted in your trading

areas.

—rather than depending entirely on
advertising dollars, we can show you
modern marketing methods which
will help capture more of your mar-

ket. We have done it for others.

MERCHANDISING — We can point the way towards new
profitable products and lay out mer-

chandising methods.

We have experience in these areas.

Jack E. Rossotti, Vice President
George Leroy, Vice President and Marketing Director

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898
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