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~ FOLD-PAK
is package appea

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

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

Fold-Pak Corp., Newark, New York 14513/315-331-32%
Englewood Cliffs Sales Oftice: 110 Charlotte Place

Englewood Clitts, N.J. 07632/201-568-7800
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NATIONAL MACARONI MANUFACTURERS ASSOCIATION

WINTER MEETING

Doral Hotel and Country Club, Miami, Florida

SUNDAY, -FEBRUARY 4

2:00 p.m.
2:00 p.m.
4:00 p.m.
4:00 p.m.
7:00 p.m.

MONDAY,
7:30 a.m,

8:30 a.m.

8:50 a.m.
9:10 am.
9:30 a.m.
9:50 a.m.
10:20 a.m.
1:00 p.m.

7:00 p.m.

8:00 p.m.

TUESDAY,
7:30 a.m.

8:30 a.m.
9:00 a.m.

101160 a.m.

Convention Registration Desk opens
Lobby (House Phone area)

Executive Committee Meeting—
Aragon

Standards Committee Meeting—
Seville

Durum Relations Committee Meet-
ing—Vizcaya

Membership Committee Meeting—
Navarre

Welcoming Reception—Poolside
No planned dinner function

FEBRUARY 5

Continenta! Breakfast—
Lobby Lounge
Business Session—Monte Carlo

Greetings from the President
Paul A. Vermylen

Standards Committee Report
Durum Relations Committee Report
Membership Committee Report
Counselor Harold T. Halfpenny
Foodservice Report—Jo David

Golf Tournament—Shot Gun Start—
White Course

Suppliers’ Social—
Hall of Conquerors

Italian Dinner Party—
Ballroom South and Center

FEBRUARY 6

Continental Breakfast—

Lobby Lounge
Business Session—Monte Carlo
Product Promotion Report—

Elinor Ehrman, Burson Marsteller
"Creotlng a Positive Organizationol
Climate"—

Dr. Jim Tunney, President, the

Institute for the Study of

Motivation and Achievement

“"How X Train ond Motivate a Sales

rce’'—
Robert L. Siler, Executive Vice
rresldenr, Sales Force Companies,
nc.

Tennis Mixer at the Tennis Courts

Suppliers’ Soclal—Poolside
No planned dinner function

WEDNESDAY, FEBRUARY 7
7:30 a.m.

8:30 a.m,

9:30 a.m.

10:30 a.m.

12 noon

7:00 p.m.
8:00 p.m.

Continental Breakfost—
Lobby Lounge
Business Session—Monte Carlo

""Competition Among
Carbohydrates"
SAMI Report by Julius Perozzi

“Hypermarche to the Box Stores”
Ronald D, Peterson, Executive Vice
President and General Manager—
Jewel Food Stores, Chicago

“The Need for Creative Selling”
Glenn Mealman, Executive Vice
President
Fleming Foods Company

Questions and Answers

National Macaroni Institute
Committee Luncheon—
Sandpiper East

Suppliers’ Social—Lobby Terrace

Dinner-Dance—
Ballroom Center ond South

THURSDAY, FEBRUARY 8

a.m.

Board Meeting—
Viscaya
Adjournment by Noon

The Place

The National Macaroni M nufac
turers Assoclation holds its Vintet
Meeting February 4-8, 1979 : Doral
Country Club & Hotel, \liani
Florida 331686.

Doral's convention center i one of
the nation's most lavish meeti ¢ com
E!excs and certainly one of t * mest

andsome, The Country Clul boast
one of the three most challeng 3: ol
courses on the PCA tour. / d ju!
about any recreational activ y yo
can think of is available son ‘wher
on Doral's 2400 acre resort Thert
are five golf courses, 19 tennis courts,
fishing, pool and ocean swinming
cycling, spa, game rooms, aud &
ning entertainment.

Rates are $76 daily single ooc*
pancy, $80 double occupancy, without
meals,
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Dr. Jim Tunney

Malivotor DF: drrpe: 43 Roks
where the action is, making split-
second decisions in front of thousands
of fans in the stands and millions of
television viewers watching National
League footall. Dr. Jim Tunney
travels over 100,000 miles a year to
head a crew of game officials who are
true professionals in their field. He
has been offciating since 1960 and
balds the distinction of being the only
referee to work two consecutive super
howls.

He lus carned a Doctorate and has
been in education more than a quarter
of a century, He is president of the In-
stitute for the Study of Motivation
and Achievement. Recommended as a
speake - by macaroni members of Gro-
cery }'nufacturers of America, Dr.
Tunne - will speak on “Creating a
Positic  Organizational Climate” at
the N MA Winter Meeting und then
will sc e as master of ceremonies for
atrad lay session fenturing two out-
standi ; operators in the grocery field.

Wa 2 $32 on television and then
come ear him give you valuable

point on better management prac-
tices.

Sale Trainer Bob Siler

Ro' rt Leonard Siler is exceutive
viee resident of Sales Force Com-
r:r“h Inc., Schiller Park, [linols,

ge food brokerage organization in
Amerca with some 400 people in
hmgt'a offices from Indianapolis to

()

Boh Siler is a highly respected ex-
ecutive in the food Industry, having
spent 23 years with Ralston-Purina
where he held a number of positions
Including national sales manager and

Iaxuary, 1979

vice president and director of admin-
istrative services,

He has been an instructor of music,
a principal of a high school, and
taught at the college level. He is a
member of the AMA Marketing com-
mittee.

He was the recipient of the Central
Methodist  College  Distinguished
Almuni Award,

He is married and the father of two
S0NS.

i
Ronald D, Peterson

Chi:uq’olund Grocer

Ron Peterson received a Bachelor
of Arts Degree from Wheaton Col-
lege in 1961 and n Masters Degree in
Business  Administration from  the
University of Chicago in 1870,

AIr, Peterson joined the Jewel Food
Stores in 1981 and was promoted to
Produce Department  Manager in
1962. 11is job progression included as-
signments as Sales Promotion Special-
ist, Buyer Merchandiser, Assistant

Robart L. Siler

Sales Manager, Sales Manager, Divi-
sion Manager, Director of Marketing,
and Vice President of Marketing, He
was promoted to Group Vice Presi-
dent, Sales and Marketing in 1971
and also held the positions of Execu-
tive President, Midwest, and Execu-
tive Viee President, Marketing, In
1977 he was named Excutive Vice
President and General Manager, Chi-
cagoland.

Glann  Maesiman

Kansas Grocer

Glenn Mealman grew up in Kansas
City and attended school in the Kan-
sas City, Kansas arca. He then gradu-
ated from Emporin State Univer-
sity and attended Harvard Business
School, He has hield various jobs with-
in the Fleming Company. He Is cur-
rently Executive Vice President-Mar-
keting, and a Corporate Vice Presi-
dent of Fleming Companies, Inc, In
this capacity, Glenn is the senior op-
erating officer at the Topeka Stall Of-
fice and has responsibility for all mar-
keting activities of Fleming Foods.
This includes planning and marketing
research functions, as well as mer-
chandising activities and retailer serv-
ices.

Also Speaking

Julius A. Perozzi, Marketing Spe-
cialist, Selling Arcas-Marketing, Inc.
(SAMI), Chicago was raised in the
shadow of D'Amico Macaroni Com-
pany in Steger, He gradunted from
the University of Notre Dame with a
B.S. degree in Marketing,

He was formerly with Perk Foods
Division of the Ligget Group. He has
been with SAMI for five years,
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IF YOU CHECK
THE VALUE OF
YOUR MONEY

YOU'LL FIND

IT COSTS LESS

TO BUY FROM , S=doe
DEMACO, U.S. A.| "N

-Fm's right! You get more for your money from Demaco, U.S.A., which
means Better Quality, Better Service, Lower Cost,

Let Demaco show you how to increase production and reduce do. ntime. A ‘ ¢ NNV G
Contact us now. \ <! B

Automatic Long Goods
Continuous Line

Automatic Spaghetti
Canning [Machine

-

Write, wire, cable or phone for complete details —

Manufactured in
AMERICA by

Directly Extruded Noodles Being

2-Headed, Single Screw

280 Wallabout Street, Brooklyn, N.Y. 11206, U.S.A. — Telephone: (212) 963- 6000 Pre-mixer and Mixer
TWX — 710-584-2449 Cable: DEMACOMAC NEW YORK Short Cut Press Cut Using Rectangular Die
L
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Eating Habits Force Marketing Changes

by Leo J. Shapiro and Dwight Bohmbach in Advertising Age

It seems hard to believe today, but
as recently as 1940, the averape
American family ate at least two
meals a day as a group, around the
same table, Mother spent four to six
hours a day yetting ready to feed
them,

Until World War II, we were still
essentinlly a food producing society,
one which spent a major part of its
effort and time in feeding itself. Just
one generation later, that's all been
changed. Instead of the traditional
three square meals, we have as many
as 20 “food contacts” a day—and
spend as little as 20 minutes eating
together.

Cultural Revolution

What's happening to food in Amer-
ica is a cultural revolution, with pro-
found reverberations in marketing
and advertising. |

Back when we were a nation of
food producers, cooking was largely
done at home from “scratch.” People
ate breakfast. Some workers and
school children still came home for
lunch. And dinner time was family
together time. Mother did the cooking.
And advertising was heavily service
oriented. A recipe in the ad guaran-
teed high readership.

The 1850s were years of innovation.
An expanding economy encouraged
change in the family kitchen. We saw
a proliferation of new time-savin
food products and appliances. Ad-
vertising taught us what they could
do for vs.

The 1080s saw America transformed
from a nation of food producers to
one of food buyers. Supermarkets
sprang up like dandellons, The family
food emphasis was on food shopping.
And advertising helped us choose be-
tween brands, featuring “point of
difference.”

The 1870s has been another decade
of innovation and change. We've
gone through violent cconomic stress
and the abrupt shakeout of some
major supermarkets ond chains; but
the biggest mover and shaker of all
has been the revolution in woman's
role.

In 1060, only about four in ten
women in the 25-to-54 age group
were working; by 1678, six In ten.

Since the majority of women in that
age group had children at home, the
impact on American eating habits has
been liistorie,

Advertising Shift

Food advertising has shifted from
traditional  support of established
brands to heavy emphasis on finished
foods and eating places. Food adver-
tising expenditures almost doubled in
the decade with the highest increase
coming in advertising for away-from-
home eating. The No. 7 food adver-
tiser is now McDonald's,

In one generation, we have gone
from a traditional food producing
society to a food grazing society—one
where we eat wherever we happen to
be. We spend about 35¢ of each food
dollar away from home. Most of this
is spent in restaurants and cafete: ias
(60%) or fast-food places (25%). but
the sheer multiplicity of eating places
Americans find today is amazing,

Increased family income is one
factor. The more income, the more
people are apt to eat out. Highest
income families spend over one-third
of their total food budget on away-
from-home cating. Lowest income
families spend only about one-sixth.

Smaller, younger houscholds: Post-
war babies, brought up among con-
venience foods and fast foods, now
head 7,500,000 of the nation’s 75,000,
000 households, This group tends to
buy with more regard to what it wants
than to cost, and buys its food the
day it's eaten. It's also a group that
doesn't want to spend more than half
an hour on the average in preparing
a meal. Not surprisingly, this is the
segment of the population most in-
clined to cat out.

Teen agers: Seven out of ten teens
reported having had one or more soft
drinks in the prior 24 hours, with
roughly one in four of those drinks

taken away from home. Only one in"

six teen agers reported drinking coflee
in the prior 24 hours, but half the cups
they drank were taken away from
home.

Family mobility: Father goes to
work. Chances are mother also goes
to work. (And where the wife works,
families average 7.4 meals out a
week, versus 6.8 when the wife {s

not working.) Children go to scho

or work, Little wonder that we now
eat about one in five of our meals
away from home, Meal by meal, the
old family table “togetherness” has
been nibbled away,

The disappearing breakfast: Even
back in the “Walton Family” days of
the 18305, there were early signs of
impatience with the traditional family
breakfast. First came ready-to-eat
cereals, pancake and biscuit” mixes,
Later came refrigerator biscuits, pan-
cakes, waflles nnﬁ breakfast rolls, And
most recently, breakfast bars, break-
fast drinks, toaster breakfasts and in-
stant eggs,

Even this didn't keep us together
at breakfast. About three out of four
families no longer eat breakfast to-
gether, Those who do spend only five
to 20 minutes in preparation. Adver-
tising for fast-food outlets turned to
breakfast and cven 7-Eleven stores
now invite you in for coffee and hot
rolls,

The lonely lunch: Adults who go
out to work are expected to eat lunch
away from home. But children are
also eating lunch out with increasing
frequency. Even preschoolers go off
to day school somewhere and cat out.

Government food assistance pro-
grams, which feed 2,800,000 children
breakfast, and 28,700,000 at schoo!
lunch, have helped to accelerate thi-
Older children eat in a surprisiy
number of places, including conve:
ence stores which carry sandwich
and other prepared ready-to-c
foods.

Convenience stores: As they mu!
plySand substantial portions of !
population find two or more sto
easy to get to, some of the ex
volume needed to support these e
stores comes from increased utili
tion by teen agers which, in turn,
pends an use of snacks, beverages i |
other ready-to-eat foods.

' The extended family dinner: Din: r
at home happens as seldom as thi.e
times a week in families today, and is
apt to be over in 20 minutes. Even
the traditional picture of apron.d
Mom feeding her tired and hungry
crew around the dinner talile is rap-
idly becoming a tintype. Nowadays

THE MACARONI JOURNAL

3% of the husbands shop for gro-
vories, and 24% cook. That aproned
figure may be Dad's.

In fact, a 1878 survey of who does
the chores at home in households with
corking and nonworkiu%‘wl\'cs found
nat 15% of the meals where the wife
vorks are prepared by someone else
in the fnmlr . As for “sharing” during
this period of family togetherness, a
1976 Roper Poll found that 32% of
Americans usually watch television
during the evening meal,

Even on weekends, with no school
or work to take people away from
home, Foote, Cone & Belding surveys
find the family meal on its way to
extinction, In two separate surveys
taker: in summer and fall, 1977, it was
found that families only got together
for half of their meals on weekends.

The most obvious gainers from all
this are restaurants and fast-food out-
lets. During 1978, consumers have
spent at the annual rate of $53 billion
in eating out; $17 billion in fast-food
places. Growing at a compound an-
nual rate of over 10%, fast foods look
to have an eventual 50% to 80% share
of the entire purchased meal indus-
try.

Advertising plays an essential 10le
in the burgeoning growth, Both fast-
food advertisers and their agencles
are aware of the deep-seated need for
“togetherness” that remains, though
families are eating less and less at
home.

Ten or 20 years ago, the average

[cDonald’s outlet gave you ham-

irgers and malts ﬂmf sent you quick-

on your way to eat elsewhere, To-

v most McDonald’s outlets have

ting for at least 100 diners. Adver-

g for fast-food outlets has con-

rated hundreds of millions of dol-

i on selling the idea of family din-
it at the local fast-food outlet.

Fast Food Influence
itritionists call fast-food restau-
tw . the single most important in-
flu ce on the American diet today.
Its  claim hard to deny. During years
of ticir greatest growth, foods fea-
turcd in fast eaterles have had an
tnoinous increase in consumption,
Consider these national per capita in-
ereases between 1950 and 1076:
® Ice milk grew from 1.2 lbs, per
capita nationally in 1950 to 7.4 Ibs,
in 1978,

® Frozen potatoes (the kind used
IaNuary, 1979

in french fries) grew from 6.6 lbs. per
capita to 38.8.

® Chicken soared from 27.8 Ibs. per
capita to 43.3.

® Heef went from 643 Ibs. per
capita to 95.4.

® Hard cheese (pizza-style) went
from 83 lbs, per capita to 159,

® Pickles went from 4.5 Ibs per
capita to 8.4 bs,

® Soft drink consumption went
from 162 8-0z. servings in 1060 to an
astonishing 493 per capita in 1976,

Reverberations

But there are reverberations from
America’s changing eating habits that
go even deeper. The giving, prepara-
tion and sharing of food is one of the
most basic human relationships.

We are changing human family
patterns  which may  have existed
among our individual forefathers for
centuries. A nation of many ethnic
origins, with an immense residue of
ethnic and religious attitudes about
food. is being nutritionally homog-
enized by burger. fry, chip, bucket
and bun, in a single generation,

Take the tradition of the mother,
for example: While some nutritionists
consider  fast-food  restaurants  the
greatest influence on American food
habits, the 1977 edition of one basic
text on human nutrition puts it this
way: “No influence unon food habits
is greater than that existing within the
home. The mother esnecially sets the
pattern for the food habits that will be
developed by the children, for she is
the one who plans the meals, pur-
chases the food, prenares it and serves

role model,” showing how to nourish

future families,

Some of these old food sharing rela-
tionshins are still showing up in al-
tered forms. Even the three-martini
lunch, celebrated between business
men or bureaucrats on a business day,
is a latter-day version of good old-
fashloned “breakine of bread™ und
sharing of food, And there are others:

Ceremonial cooking:  Millions of
Americans are now into gourmet cook-
ing, wine tasting and the accumulation
of sophisticated (and expensive) im-
plements for creating elegant meals
at home.

Consider the rise of the food pro-
cessor, a precision kitchen counter
device that does everything a paring

it." Also in her role, she serves as a :

knife can do quicker and more ele-
gantly, and may cost as much as $300.
In a 1977 national survey, we found
76% of American women were aware
of the processor, 6% already owned
one and 33% were considering buying
one in the coming year.

Cookbooks umF homemaking mag-
azines are flourishing. And shops that
sell the accoutrements and ingredients
for fine home cooking are doing very
well indeed: In Chicago, the six Crate
& Barrel stores, which sell clegant
and functional products for preparing
and handling food with style, are
known to nearly half (48%) of the
households; one in three consumers
has actually visited one of the stores,

Ethnic eating: This is probably
bigger now than it has ever been in
Ameriea,  with  Italian, Chinese,
Kosher-style and Mexican  foods
served in from one-fourth to two-
thirds of Ameriean homes.

Annual sales of packaged Japanese
foods in America are now estimated
at over 380,000,000 a year, and going
up. And yogurt (once delivered in
leather saddle bags by camel only in
the Mid-East) is now caten by Amer-
fcans at the rate of 450,000,000 lhs. a
year. Major marketers spend nearly
$8,000,000 a year advertising it.

All these adventures with various
ethnic foods help to satisfy the desire
for really traditional dishes, both at
home and in restaurants and fast-food
outlets, They also provide a very solid
profit base for members of the food
industry, since most ethnic food spe-
cialities consist of highly p-ocessed.
low-cost ingredients, delivering high
profit. :

lleullh' Concerns

Eating as a sciende: “Changes in
Jeating habits in the last century have
resulted in o wave of malnutrition
among Americans that has created as
critical a public health coneern as any
now before us," nccording to the
Senate select committee on nutrition
and human needs. What the Senate
discovered in 1977 had already been
a widespread concern nmong con-
sumers for several years.

Five years ago, the Gallup Poll
found 468% of Americans saying that
they were overweight; 0%  were
cither dieting or exercising or both to
get their weight down. But consumers’
concern goes beyond welght. The
farther we get from the original food

(Continued on page 11)
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This hydraulic press is used to straighten dies — new
dies as well as dies that are returned to us for repair and

reconditioning — at intervals of from 3 to 6 months.

A regular schedule of die maintenance will result in

trouble-free operation and maximum production output.

Call us now for prompt dependable service.

i

Phone: (212) 499-3555

D. MALDARI & SONS, INC.

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

=
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America’s Largest Macarcni Die Makers Since 1903 - With Management Continuously Retained In Same Family

:
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in our daily diet, the less we can con-
trol what we eat, The conswmers are
trying,

In our exploratory survey of the
ole that consumer concern  with
wealth plays in eating, we found over
allf of the 400 men and women inter-
iewed saying that they are avoiding
-ome foods that they like beeause they
consider  them  “bad  for  health.”
They're avoiding (in order of mention)

candy, sweets (generally), cakes, pota-
to chips, meats, ice cream, pastries
and sweetened cereals,

About half the people who are
avoiding certain foods tell us they
“didn’t always feel this way.” \What
changed their feelings toward food?
The answers we hear most often (in
order of frequency) are “gained
weight,” “illness,” “became aware of
nutrition™ and “doctor recommended.”

Not only are people cutting foods
out of their diet for health reasons;

they are also putting some in—even
foods they don't ordinarily like,
Twenty per cent report eating some
foods they don't really like, simply
because they believe the foods are
good for them. The foods mentioned
most often in this eategory are fresh
vegetables generally, carrots specific-
ally, with liver, yogurt and broccoli
alva mentioned,

wsked, “Is there anything you de
ib ut foods to help maintain health?”
X of American adults said, “Yes,”

“'hat are they doing about [t?
B iling instead of frying foods™;
‘W I rounded diet”; “eat no fried
foc " “fresh  vegetables™  “cook
me  thoroughly.”

Microwave Ovens

crowave ovens hay have hit a
n with puhlic concern about
Wl er or not they emit harmful
ti tion. But the microwave oven is
w va whose time has come at ex-
a0 the right time. With 60% of
% en working, the device is perfect

wrried cooks with little time to
¢ linner,

v ath sales of carryout foods falling
vl somewhat, the microwave oven
Pvides a natural tool to revive pur-
chises of oven-ready foods from hoth
restaurants and supermarkets,

One innovative, new fast-food out-
let, Caf Casino, is a chain of elegant
French cafeterins where you can buy
4 complete French meal, Including
wine, and dine; then stop on the way

s b i L dofe ) s At

out to pick up a selection of the same
oven-ready foods, frozen and ready
for your microwave oven at home,
Microwave ovens are now in over
9% of American kitchens, according
to our 1978 national survey. Twenty-
six per cent of all women now con-
sider getting one in the nest five years,
Advertising and innovative marketing
of packaged foods for microwave
finishing at home can find an immense
market in deluxe microwave foods,
Pillshury is testing such items at
gourmet type prices in Florida, and
Green Giant has anmounced a joint
cffort with Amana to develop and
murket microwave-ready foods,

Changing Roles

While consumers are changing their
choices and sources of food, great
changes have also been taking place
within the food industry, Companies
that got their start as processors of
ingredient foods  have  increasingly
diversified product lines, and are now
moving out of foods into other lines
that offer more profit with less prob-
lems.

Retailers are moving into what used
to he the role of brand manufacturers,
And producers of food are increas-
ingly tuking food directly to consum.
ers,

During the past three decades,
there has been a continuing trend
toward diversification among leading
food processing companies in the
country. In 1950, 14 of the top 25 food
processors  ocenpled  five or fewer
grocery product areas; todey, 22 of
the 25 top companies are into from
six to 20 different food product areas.

By 1075, the top 200 U.S. food
processors were marketing over 6,00
different  consumer  praduets.  The
mare foad is changed from the time
it leaves the farm, the more processing
costs figure in the price. The less food
is in the product, the higher the profit
potential,

The major problem with marketing
products based largely on natural
foods has always been mature itself,
Crops, weather, transportation—all
are volatile, unpredictable elements
in the production and pricing of food
and food-bascid products,

Now, the trend among food pro-
cessing companies is not only toward
diversification within food products,
but diversification away from food as
a commodity. Seeing the diversity of

Pl A e i

Procter & Gamble and watching it
move massively into the marketing of
hospital supplies and pharmaceuticals
to support earnings’ growth efforts, it
is hard to recall that buried dee
within P&G's many rings of grnwtl:
there is a basie fats and oils husiness.

General Mills, which started as a
flour miller and marketer almost a
hndred years ago, now gets about
40% of its net income from 1estau-
rants, crafts, games, toys, fashions,
furniture and speeinl retail items,

As processors move away from the
sale of hranded ingredient foods, re-
tailers move in to A1l the consumer
need, and advertising budgets shift
from national brands to national re-
tail chains.

Generic Foods

We've seen a tremendons surge
toward generic  foods, developed,
marketed and advertised by retailers,
In only a handful of Midwest super-
markets  four years ago, penerics
spread to well over 1,000 U.S, super-
markets by early this year, and stiil
appeared to be just getting under way.

Our August, 1978, national poll
found 61% of American consumers
aware of generie foods, with 22% re-
porting they already have hought
some, and almost two in three con-
sumers (64%) saying they will prob-
ably buy generic products regularly,

Farmers, who have been getting
along for the past 30 yews on about
40¢ out of the consumer food dollar,
also see an opportunity for getting
more. National studies have shown
.-.‘hulllpvrx dissatisficd with quality in
fresh fruits and vegetables purchased
in food stores.

Farmers and  farm  organizations
have been increasingly aggressive
in ellorts to market directly to the
consumer; during 1977, nearly 60% of
American consumers bought fresh pro-
duce directly from the farm: Through
farm or roadside stands in the coun-
try (38%); a stand in town (21%);
pick- sour-own operations (17%); farm-
ers’ or city markets (16%); or off-truck
delivery in the consumers’ neighbor-
hoad (11%).

The farther we move away from
truditional cating patterns, the farther
we get from the food itself, We ean't
possibly know the condition, grade,
variety or growing conditions of in-
gredient foods that we cat today, We

(Continued on page 12)
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now cat more processed and syn-
thetic foods than we eat of the real
thing,

Advertising has replaced “pinching
the tomatoes” and hand selecting in
our choice of foods. A wood-cut illus-
tration of an old-fashioned kitchen on
u meat analog Smclmgc; “grandfather”
smacking his lips over a synthetic
lemonade; a tight closeup of ingredi-
cnts going into a hamburger on tv—
these symbols now tell us what to
expect from food someone else picked,
prepared and packaged for us. As
symbols replace reality, consumers
ask for control on the symbols them-
selves,

Consumers now look to the govern-
ment, retailers, food processors and
food producers for reassurance that
what they're about to eat is safe, and
{5 an honest value. Fifty-eight per cent
of all US. heads of houschold now
agree that “government regulation is
the hest way to insure safe products.”

The government has responded to
what it sees as consumer needs, and
will continue to do so in many ways,
including detailed ref,ulnlian of what
is printed on the label.

And for every change on the label,
there will be many changes in the ad-
vertising of the product. The fact that
foods labeled “low calorie” may no
longer contain more than 40 calories
per serving (for example) doesn't just
mean a change on the label—it may
involve completely repositioning the
product and finding a whole new
market,

Consumer Reassurance

How far will the consumers’ need
for reassurance take us toward total
control of all food products? Secre-
tary of Agriculture Bob Dergland, and
assistant secretary for consumer affairs
Carol Foreman, want to take govern-
ment control all the way to the point
where farm programs are “gradually
adjusted to relate them more closely
to the nation’s food and nutrition
needs.”

Hearings are now being held across
the country asking consumers what
they want on their food labels. One
(question asks, “Should raw commodi-
ties as well as all processed foods he
required by law to carry full nutrition
labels?” We may find ourselves label-
ing leaf lettuce and watercress with
full nutritional information.

In one survey among Illinols con-
sumers, we found 71% read the labels
on food as they shop. Thirty-five per
cent read labels on most or all foods.
Forty-three per cent say labeling in-
formation helps them decide what
brand to buy.

Consumers also want food retailers
to help them. Although some 29%
called the job retailers are doing “very
good,” they'd like to see them carry a
“better quality of merchandise,” “offer
more organic foods™ and “have thelr
own meat inspection to check after
government inspection checks.”

The Mix Will Change

In the midst of all this change, con-
sumers go on cating, And the food
industry will go on provldinﬁ their
needs, while looking for the highest
possible profit. That won't change. But
the mix will certainly continue to
change in years nhead.

Advertising of basic ingredient
foods for the home will continue its
shift away from food processors to the
retailer and grower. Advertising of
food ready-to-eat will continue to shift
to restaurants, fast-food outlets and
food processors who package it in
individual and small household serv-
ings.

The kind of products we'll be pro-
moting will certainly include a grow-
ing amount of retailer promoted basic
ingredient foods; but will also include
highly processed, premium-priced
brand name foods for microwave and
conventional finishing at home, spe-
clal diet foeds and new products.

A parallel challenge for packaged
food manufacturers and their agencies
is to market foods that rival restau-
rant cuisine in flavor, quality, appeal
and convenience.

And, as the major food advertisers
of todny tumn increasingly toward the
marketing of processed and fabricated
food products sold ns meals, snacks
and ready-to-serve dishes, the chain
retailers and food growers will pick
up the challenge of advertising staple,
ingredient foods and fresh, minimally
processed foods,

The appeals and promises of future
food ndvertising will cerluinly go as
far as possible toward promising con-
sumers nutrition and quality.

In a world where even mother's
milk is apt to be highly contaminated,
everything will be suspect. The job

of ndvertising the food products of the
future will be enormous, and of enor-
mous value, both to advertisers and to
consumers.

A Changing Industry:

Pasta Competition Grows

Larry Edwards writes in Advertis-
ing Age that the nature of the pasta
business is going to change with the
agreement of Borden, Inc. to aequire
the Creamette Co., Hershey to ncquire
Skinner, the acquisition of American
Beauty Macaroni Co. by Pillsbury,
and the C. F. Mueller Co. by Fore-
most-McKesson. Mueller has since
taken over D’Amico Macaroni Co. and
is entoring the Midwestern market.

This move is being supported by a
heavy t.v. schedule. Mueller has said
it will spend at the national rate of
$11 million in the key Chicago mar-
ket alone. Coupon-bearing newspaper
ads and free-standing Sunday news-
paper inserts, cross couponing, and
tie-in radio spots will also be used,

Out of Needham, Harper & Steers,
New York, Mueller's t.v, commercials
feature Eileen Ford (of the modelin
nﬁzncy benrlns her name) and tal
about the product as par: of a bal-
anced diet, as a source of caloric
energy ond stress that Mucller’s spa-
ghetti hus “fewer calories than steak
. « » ounce for ounce,”

Mueller's has gone so far as to say
it will spread 73 percent of all adver-
ticing dollars in the pasta category in
1078 and 1970, Other marketers may
not agree with that claim, but behind
it les the fact that the category gets
relatively little consumer advertising.
Traditionally, spending is up front—
trade support, promotion,

Ticket Margin Business

Joseph A. Urda, vice president for
marketing for Mueller'’s says, “It's o
tight margin business, and it's difficult
to justify ruch expen litures, But we've
devoted our energles toward a con-
sumer franchise, more so than most.”

John Westerberg, vice president
marketing and sales at Creamette,
notes that his company has “spent a
good chunk of dough” In twv. and
national mag.~ines, via Martin-
Williams, “Becausv of our distribution,
we do alot of tie-ins with othes manu-

(Continued on page 14)
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" he sign of success.

It's as easy as pulling a rabbit out of a hat
when you start with quality durum
products from the North Dakota Mill.
We're located in the heart of the famous
durum country. Our modern milling
facilities produce Durakota No. |
Semolina, Perfecto Durum Granular and
Excello Fancy Durum Patent Fiour. Our
specialists will help you select the durum
product you need for the finest pasta

products, It's the magic touch you need
for success.

the durum people

NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
Phone (701) 772-4841
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Competition Grows

(Continued from page 12)
facturers,” he said: the tactic has been
successful for them. Mr. Westerberg
looks forward to the possibilities as o
member of the Borden products
family.

He agreed that the industry will see
increased advertising, “It's (the acqui-
sition) going to be good for advertis-
ing, “Mr, Westerberg said, because all
“will be spending more.”

Pillsbury is reported to be preparing
a new ad effort for American Beauty,
The company initially assigned the
account to Leo Burnett USA, but has
since shifted its business to W, B,
Doner and Co., Southfield, Michigan,
Daner, which handles other Pillshury
brands, is noted for its strength in
retail advertising (it has a retail
division handling many supermarket
chains). That agency reassignment
could yueun Pillsbury is eyeing a mix
hetween the pasta category's historical
:puiilh” and consumer advertising
pull.”

Oriental Noodle Market

Heats Up
From Advertising Age

Oriental-style noodles have opened
up a new national market for Instant
noodle and soup-based products that
supermarkets are beginning to look
at as a way to recover some of the
business they've been losing to the
fast-food chains,

In less than six years the category

Durum Mill Grind

from U.S. Department of Commerce

Semo- % Buash- %

lina Up- els of Up.
1978 cwits, Down Durum Down
Jan, 1.506 2.6 3,454 43
Feb, 1460 — 314 3285 — 798
Mar, 1476 — 96 3,326 —109
Apr. 993 —123 2,237 —16.5
May 1,127 0 2,591 — 25
June 1,028 —17.5 2,362 —15.1
July 961 —16,3 2,225 —14.5
Aug, 1,483 28 3,352 0
1977
Jan, 1,466 122 3,278 1
Feb, 1.511 4.0 3,548 6.90
Mar, 1.632 158 3,730 14.8
Apr. 1,131 6.4 2,679 10.2
May 1,125 59 2,657 44
June 1,245 8.9 2,781 17
July 1.147 9.9 2,601 6.6
Aug. 1442 8BS 3347 S0
Sepl. 1453 — 30 3,406 34
Oct. 1,431 37 3314 97
Nov, 1,349 — 1.1 3,174 4.6
Dec, 1,427 9.4 3214 10,1
14

Macaroni Dollar Volume Up in 1977

THE 31st ANNUAL CONSUMER ITURES
STUDY OF GROCERY PRODUCTS
From the September, 1978 lasme of ngaxi
The Followiag Statistics Are Given for Macarons Produrty. (o e in Thou
Value of Amoust '
Total et In %of % T&w.
Nomestic Total 'to Total' From 1.
1977 Coasumption Stores Store C Year
Spagheiu $345,550 $272,680 18 79 8.1
acaroni 274,090 190,290 13 69 71
Noodles 202,290 144,630 10 71 49
TOTAL $821,930 $607,600 41 74 70
16 o = -
m $331,620 $261,690 .19 7
acaroni 265,850 184,570 14 & &
Noodles 198,710 142,070 NT) 7 49
,JOTAL $796,180 $588,330 4 74 65
Spagheu $308,770 $242,080 19 78 8.4
acaronl 249,620 172330 n 69 72
Noodles 199,430 135,430 a1 68 $3
o TOTAL $747,820 $549,840 a3 74 58
Spaghetti $284,840 $223,320 a1
Masatoni 232,850 61,210 NH & i
Noodles 189,390 128,860 a1 68 87
s TOTAL $526,480 $382,120 a1 7] 83
Spaghetti $256,150 $197,630 19
acaroni 214,410 47,900 14 ;; %f;
Noodles 174,230 17,900 a1 68 26.
s TOTAL $707,080 $513,390 a4 i) 9.7
R,lg‘E $332,010 $276,090 19 83 —6.1
RICE $352,450 $293,090 21 B —57
RICE $373,750 $312,130 24 84 =1

has gone from zero to an estimated
$200,000,000 plus in sales,

What started as a simple instant
noodle dish with mild spice flavoring
has grown and branched out so rap-
idly that marketers are no longer quite
sure how to identify the competition.
Is it limited to other add-hot-water-
and-eat-items? Or s it everything in
the soup aisle?

Recent maves by major food makers
indicate the arena won't be limited to
uick-cooking noodles but will in.
clude any single-servin soup or
asta-based convenience dish that cap
he heated and ready-to-eat in three to
five minutes,

General Mills is out with a Mug-o-
Lunch line of noodles and spaghetti
under its Betty Crocker label, and
Nestle is testing a quick-lunch item.

Campbell has to be counted with jts
single-strength (no  water required)
soups in 6-0z. cans. Lipton has a Lite

(Conlinued on page 15)
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al Noodle Market

Continued from page 14)

ntry, and sources in the field

Kraft and others are at work

ir items.

Jriental originators of the
atego  aren’t standing still. Nissin
foods, Gardena, CA, estimated to
have 8- percent of the market for cups
ad ‘illow”  packs, has nearly
doubled its ad c::l'»endimre to $9 mil-
lion this year and has just started its
frst network tv campaign—for Cup
O'Noodles via Dentsu, Los Angeles.

No. 2 Maruchan has tentative plans
to begin tv use for its Instant Lunch
Iineb,eﬁundled by Daily & Assocliates.
Go-shead 'for increased advertising
which now include women's maga-
zines and outdoors in major markets,
awaits arrival’ of new management
being assigned by Maruchan in Japan.

Sanwa's main plant in Los Angeles
was serlously damaged by a fire re-
cently, but it expects to have its lines
of Ramen Pride, Suddenly Spachetti,
and Spaghetti-to-Go back in full pro-
duction iy the end of the year when
its ad budget is expected to be
boosted to $3 million from $2 million
this year,

The company now uses newspapers
and magazines nnd is examining other
media, but has no plans for heavy tv
use, L. Norman Howe & Associates
has been Sanwa's agency.

Added to the spiced up activities of
these competitors is the expected ar-
rival here within the next few months
of Japan's Sanyo Sapporo Co., which

A bas an cstimated 70 percent of the
pillow-- 1ck ramen market in Japan.

QOrien

Lunch
bellev
on sim

The

* ipermarket Acceptance

Step «d-up brand competition is no
proble  to supermarkets who know
their | ;zest competitor is fast food
served p by the eat-out chains.

Fro the supermarket industry's
point  view, anything that can be
prepar | quickly and painlessly and

N tillta : good is a way to fight back.

Asa sult, the instant Tunch-type
produs « are getting special attention
udin- ore positioning,

Vou' is starting instant foods sec-
tions 1,y fts West Coast stores, and
AKP i sald to be considering chain-
wide special instant sections follow-
ing a tryout in New York City.

_The category began with introduc-
on  of " quick-cooking flavored
fmen” noodle products by Nissin

Iiuary, 1979

Foods in Southern California in the
early 1970's, The Japanese company
brought out the products in its home-
land in the 1950's,

The first Japanese food producer to
serfously mnrll:et a product line in the
US. made an immediate hit on the
West Coast with its Top Ramen in-
stant noodles line and began expand-
ing toward national distribution. By
1975, it had completed that rollout
and was introducing Cup O'Noodles
natfonally.

It later added Oodles of Noodles,
handled by Hall & Levine and a sub-
ject of increased support platmh\#.

Nissin was followed into the field
by Maruchan of Japan and Sanwa
(formed by Japanese and Vietnamese
refugee business men). Both are also
based in the Los Angeles area. Legend
Packing and Smack Foods are two
other locally based Oriental-backed
companies that followed with ramen
and other instant noodle entries.

Mujors Toke Note

Major food companies began to
take note early but are just now roll-
ing into the market, which analysts
are saying has just had its surface
scratched,

The Oriental instant noodle people
view the larger soup market including
Lipton's Cup-A-Soup and Nestle's
Souptime, as competition in a broad
sense.

One explained that there are im-
portant  differences—primarily that
these items have to be taken home or
put in a pot to cook while the Orien-
tal-style dishes require only hot water
and a three-minute wait while they
cook in their own container.

Hy Freedman, Sanwa’s marketing
director, sald the field will continue
to grow because of a continuing trend
toward convenience foods and also
the increased number of women in the
work force. “With our products you
can have lunch in a short time, in-
expensively (most of the products are
in the 79¢ range) and have time to
go shopping on your lunch hour,”

Lipton Ads

Three Lipton products are boosted
in four-color ads in Family Circle
magazine:  Lite - Lunch — noodles
cooked in seven different sensoned
sauces; “souped up vegetables” using
Lipton's dehydrated soups; and Cup-

a-Soup to which boiling water is
added. A 15¢ coupon is part of the ad.

Maruchan Advertising Drive

Maruchan, Inc, is launching a major
consumer ad effort in the fall and
winter period, to include national
magazines, outdoor advertising in key
markets and national television 1.D.
commercials,

Maruchan products to be featured
include  Instant Lunch, Ramen
Supreme, and a new product—Soup
N’ Noodles.

These products are not “noodles” as
defined [:y the Food & Drug Act
standards of {dentity but are “Oriental
noodles” and should be labeled so,

The new product, Soup N’ Noodles,
is described by Maruchan as more of
a soup than the noodle-packed Instant
Lunch, containing more broth and
smaller noodles—"“the perfect com-
panion for a sandwich.” It does not
contain the 55% egg solids required
for egg noodles in the Standards of
Identity.

Mug-O-Lunch

General Mills is nationally introduc-
ing Betty Crocker Mug-O-Lunch—
“Hearty hot dishes you make in a
mug.”

The new product is aimed at solving
the “lunch crunch” caused by today's
busy life styles, where family members
often just can't take the time to sit
down and eat a full meal. Mug-O-
Lunch offers favorites that “practically
make themselves right before your
eyes.”

An introductory full-page, full-color
ad in December 15 Family Circle
shows how Mug-O-Lunch can make
a quick favorite lunchtime dish in
threc easy steps. The ad will be ac-
companied by a 7¢ “pop-up coupon.

All three varicties of Mug-O-Lunch
—Spaghetti, Macaroni & Cheese, and
Beef Flavored Noodles & Gravy—
are made in a mug in just five minutes
by adding bolling water to the mix,
One package mokes two individual
T-0z. servings, The product will he
found in the instant soup section of
the grocery store.

Prime time, daytime and fringe
television commercials, as well as
magazine and newspaper ads, are
supporting the national introduction
of Mug-O-Lunch.
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This Is Soup?

The cover of Consumer Reports
magazine for November, 1878, pic-
tures u woman drinking a cup of soup
with the caption “This is Chicken
Soup?” In the publication {s an article
entitled “Dried Soup Mixes (This is
Soup?)” It starts out: “Consider home-
made chicken soup. It contains
chicken, vegetables, and rice or
noodles, As the soup cooks, flavors
and nutrients from t{:ose ingredients
are released into the broth, The soup
tastes good. And while it won't cure
a cold or anything else, it is an ideal
fluid replacement when you are sick.”

“Now consider the dehydrated
soups tested for this report. Judging
by their labels, the soups’ vitamin
content is practically nil. A principal
seasoning is salt which most Ameri-
cans need less of, not more of. The
soup’s flavor, which wasn't especially
good, was usually helped along with
generous doses of monosodium gluta-
mate (MSG), a chemical compound
that contains sodium and causes un-
pleasant symptoms in some people.
And there is evidence that some dry
sougs are manufactured with less than
tender, loving care.”

“he article goes on to disparage the
extensive use of additives and to com-

lain about flies in the soup—insect

ragments were found in most of the
fastant soups.

The conclusion: “Dried soup mixes
don’t have much to recommend them.
Even the best of the tested soups
didn't taste like homemade soup. Most
were high in sodium and MSG, and
many of them contained mold and
filth. True, most of the tested soups
were low in calories. But most were
also low in nutrition. Only their pro-
tein content Is of any significance.”

Recommendations: “As an alterna-
tive to the dried soups, you might
heat up a canned soup . . . canned
soups in general should contain more
nutrients than dried soups. But, if the
three soups analyzed are any yard-
stick, canned soups (per manufac-
turers’ suggested portion) contain as
much sodium as the worst of the dried
soups and only a bit less MSG than
the run of the dried soups.”

“If you want nutritious soup that
tastes good, try making your own.”

“We calculated each soup’s cost per
serving using the serving size deslig-
nated by the manufacturer. Regular
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soups were usually cheaper. Most
cost from B¢-10¢ per serving; the in-
stants usually cost 14¢-15¢, Maruchan
instants, at 57¢ per serving, and the
Nissin instants at 58¢, give you about
2%4 times the soup for about three to
four times the price of the other in-
stants.” :

This Is Soup!

Homemade soups are appropriate
fare for a winter dinner Eut often,
because of the preparation time, cooks
shy away from such extravaganza, Not
50, with this shortcut recipe for mine-
strone,

It takes only 30 minutes to make
and is billed as a meal in a bowl. The
macaroni, plus lima beans and a gen-
erous sprinkle of Parmesan cheese are
the complementary proteins for this
dinner. And for an even cheesier
flavor, why not add a slice of Cheddar
or Jack cheese atop the steaming
broth?

Serve wuil quick bread or muffins,
still warmn from the oven, to complete
this meatless meal,

Lima Minestrone
¥4 cup onion, chopped
1 tablespoon butter or margarine
3 cans (13% ounces each)
chicken broth
¥% teaspoon salt
Y4 teaspoon Italian herb seasoning
Y4 teaspoon basil, crumbled
1 package (10 ounces) frozen
chopped spinach
1 package (10 ounces) frozen
aby lima beans
Y cup uncooked macaroni
1 can (1 pound) tomatoes
Parmesan cheese
Saute onfon lightly in butter, Add
broth, salt, Italian herb seasoning and
basil. Heat to boiling. Add spinach
and limas, and heat until vegetables
can be broken up. Add macaroni, and
simmer 10 minutes, Add tomatoes,
breaking up lnr%er pleces, and heat
through. Sprinkle generously with
Parmesan cheese. Serves 5 to 6 or
makes 8% cups soup,

Delicious Delights
From the United States Durum

T E T T ey Y

Growers Association come + .o 4.
licious recipes.

Dakota Spaghetti Beef Sauc
1% lbs, hamburger, browne htly

6 large onions, chopped

3 or 4 buds garlic, clgcfp e e

1 or 2 tsp, hﬁmsco sauce

2 cans tomato paste

1 1-Ib can tomatoes

2 cups tomato sauce

1 tsp salt

1 tsp oregano

1 tsp sweet basil

Y cup butter

Combine all ingredients, simmer
over very low heat 4 hours. Sere
over hot, lTong spaghetti, Serves 810,

Icy Dakota Macaroni Salad Dessert

4 ounces (uncooked) macaroni rings

1 pkg. lemon pudding

1 cup whipping cream

2 cups minature marshmellows
1% cups crushed pineapple, drained

Any other fruit desired.

Cook macaroni rings, rinse with
cold water, drain, chill. Cook pudding
as directed except use the whole ege.
Cool. Whip the cream and add tn
pudding, macaroni rings and fruit
Served chilled. Serves 8-10.

Dakota Wrangler Macaroni Salad
8 ounces (uncooked)
your favorite macaroni

¥4 cup diced celery

3 hard cooked eggs, choppud

8 Thsp. chopped pimento
¥ cup chopped spiced peachu

1 Ths, pickle relish

1 Thsp. sugar
14 tsp, salt

4 tsp. vinegar
Y4 cup mayonnalse

Cook macaroni as directed. linse
with cold water, Drain, chill. lom-
bine celery, eggs, pimento, | «ches
and pickle relish, Mix sugn salt
vinegar and mayonnaise, lend
thoroughly. Serves 4-6.

Pasta Primer leaflet containi: ¢ the
following: What is Pasta? How ¥
Pasta made? Why is Pasta Nulntiuu!‘-,
Can Calorie Counters Enjoy st
How to Shop for Pasta; How to stor®
Pastn; How to Cook Pasta; plus four
recipes. These leaflets sell for 5¢ each
shipped f.0.b, Palatine, Illinals.
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The Contemporary
Spaghem i m:: .......... ~
Factory: Jo

Loaded Carrier
- Walting Zone

Unloading Point Caser
Empty Carrier \::'I\Ialng /) /
=
/Pecker
P Waelghing Machine
J
71 J

Bulk Discharge

Uni-Carrier, the new automatic carls system, has been
developed by Fuji Electric Co. to sireamline your
spaghettl line. It makes conventional bucket conveyor
systems obsolete!

Fealures:
» Fully automatlic, trom raw material to packaged spaghetti.

s Completely hyglenic. No need for human hands ever
to touch the spaghetlti.

» Greatly Improves weighing accuracy. Straight and bent
odd pleces are transported and welqhed separately.
Can ge used with all welghing machines.

+ Production line and welghing machines can be setup
to maximize use of your plant’s space, Does not require
straight line as with conventlonal bucke! systems.

» Initial and operational costs lower than
conventional systems.

» Extremely easy maintenance. No complicated machinery.
vRall requires no lubrication.
s Provides improved working enviranment, Much quieter

than other systems.

Exclusiva U.S. Distributor: In ltaiy:
Nissho-lwal Ametican Corp, Nissho-lwal Iialls 8.P.A.
Geoneral Machinery Depl. Corso lalla 17, 20122
Rochkaleller Center Milano, llaly
1211 Avenue of the Americas Tel: 808401
New York, NY 10038 U.S.A, Telex: 31213

212/730-2249 (Mr, K. Kobayashi)
Telex: RCA 232641 / 233567,
ITT 420405, TWX 710-581-8252
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Hats, Small Moustaches
and Other Pastas

by Craig Claiborne in
The New York Times

In all food lore there is, to one
food historian’s mind, no single sub-
ject as all embracing in its vastness
and interest than the various forms
of pasta. Pasta, of course, takes into
account an almost endless array of
shapes and names—spaghetti (the
most basic and best-known world-
wide), macaroni, vermicelli, linguine,
lasagne, fettucine and so on, ad in-
finitum,

What many Americans seem un-
aware of is that the names of most
of these various forms of pasta have
absolute meanings——some of them
descriptive, some humorous and some

dantic. The very name “spaghetti,”
or example, is derived from the Ital-
fan word spago, which means simply
“string.”

Literal Meanings

Consider the following, some of
which will be better known than
others: cappelletti (little hats), con-
chiglie (conch shells), farfalle (butter-
flies), fettucine (small ribbons), lin-

uine (small tongues), manlcott
?small muff), mostaccioli (small m. us-
tache), rigatoni (large grooved) and
vermicelli (little worms),

One of the most amusing books
on pasta was printed more than 20
years ago, the creation of Giuseppe
Prezzolini and titled "Spaglhetti Din-
ner” (Abelard Schuman, New York,
1955).

Mr. Prezzolini does, indeed, take
his subject seriously (and adds that
the reason Americans have yet to
discover the total joys of the entire
romantic range of l}:nstn is that they
refuse to employ the various names
of pasta; instead they pull down, pro-
saically, a box of macaroni, No, 15,
and let it go at that). He declares
that the Italians have one type of
macaroni named “clover,” so called
because when the pasta slides from
the box into the water, it makes a
decided rustling sound, like dried
clover falling into the feeding bins
for animals.

Although macaroni Is considered
today to be an excellent, if ordinary
dish, commonly enjoyed in the homes
of the rich and poor alike, it did not
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have an easy time in finding wide-
spread popularity outside Italy.

Mr. Prezzolini writes that “after the
Restoration, England was flooded
with Italian fashions and customs,
Not all the English suddenly went
Italian, of course; only the high bom
who were accustomed to—and could
afford—the niceties of life, They
were the avant-garde of their day,
And they ate macaroni. That is, the
well-to-do Londoners did. So did the
Royal Family. But not the country
folk. The common man regarded
macaroni . . . with a faundiced eye.
Macaroni was an exotic dish.”

That, according to the author, ac-
counts for the folk song about “Yan-
kee Doodle” who “stuck a feather
in his cap and called it macaroni.”
Macaroni, in this case, meant exag-
gerated elegance,

A Jeffersonian Beginning

It is common knowledge, of course,
that Thomas Jefferson is credited with
popularizing, if not introducing, mac-
aroni and pasta products to America.
Jefferson was, Mr. Prezzolini notes,
“the first man to import Lombardy
poplars, Roman architecture, Tuscan
wine . . . into America. He was also
the first to import the spaghetti-
making machine,”

One of the many amusing anec-
dotes in the concerns the dining hab-
its of Enrico Caruso, the great tenor.

Caruso was from Naples and na-
turally was addicted to {:ls daily dish
of spaghetti. Like many Italian men,
he was proud of his reputation ns a
cook.

“At the Hotel York, Caruso went
into the kitchen to supervise person-
ally the preparation of spaghetti for
some friends, He made a sauce with
tomatoes, basil, parsley, red pepper
and olive oil in which the garlic had
been fried. He gold dusted the maca-
roni with Parmesan cheese and deco-
rated it with coins of fried zucchini
squash.”

The Neapolitan Way

The author acknowledges the well-
known fact that Naples, more than
any other place in Italy, is known
for its adoration of spaghetti. Nea-
politans are, in fact, called “maca-
roni eaters.” But, he adds, no one
has better described thelr voraclous
—and to my mind understandable—
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attitude for a plate of spagh

He quotes an excerpt fi g
Canon de Jorio, who wrote cen-
tury or so ago: “Macaroni - |,
caten in separate mouthfuls, one
cats any ulEer type of food, d g
Is the custom of eating at w. ‘bred
tables. But the Neopolitan’s « .cia).
ty is the ability to swallow 1 hole
platterful of macaroni in see: ingly
one, great uninterrupted gulp, I fact,
our celebrated macaroni eaters are
not those who eat the most, hut rath.
er, the greatest quantity at one time,
feeding the macaroni into  their
mouths with both hands so that there
is no interruption from the time the
macaroni enters the mouth and its
arrival in the stomach.”

That's not greed. That's enthusi.
asm. v

Buying Pasta

US.D.A. Home Economics Re
search Report No. 42, prepared by
the Science and Education Adminis-
tration, is a guide for calculuting
amounts to buy and comparing costs
in houschold quantities,

Sixteen ounces (454 grams) of un-
cooked elbow macaroni will yield
3% servings or measures per mar
ket unit; cooked it will yield 10 cups.
The amount-to-buy factor (nulti-
plied by the number of servings or
measures of the food needed) ix .29

Sixteen ounces (454 grams) of un-
cooked egg noodles, medium v idth
will yleld 12 cups; cooked 170 %
cups. Namrow width will yiel 10
cups; cooked 24% ¥ cups, Am mt-
to-buy factor is ,08.

Sixteen ounces (454 grams) o dry
spaghetti cooked will yield 7% ps.
Amount-to-buy factor .14,

Fifteen ounces of canned spa; etti
with tomato sauce and cheesc will
yield 134 cups. Amount-to-buy | tor
06

Fifteen and one-half ounc qf
canned spaghetti sauce will ylele 1%
cups. Amount-to-buy factor 0.50

Profit

“In husiness, the earning of | rofit
is something more than an incident
of success, It is an essential condition
of success. It {s an essential condition
of success because the continued al-
sence of profit spells failure,”

Justice Louis Brandvis
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Nutrition and Health: Today’s Front Page Stc y
by J. B. Cordaro, Food Group Manager,

Office of Technology Assessment, U.S. Congress

I am pleased to keynote the 1978
Newspaper Food Editors Confer-
ence,

I have longed to share my perspec-
tive with you on the forces that are
shaping our food, agriculture, and
nutrition activities,

No less an authority than Time
magazine has elevated food to the
pinnacle of our daily existence, Time's
December 19, 1977 issue states, “The
sexual revolution is passe, We have
gone from Pan to pots. The Great
American Love Affair is taking place
in the kitchen.

I guess we should now say—Make
lasagna, not love! And to prefer Child
and Beard to Masters and Johnson.

You must share my excitement, Our
area of interest and expertise—food
—Iis so universally revered. Thus I
do not feel the need to prove Time's
point. I assume the burden of this
conclusion and move to discuss three
{tems,

First, 1 have a news item. I will
release the results of OTA's assess-
ment “Nutrition Research Alterna-
tives.”

Second, I will tell you about the
congressional Office of Technology
Assessment and its food group activi-
ties. OTA exemplifies I.EE evolution
of a new decision-making process in
our soclety.

Third, I want you to know that
1 appreciate and respect the role
that food editors play. You com-
municate information on our food
supply, its safety, wholesomeness, and
nutritional quality. This helps us to
appreciate the effects that diet has
on our way and length of life.

OTA’s Nutrition Research
Altermatives

The principal finding of the OTA
report is that the Federal Govem-
ment has failed to adjust its em-
hasis of its human nutrition research
actlvities to deal with the changing
health problems of the people of the
United States.

For the past 50 years, our strategy
has tried to ensure an adequate in-
take of all essential nutrients for
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Americans, This has been successful,
Few serious nutritional deficiencies
are known in the U.S. However, this
strategy has been carrled out with
litle, concemn for or understanding
of the changing nature of foods, eat-
ing habits, and life-stylcs,

If the Federal Government con-
tinues its present preoccupation with
nutritional deficiency diseases, the
quality of life present and future
generations will be serlously affected
into the 21st century. This concerns
not iust you and me but also our
children and their children. We may

have inherited the earth, But now

we must be sure that we do not rob
future generations of the same op-
portunity.

OTA's report provides Congress
with information to make decislons
about how t:

1, Define human nutrition research
and better appreciate funding
needs,

2. Adiust the goals and priorities
of human nutrition research, and

8, Determine the personnel re-
source requirements to do the
research,

I believe that our human nutrition
research efforts must be reoriented.
Research must recognize the changes
that have occurred in our food sup-
ply and life-styles, It must also an-
ticipate future changes.

We need a comprehensive, well-
integrated human nutrition research
strategy to meet both existing and
projected  diet-related  problems,
OTA's seven clements suggest one
alternative for Congress to consider.
These elements are:

L. The role of diet in the preven-
tion of chronic disease and
obesity,

2. The role of nutrition in the treat-
ment of disease and the suppart
of therapy,

3. Nutrition education and con-
sumer education,

4. Requirements for essential nu-
trients,

5. Nutritional aspects of food sci-
ence and food safety,

6. Monitoring  nutritional . \tus,

and

7. Nutritlonal policy and mauage.

ment,

In view of public concern over the
food we cat, how we live, and their
relationships to sickness and death, it
is incredible to learn that there may
be as little as $50 million spent by the
Federal Government on mmnn nu-
trition research.

It is equally appalling to find that
this small sum is being applied to out.
dated priorities, that the 14 separate
agencies spending these funds lack a
consensus on the definition of human
nutrition research, and that nowhere
in the Federal Government are there
overall goals and priorities. This lack
of averall focus and poor coordination
explain how research duplication, turf
battles, and questionable utility of re.
search findings occur,

Nutrition along the lines developed
in OTA's seven-element strategy is
designed to determine if causal rela-
tionships can be established amont
the American diet, way of life, and
way of death, Implementation of re-
search results could improve the
health status of many Americans and
reduce the burden of our skyrach: ting
health care costs, Obtaining hetter
knowledge and conveying it t the
public could reduce or delay th in-
cidence of a number of maio ail
ments, especially five of the le. ‘ing
causes of death which are he' ved
to be diet-related: heart diseasc an-
cer. stroke, diahetes, and cirrthc  of
the liver,

We know that death trends ¢ be
modified. It is a fact that deaths ~om
the number one killer—heart di ase
—have dronped from 5.2 percc - of
the ponulation in 1068 to 4.8 ne cnt
in 1977, Likewise, there has also cen
a 22 percent drop in mortality “iom
strokes and related illnesses.

How much of this {s due to im-
proved medical care facilities and how
much is dne to life-stvle chances,
esneciallv diet modification, is not
known, Thus while we cannot nin-
noint the degree of importance of diet
and exereise, we do know it is an im-
portant factof,
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W1 e the scientists argue over the
dilfer wces between causative and
ssoc cive relationships, industry has
uaken extroordinary steps to better
ensmt  the health of its employees.
ndw y believes the surveys that
show .calthy people deal better with
stress lose less time from the job, and
are nre productive. Industry, which
bears + heavy part of our $180 hillion
health: care bill, has moved heyond
the traditional perks of physicals and
country club memberships for top
corporate officers. They are muking
resources available to reduce disease
and delay death. Today it is more
common for companies to provide
employees with access to nutrition
and health care clinles, to maintain
weight-watching programs, to provide
and encourage the use of exercise fa-
dlities, to encourage preventive health
aare, such as cancer and hypertension
screening, and to make available in-
formation on the caloric content of
their cafeterin foods.

If this has become important for
industry in order to be more produc-
tive, then, too, it should become im-
portant for socicty to appreciate and
enjoy a full, high-quality life.

Peaple are concerned about the
food they eat, its costs, and the effects
their diets have on their life. They
are frustrated by the Government's
inability to provide the information
they want. T believe that this failure
stems from the misdirection of our
nutrit m rescarch efforts. The need
toch ge the focus of our health con-
cerns s reflected in a “piece of new
wisd " by FDA Commissioner
Kear ly, He said:

T more we learn about what vari-
ab . affect population health, the
me - we are discovering that the
on  we thought were important—
nu oer of doctors, amount spent
on sedical care—are not very im-
po wmt compared with such para-
me s as how people live, what
the eat, and how they take care of
the aselves.

Th  US. appears backward for
fallin; to develop a national nutrition
Pﬂiit'_\. Norway has a nutionnldfo((lul/
nutrition policy which is grounded in
the lwllefpfhnt the dlctnr;’ pattern of
the Norwegian people is closely
linked to their country’s pattern of

th and disease.

Ivuary, 1979

Two documents from the now-
defunct Senate Select Committee on
Nutrition and Human Needs—"Guide-
lines for n National Nutrition Policy”
and “Dietary Goals for the United
States” suggest the institutional and
consumption framework for a US,
policy.

I believe that OTA's report may
serve as the link between these docu-
ments. Although we did not address
dictary goals per se, the results from
our comprehensive  research  plan
could forge the two into an overall
national food/nutrition policy.

Will there be a U.S, cffort similar
to Norway's to link diet goals with
food policy? Or are we convineed that
education is better than legislation?
How will our political process handle
trade-offs among the various agri-
business links of our food system? The
answer to these questions will affect
future generations.

OTA and Its Food Group

The Office of Technology Assess-
ment (OTA) is a new advisory arm of
the U.S. Congress, OTA’s basic func-
tion is to help legislators anticipate
and plan for the long-term consequen-
ces of technological applications and
to examine the many ways, expected
and unexpected, in which technology
affects people’s lives.

OTA's analyses explore the physi-
cal, biological, economic, social, and
political impacts that can result from
application of scientific knowledge.
OTA provides Congress with inde-
pendent and timely information about
the potential beneficial and harmful
effects of technological applications.
OTA presents evenhanded, authorita-
tive, comprehensive pulicy analyses
und options to Congress, leaving de-
cisions to the elected Members,

OTA consists of a unigue bipartisan
congressional Board, which formulates
and promulgates the policies of the
Oflice, and a Director, who carries out
such policies and administers the day-
to-day operations. The Board is us-
sisted by un Advisory Council of ten
private citizens, the Comptroller Gen-
eral of the United States, and the
Director of the Congressional Re-
search Service of the Library of Con-
fress.

OTA’s program runs on  two
tracks—one to serve carcfully selected
near-term needs of congressional com-

mittees, and the other focuses on
longer-term, holistic issues.

Our nearterm progeam s based
upon committee requests, The longer-
term focus is based npon a mechanism
developed by Director Peterson to
establish a priosity assessment list,

The present priority list of 30 was
uslnhlis‘wd with a wide range of in-
puts from OTA's Board and staff,
advisory and congressional commit-
tees, and the public. This list is sub-
jected to continmous appraisal and
modification to help us allocate our
resources on the most  significant
areas,

Our food program addresses all
domestic and international aspects
that deal with agriculture produc.
tion, food marketing, and nutrition
and consuinption,

Role of Newspaper Food Editors

Is present iiterest in food/nutrition
and diet/healtiv an idea whose name
has finally com=? Or is this deja vu
that you food editors have heard od
nauseam over the past few years?

In 1868, the Columbia Broadcasting
System prepared an indepth  docu-
mentary on hunger in the United
States. The foets shocked us and
created an “ewarencss” of hunger
among plenty. That same year the
Senate Sclect Committee on Nutri-
tion and Human Needs was estab-
lished to help the U S. population that
did not consume enough food.

Today's “awareness” has u different
perspective,

There is no question but that the
public feels nutrition and health must
e given o higher place in national
priorities. This is clear after the rea-
ction to the Senate Seleet Committee
on nutrition and Human Needs report
“Dictary Goals for the United States.”
This was a visible recognition that the
major food/nutrition problem in the
U.S. was no Iunl(.f,cr hunger but the
consequences of - overconsumption.
Today's problem camnot be solved
simply by programs and mechanisms
that try to get more food to hungry
people. We must not forget hunger in
America, but now we must also deal
with the life-style of affluence and the
health consequences of overconsump-
tion, This wiI‘I not be casily modified.
While it affects all societal levels, it is
of special concern to the middle and

(Continued on page 26)
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Nutrition and Health
(Continued from page 23)

upper income and well-educated, As
the most visible, articulate, and high-
est taxpayers in our society, they are
demanding  sophisticated  action.
Rarely has such a unified call for
action been reached on an issue,

Unfortunately, the interest level has
not yet been matched by the same
level of knowledge. A nutrition
knowledge gap pervades. Surveys
show that consumers know little about
nutrition; industry is still reacting to
the shift from their earlier philosophy
that nutrition does not sell food prod-
ucts; and consumer organizations and
government policymakers are trying
to become technically competent.

Few would doubt that nothing will
be done over the next two years. Yet
the pressure for some action presents
a danger for all of us. Our natural
tendency is to look for simple answers
to these complex matters. As editors
you will be temgtcd to respond in the
present knowledge vacuum with the
“latest” information you can get, per-
haps without screening, evaluating, or
challenging it to the same degree you
would a piece on natural security.
Thus the risks for sloppy and inac-
curate reporting may increase, The
results could be serious and may lead
to the reinforcement and the exploita-
tion of consumer ignorance, to mis-
guided Government regulation, and
to ineffective industry actions.

I should like to speculate about
what I expect to happen over the next
two years in the foo:l/nutrition area:
the attention and outj:ut of the 96th
Congress, the agendn of the Carter
Administration; and the pressures and
reactions of the food industry, con-
sumer organizations, and the public.

I see five broud areas as possible
agenda items,

1. National Food and Nutrition
Policy, In November 1977, USDA
Assistant Secretary Carol Fore-
man outlined a six-point policy
that would establ.sh nutrition as
the focal area. Will USDA try
to make this a reality?

2. President’s Reorganization Proj-
ect for Food/Nutrition, As a part
of his desire to reorganize the
Federal Government, President
Carter approved the study of the
Federal Government's ngricul-
ture, nutrition, and food policies

and institutions. 1 understand
that the report to the President
will have five of the ten elements
related to nutrition, Will those
study results be implemented?

8, Presidentinl Commission on
World Hunger. After a year of
anticipation, President Carter
issued an executive order on Sep-
tember 5 to establish a 20-mem-
ber hunger commission, Will the
people of the U.S. be asked to
make more sacrifices to help feed
the hungry people around the
world?

4. Dietary Goals. Will efforts be
made to legislate a sct of dietary
oals such as those proposed hy
the Sennte Select Committee on
Nutrition and Human Needs, or
will they be applied on a selec-
tive basis by program adminis-
tration?

5. Specific Issues, Labeling, educa-
tion, safety, feecding programs,
nutrition research, etc—all pos-
sess the ability to influence the
amount of food available, food
cost, and our health, Which item
will get attention and be acted
upon

Where will the action be? Before 1

make my prediction, keep these three
facts in mind:

L. The next two yecars will be a
“political period” as the posturing
becomes important for the 1880
clections;

2. The membership of the 66th
Congress will be murkedly dif-
ferent, at least in the number of
new faces, from the present Con-
gress; and

3. Inflation, Proposition 13, etc. will

serfously influence both food and
nonfood {ssues,

I believe that the interrelated issues
of food safety, nutrition education,
and nutrition research focused on
diet and health will get the most con-
rressional  attention.  Further, 1 be-
feve that you will see the emergence
of n new decision-making process that
affects the way these issues are
treated. I especially call to your atten-
tion food safety which I believe will
be the number one topic over the next
two years. There is a riptide moving
through society demanding that the
U.S. develop a food safety policy, The
Food Safety Council is prepared to
help decision-makers develop this

new approach. To the exte
other issues come under the u yell;
of food safety, they also will g,
attention.

The role you play in soc 1y o
writers and editors has gainec n iy,
portance and stature, I know t! .t yoy
are convinced that food, mi ritioy,
and health storles should 1.t be
limited to weekly appearances in the
food section of our newspapers. That
forum provides a vital senvice to
society. I do not suggest you ignore i
I do urge you to enlarge the perspec-
tive of your news managers so that the
vital information you deal with gets
more up-front coverage, To pet this
attention you must be agpressive in
defining issues and problems.

A year or two from now each of you
may reflect on my Emphecy. Whether
I turn out to be right on my issues list
is not that important. For you, you
must answer whether you were a
svectator or whether you aggressively
challenged, reported, and helped to
shape any of these events. To these
of you who pursue these items, I guar-
antee your reporting will frequently
command the front page and will help
influence decision-makers.

The challenge is yours!

Head of Nutrition Consortium

Dr. Kristen W. Mcnutt has been
named executive officer of t Na
tional Consortium which con irises
eight scientific and professiona! ocie-

ties in the fields of dietetics, fo |sci- @

ence, nutrition and home econc ics.

She succeeds Dr. O. Lee Klin  who
retired.

The consortium announcec  also
that it has moved its offices from
Bethesda, Md,, to Suite 216, 21 .7
Street N.W., Washington, D.C. 037,

Dr. MeNutt earned her B.A. o gree
in chemistry ut Duke University M.A.
in nutrition at Columbin Uni: ity
and Ph.D, in biochemistry at V: ler-
bilt University.

Prior to joining the consortiu . she
served as FASEB Congressiona. Sci-
ence Fellow with the Senate Ay icul
ture, Nutrition and Forestry Coinmit-
tee for one year and as research asso-
clate with the Nutrition Fountation
for four years, She also served as 8
volunteer public health nutritionist
with Project HOPE in Brazil.
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Sencte Label Hearing

Focd manufacturers told the Sen-
ale Nutrition Subcommittee they rec-
Ognize the value of informative prod-
Uet fabeling but cannot  support
Weeping changes that have not been
F’ID\'L-n to be understandable and use-
ul, ;
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“Labeling changes can be a dis-
service to the consumer in two ways,”
safd W, H. Meyer, associate director,
food product development for Proc-
ter & Ganble Co. “They add to the
enst and can be subjeet to misunder-
stancling We would like to urge that
any label change ultimately initiated
on the basis of regulatory or nutri-
tion considerations have good docu-
mentation that the change is needed,
that it will be understood and that it
will accomplish the intended objec-
tive,”

Lack of Consensus

The subcommittee chairman,
George McGovern (D., 8.D.), said he
pereeived a desire for better com-
munication of nutrition information
but a lack of consensus on how best
to accomplish it,

“We must be cognizant of and in-
sure the consumers’ right to know
what is in the food they select as
well as their right to choose what
they desire to eat,” McGovern said,
“To achieve these dual objectives,
we should approach nutrition label-
ing us an information function neces-
sitating flexibility, and not as a regu-
latory action directed at protecting
the publie from toxic substances anﬁ
requiring  stringent  guidelines, In
short, we must differentiate the regu-
latory function from the information
function,”

Hand-in-Hand

Howard DBuuman, vice president,
seience and technology for Pillsbury
Co., Mimneapolis, said his company
firmly believes diet and nutrition go
hand-in-hand and “that there is no
such thing as a single good or bad
fol,” He ud\'nculm}‘ a concerted ef-
fort by industry, the academic com-
munity and the Government to “de-
velop o nation of smart eaters, rath-
er than having our choice of food
limited by Government action,”

Bauman called percentage labeling
of ingredients impractical and expen-
sive, He had praise for USDA Hand-
hook No. 8, as did other food in-
dustry witnesses who use the data
from it for initinl reading on nutrients
in a mixture of ingredients, There
was agreement that the handbook is
remarkably accurate when compared
with the industry's final analytical re-
sults. Accordingly, it was suggested
to the Senate subcommittee that
Handbook No. 8 data be used as the

data base for all wutrition informa-
tion,

Speaking for Ocean Spray Cran-
herries, James E. Tillatson, vice pres-
ident, technical research and devel-
opment, told the subcommittee the
recently completed FDA-USDA-FTC
food labeling hearings “have clearly
demonstrated the degree of consum-
er dissatisfaction with current food
labeling.  Unfortunately, while these
hearings have articulated well the
perceived  problems  with  current
methods of food labeling, they have
not generated any clear solutions to
the problems we face with food label-

ing”

Dr. Irvine Honored

Dr. G. Norman Irvine, director of
the Grain Research Laboratory, Cana-
dian Grain  Commission, Winnipeg,
was the recipient of this year’s Wil-
liam F. Geddes Award at the closing
Plenary lincheon of the Sixth Inter-
national Cereal and Bread Congress
in Winnipeg,

Dr. Irvine was cited for his services
to the American Association of Cereal
Chemists, He was one of the two
co-chairpersons  responsible for the
program of the Congress,

Other presentations at the luncheon
included awards of the Bailey Medal
by the International Associntion of
Cereal Chemistry. The Bailey Medal
was awarded to Professor Jean Mau-
rice Rene Bure, Ecole Nationale Su-
pericurs des Industries Agricoles and
Alimentaires, Massy, France, and Dr.
L. A. Trisvjatskij, chairman, Sovict
Committee for Cereal Products, All
Union Research Institute for Cereal
and Cereal Products, Moscow,

The Chemical Facts of Life

Monsanto Company has announced
the publication of the second edition
of “The Chemical Facts of Life,” a
16-page booklet that takes a balanced
look at the henefits and risks of chem-
icals in every day life,

This new edition examines in depth
the controversial issues  involving
chemicals—their history, use and mis-
use, testing procedures, benefits and
risks, This second edition also reflocts
the comments and opinions of en-
vironmentalists, labor unions and
aother groups.
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by Buhler-Miag, Inc.
whnt is high temperature drying?

How does it affect pasta prod-
ucts?

In the macaroni industry, the ex-
pression “high temperature drying” is
used today for the following condi-
tion:

a drying temperature of 140 to 200°F

dry bulb (60°C to 80°C) resulting in

the following:

a) bacteria control during the drying
process

b) change in cooking quality of final

roduct
c) change in color of final product

The last two mentioned items can
be most important if a lower quality
raw material (e.g. soft wheat) is used
for the manufacture of pasta products,

A drying temnperature of 140°F to
200°F (dry bulb) is not considered a
high temperature for all different
products to be dried (eg. cereal).
However, this temperature range has
only recently been used industrially
for pasta products. Macaroni was
dried in the past, with very few ex-
ceptions, at temperatures not over
140°F (B0°C). Higher temperatures
were not allowed for these reasons:
1) mechanical limits of the existing

drying equipment available (mo-
tors, heating coils, seals, panels)

2) technological problems in the dry-
ing process (sticking—lumps in
short goods dryers, dropping of
product from sticks in long goods
dryers)

3) unwillingness of plant management
and personnel to tackle problems
W‘liCK can arise with a new drying
technology.

In the mid-1950’s, engineers in the
Buhler laboratory conducted drying
tests with different products and de-
termined a specific correlation be-
tween drying temperature and drying
time (sce Dingram 1), The same tests
revealed important facts in regards to
checking of Bnal product due to in-
ternal stress build up during the
drying process. The first “high tem-
perature” drying line was developed
as a result of this information, and
tested in the plant of a large German
pasta manufacturer. However, the in-
dustry in general was not ready to ac-
cept this new technology,
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“High Temperature’’ Drying of

Diagram I
Drying time for a wheat dough

product in correlation to
drying temperature,

Pasta Produc s

Dingram 11

Tests for total plate count in 1 sars
to drying temperatures.
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In the late 1960's, bacteria control
during the manufacturing process be-
came more important and the first
short goods-drying lines were built,
utilizing elevated temperatures, espe-
clally in the predrying stage.

Additional benefits of the new dry-
ing technique could now be realized:
these benefits are short drying times
and smaller, compact drying lines for
n Elwzn capacity, easier supervision
and less maintenance.

Machine manufacturers, aided by
producers, started developing a new
drying technology which slowly
found ncceptance, especially in larger
processing plants, New high tem-
perature short and long goods liners
were built which have now been in
operation for several years. Regarding

The yellow color of a durum product
will turn slightly orange to brown if
product is exposed to higher drying
temperatures, Such changes, however
are only noticeable at temperatures of
more than 160°F (—~70°C) for “egg:
products” and more than 180 to 190°F
(— 80-88°C) for “water proiucs”
However, when mixing diﬂgrcrt raw
materials, a slight change in color
might be desirable.

In addition to product discolc tion,
negative taste effects may a o be
realized, Products have a te; lenty
toward a bitter taste If discolor , and
egg products particularly shov | not
be dried above 155°F (~ 5°Ck
Another point which must be r lized
is the slightly reduced digestab ty of
the protein of pasta dried a high
temperatures,

TABLE 1
Lysine Loss Due fo Malllard'sche-Reaction During the Drylng Process
(Cubadda, et al., 1968)

Drying Conditlons Lysine Percentage Loss In Nutive
Temp. Time De-
‘C (hrs) stroyed Blocked % of Valu:
45 18 6 16 2
60 10 7 21 28
T0 7 7 22 29
BD 6 12 35 47
Ll

the changes in the final product and
their results, many questions still re-
main and need to be answered,

Mr. B. Laignelet, Montpellier/
France, pointed out in his spee

(Conlinued on page 32)
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PROBLEMS?

With more than half a century of experience in helping maca-
roni manufacturers, we believe we might be able to help you if
you have any problems in our areas of experience.

MERCHANDISING —we believe we have undoubtedly

PACKAGING

MARKETING

Cho: es C, Rossotti, President

PROMOTION

modernized more packages than any
other sources. We constantly con-
tinue our updating processes.

~—we have not only conceived many
promotional plans, but we have
studied many that others have
launched throughout the country. We
believe we can help promote your
products that you have by study, and
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.

—We can point the way towards new
profitable products and lay out mer-
chandising methods.

AND ...

zonfidentially advise on the buying and selling of macaroni plants
in the United States. We have experience in these areas.

Jack E. Rossotti, Vice President

George Leroy, Vice President and Marketing Director

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

2083 Center Avenue
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898

Iuany, 1979
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High Temperature Drying
(Continued from page 30)
given at a durum seminar in 1976, the
problem of high temperature and the
resultant destruction of lysine. The
following table illustrates the changes:
Since wheat products contain only
small amounts of Lysine (most of
which are added to pasta meals with
additions such as cheese, meat, etc.),
we helieve that not too much empha-
sis should be given to this subject.
The exception is egg-pasta products
where we already indicated a maxi-
mum drying temperature of 155°F.

Cooking Quality

Equipment manufacturers have
long realized that there is a slight
change in the cooking characteristics,
or quality, of pasta products exposed
to high drying temperatures, A higher
product quality could result from
these higher drying temperatures in
the ﬂnantage. Both lcm%l and short
goods benefit from these higher tem-
peratures,

The benefit is a firmer, less slimy
product, especially if raw material is
mixed with soft wheat or if 100% soft
wheat is used. If, however, too irm a
product is used in meal preparation,
tenderness may be difficult to achieve.
Pastn products exposed to high tem-
perature drying conditions have a
tendency to “rubberiness.”

Why this change in cooking be-
havior? Dr. R. Cueno/Mailand
pointed out during the durum seminar
in Detmold in 1974, that this change
is a result of the genatinization of the
starch in the drying process. (see also
the publication of Dr. R. Cueno et.al,
Milano, Italy in “Getreide, Mehl und
Brot,” 28 pg. 132-138, 1874.) Since
gelatinization of starch depends very
much on its moisture content, we
must assume that the gelatinizing
effect has already occurred in the
pre-drying stage, The initial increase
in cooking quality should be notice-
able at this point. B. Laignelet,
Montpellier/France found in  tests
made to prove this point, that the
cooking quality of high temperature
pre-dried pasta {;onds is reduced and
an increase in sliminess could be ob-
served, This is in agreement with tests
in our own laboratory. Final drying at
elevateC temperatures will improve
the characteristics of the products.
However, temperatures of up to 80°C
(194°F) are too low to gelatinize
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starch in a product with a maximum
molsture content of 20% (see publica-
tion of Derby et. al.—GMI—in Cereal
Chemistry 52, pg. 703-711C, 1875).
Our tests in the laboratory with the
miscroscopic technique indicated no
Eelatlnlz.nlinn in high temperature
ried pasta products. Measurements
of starch gelatinization lead to the
following results:

Time of Heat
Dryisg Period
r Maltose
ot Lower F’Il“
Temperature mg/g dm
T7h 60'C 62 mg
12 h 60°C 64 mg
21 h 65°C 66 mg
7h 75°C mg
12h 75°C 62 mg
Final Product, Dried on Com-
pelitive Equipment at Tem-
peratures up to 85°C 66 mg

Above average figures are well
within_error limits of determination,
however, they clearly indicate no
gelatinization,

The change of the cooking quality
can be explained in a strengthening of
the gluten framework due to heat-
time influence, Proof of this theory is
verified by the results of cooking tests
made with denaturalized dough ex-
truded at too high a temperature on
an extruder in which the gluten
framework was damaged (see publica-
tion of Dr, Holliger, Uzwil/Switzer-
land in Diagram b3, page 21-23, 1972).
Despite high temperature drying, the
final product was slimy. It is of utmost
importance to produce a first quality
product on the extruder with a com-
pact gluten framewaork (see also Scan-
ning Electron Microscopic of Cooked
Spaghetti by J. E. Dexter, B, L.
Dronzek and R. R. Mathenson et al,,
Cereal Chemistry 55/1 page 23-30,
1878}

Summary:

High temperature drying has been
in use for many years. Regarding bac-
terla control and smaller sized equip-
ment, we only realize advantages,
Changes in color and cooking affect
final products positively and nega-
tively. Only the consumer can tell the
manufactures if the “new” product is
acceptable or not. It is, therefore,
important for manufacturers to have
versatile equipment capable of drying
exactly and most efficlently at all de-
sired temperature ranges, This equip-
ment makes it possible to supply the
consumer with the best product.

As a general note, we would like to
point out that pasta dried at moderate

temperatures (up to 165°F) a( . rgl,.
tively high relative humidity n th,
final stage will result in an ¢ elley
product regnrdlnlg taste and cc r ang
guarantee the satety requiremc its fo
bacteria control. Completely tight,
modern dryers ‘are designed {.r this

purpose,

New Ravioli Machine

A new continuous motion Ravioli
machine that can produce up to 2,000
Ibs. of Ravioli per hour is now avail-
able from De Francisel Machine
Corp., Brooklyn, NY.

All necessary ingredients are fed
into a 2-shaft mixer to form the dough
which is autoratically extruded
through a 6-orifice concentric die to
form a continuous flow of 6 dough
tubes.

By means of a continuous flow
pump, the tubes are filled with meat,
cheese, fruit, etc,, and cut into indi-
vidual Ravioli pillows, each having a
crimped fin on all sides,

For Chinese Egg Rolls, the filled
tubing is not flattened and th: -e are
no crimped-fin edges.

Optional accessories such i the
Demaco Short-Cut attachm« t or
special cutting device may be + edin
line with the Ravioli Machine  pro-
duce most standard small m aroni
products such as elbows, ziti. litali.
O’s, extruded noodles, lasag and
mostaccioll,

For complete details, specil ation
and technical information, cont 't the
manufacturer: De Franclsci M chine
Corp., 280 Wallabout St,, Bri klyn.
NY 11208, Phone: 212-963-6000

Market Resource

1978 Directory of food processing
equipment, machinery and supplies
and major manufacturers/supplies:
$5; product cross reference listing:
$10. Food Processing Machinery and
Supplies Association, Suite 700, 1828
L Street, N.W. Washington, DC
20038. A
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‘The coak with,

has to use
her noodle.

3

s always give good reviews when the cook serves up good-tasting, wholesome noodle dishes.

Sometimes the people hardest to please are

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

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

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

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

ER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn, » General Offices at St. Paul, Minn. 55165/Phone (612) 6409433
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At Pack Expo

Of interest to macaroni manufac-
turers:

Aseeco tion, 8857 West
Olympic Blvd., Beverly Hills, CA
80211, Full scale operating Aseeco
system comprised of an accumaveyor
surge storage unit and Modu-Tran 11
distribution line for simultaneous
feeding of multiple packaging ma-
chines at different rates on demand
frm a single product stream without
starvation c¢r the requirement for
product v circulation.

Clybourn Machine Company, a
division of Paxall, Inc., 7515 N, Linder
Avenue, Skokie, IL 60076. CMC
Model C Series high speed vertical
cartoning and filling machines for
cartoning short cut macaroni and
specialty pasta products, Carton
range: 1” x %4 x 444" to 8%" x 3%4"
x 11%", Speed range: 40 to 350 car-
tons per minute. CMC Standard
Continuous Horizontal Cartoners for
long cut macaroni products. Carton
size range: 1" x 114" x14” to 12" x
6” x 14”, Speed range 30 to 300 car-
tons per minute,

Hayssen Manufacturing Company,
P.O. Box 571, Highway 42 North,
Sheboygan, WI 53082, Hayssen RT's,
rapid transit systems, for speed and
flexibility in automatic packaging, A
single RT can package hundreds of
sizes and shapes, The Compak II and
Super Compak are pouch machines
wit‘;: full range of custom feed systems
including Digitron Electronic Weight
Scales for pouch packaging,

LCM Spaghetti measuring and
feeding system has (1) cascading tower
from stripper cutter or bucket elevator
conveyor; (2) cascading tower vibra-
tor; (8) metering chamber vibrator;
(4) coarse volumetric feed adjustment;
(8) fine volumetric feed adjustment;
(6) product squaring ram in dump
hopper; (7) vibrator to product divider
(into two metering chambers); (8) low
volume cutoff gate; (9) synchro drive
adjustment to measuring chamber
(optional).

Hi-Speed Checkweigher Co., Inc.,
605 West State Street, Ithaca, NY
14850. ST 71 checkweigher with SD
74 control handles cartons and
pouches up to 5 pounds; model
CMB0H-BG checkweigher is a self
contained unit that includes infeed
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timing belts, scale, discharge conveyor
and special rail to fold top flap of

lybag over, Sweep-off rejector for
ags with too few or too many
pouches; Model T59 checkweigher is
an intermittent motion checkweigher
designed for accurate weighing of
pouches and tubes up to two pounds
in weight at speeds up to 75 per
minute,

Mira-Pak, Inc, 7000 Ardmore,
Houston, TX 77021, Offered are ma-
chines for bagging, cartoning, flling
dry products, imprinting, label dis-
pensing. Featuring the Mira-wrap
Model K" Dual sigmatrol/computer-
ized welghing and the Mira-Cartoner
bag and box system,

Packaging Machinery Company,
330 Chestnut Street, East Long-
meadow, MA 01028. Net weighing in-
cludes weighing systems from Eagle
Scale Division to eliminate under-
welghts and closely control over-
welghts to pre-set tolerances; casing
off with Dyna-Pak is a complete series
of high speed automatic case packag-
ing machines for almost any bagged
product. Speeds from 55 to Min s
per minute; MicroScan control checks
the weighing system completely 100
times a second; displays both scale
performance and production manage-
ment data {on command) using inte-
ﬁml display panel, CRT display, or

ard-copy printout. Built-in tronble
shooting through its own diagnostic
system.

Redington, Inc. 3000 St. Charles
Road, Bellwood, IL 60104, Three dif-
ferent Carton-King horizontal car-
toners are fully automatic with con-
tinuous motion. I has speeds to 120
per minute; Il cartons at 240 per
minute with an adjustable size range.
Full range of optional automatic
product transfers, leaflet feeders, glue
systems avallable; III cartons at
speeds to 400 per minute and handles
n reverse tuck, straight tuck, glue
end cartons with proven rotary car-
ton feed, exrnndur. and transfer sys-
tem. Special attachments are avail-
able.

Redington 26K17 high speed spa-
ghetti cartoner has self adjusting ar-
ticle filler buckets handling 14, 1, 2
and 3 pounds up to 200 cartons per
minute,

Triangle Package Machine Com-
pany, 66855 West Diversey Avenue,

Chicago, IL 60635. Advancec soli.
state self-monitoring and a 1sting
systems that need no attentio onee
simple settings are made. Acc racie
to 1/1000 oz, Production to 1t ' bags
per minute,

Wright Machinery Compan;, In,
P.O. Box 3811, 1600 Mist Lake Drive,
Durham, NC 27702, Mon-o-bay, f/1/s
paces the bakmaker with net weigh.
ing system an doscillating hopper,
Twinmaster automatically f/f/s 150
bags per minute with auger feed; 140
per minute with volumetric filler; 100
per minute with net weigher. Rotary
Net Welgher Is for high speed pack.
aging of a variety of macaronl/noodle
products in rigid containers. It allows
the packager to maximize speed with-
out compromising accuracy, Avail
able with 12 or 18 scales,

Custy gl d for packaging r dylc
eat cereals, this twin tube Pulsam:. =
mochine was demonstrated by  ionglt
Packoge Machinery Company ot AMI'S
1978 Pack Expo. It has many unic. * feor
tures for smooth Interfocing with cc ners,
as well as for handling cereals on fotr_n-
ing, filling and sealing bags that tuc easily
into cartons and are easy to open r tht
consumer,

Triangle Shows Special
Systems at Pack Expo

A variety of special packaging sy
tems and support equipment W
shown by Triangle Packafe Ma-
chinery Company at PMMI's 1978
Pack Expo, October 30-November 3
at McCormick Place in Chicago.
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The rackaging systems included a

win + be Pulsamatic bag machine
wston engineered for ready-to-eat,
wth ¢+ . Flexitron scales. It is spe-
dficall  designed to interface with
arton ¢ equipment.

Alse on display were two single
wbe I dsamatics with auger feeders
for flat hottom and fin seal packages,
and another ctstom designed Pulsa-
matic with Fledtron scales for pack-
aging hard-to-handle products,

Other equipment demonstrated in
Triangle’s exhibit included a minla-
ture Flexitron net weighing system
with six scales, a CBH hydraulic vi-
bratory conveyor, and the company’s
Datapak microcomputer information
system for packaging operations.

The special twin tube Pulsamatic
bag machine for cereals has a va-
rety of unique features that keep
poduct out of seals, make packages
tsy to tuck into cartons, increase
wttling time, control air to distribute
ud settle contents, create consumer
wnvenience seals, and the like. It
ilso Incorporates advanced solid-state
il circuitry, fully enclosed quick return
tual drives, dual controls, sanitary
wnstruction and poly sealing jaw sys-
tems, Its friction-free solid-state Flex-
ftron scale systems monitor and ad-
jut fine weight, feed, dribble time
ud checkweigh before discharge.

Threc- or four-sided fin seal pack-
ages are made on one of the Pulsa-
matics -hown, while flat bottom bags
we pr:luced by another machine.
The lo'er unit forms packages so
t p. duct cannot interfere with
om gussets, thus allowing the
bags t tand erect for better casing,
diplay £ graphics, and store shelfing.

EDP System

Date 1k demonstrated packaging
iform on never before available,
by ge rating weight trend, scale,
gele i d time analyses, plus daily
un an  other summarles, This EDP
“tem cludes the company's mi-
‘ocom: uter, access keyboard, hard
©pY | nter, CRT display and pro-
E;‘““ peclally developed for pack-
ers,

The «:BH Conveyor shown features
yunter-balanced design to keep vi-
Ttions out of the base so the units,
“hich include systems that distrib-
e product on demand to multiple
Bekaging stations, can be used
conventional conveyors would
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be ruled out. Product flow rates can
be dial tuned while the CBH is run-
ning. They remain constant despite
product surge or density changes.
With no mechanical inertia to over-
come, action is instantly stopped or
started. Vibration can be varied on
signal or automatically,

Micro-Processor
Controlled Weighing

The new Eagle Micro-Scan (tm)
Weighing System from Package Ma-
chinery Company’s Engle Scale Di-
vision, uses a microprocessor based
programmable controller to provide
greater package fill accuracy, im-
prove seale up-time, and generate
management information.

According to Dave Chenoweth,
Vice President of the Eagle Scale
Division, “The MicroScan weighing
system is a tool which gives manage-
ment far greater packaging line con-
trol than ever hefore possible. It
makes process optimization a prac-
tical reality, rather than just a nice
thing to talk about.”

Exceptional Control and Accuracy

The MicroScan System is not a
modified general purpose program-
mable controller, but one designed
and manufactured by the Eagle Scale
Division specifically for Eagle net
weighing scales. Exceptionally con-
sistent accuracy is maintained be-
cause the MicroScan System scans
the scale functions 100 times a see-
ond and instantly adjusts them when-
ever necessary.

Basic control functions include:
checkweight/underweight refill, bulk
and precision setpoint correction,
balance setpoint correction, random
dump, management data reporting,
and Luilt-in diagnostics.

The MicroScan System is set up
by a supervisor in minutes by mak-
ing simple thumbwheel adjustments,
The control box is then locked but
the digital read-outs are clearly vis-
ible on a display panel. Operators
are free to oversce a variety of ma-
chine functions via panel-mounted
digital readouts, but they are not free
to make unauthorized changes to the
controls. The MicroScan System con-
trols the scales—not the operator,
For easy hack-office nccess to read-

outs or management reports, option-
al remote CRTs or printers are avail-
able,

More Up-Time

The MicroScan System improves
scale-up time in several ways. First,
the System usually detects, corrects
and/or signals potentially  trouble-
some conditions hefore they material-
ize. Second, the programmable con-
troller has proven itself to be inher-
ently more reliable than electro-
mechanieal relays, The MicroScan
System Itself is bullt to meet strin-
gent specifications, Third, the Micro-
Sean System simplifies trouble shoot-
ing with a standard, built-in diagnos-
tic package which checks and ana-
lyzes over 40 scale functions,

Finally, an option of the Micro-
Scan System makes it possible to link
any scale to a computer at the Engle
Scale Diagnostic Center in Oakland,
California, for comprehensive trouble
shooting. The modern hook-up Is ac-
complished via a standard long-
distance telephone call. The Center
is manned 12-hours-a-day by special-
ists who can give immediate recom-
mendations l};)r corrective  action
based on the computers diagnosis.
In most cases, this eliminates the
expense and delay of having to eall
in u factory service representative,

Data for Greater Efficiency

The MicroSean controller can gen-
erate management reports to a re-
mote CRT sereen and/or hard copy
printer.  This  information enul)}es
management to fine tune its opera-
tions to peak efficiency.

Track Data indicates the current
status of the weighing operation, in-
cluding bulk and precision Rl time,
weight accuracy per scale, average
giveaway net weight, and other data
for production and ?unlﬂy control,

Accounting Data documents equip-
ment performance over an extended
time, including output, weight com-
parisons, cfficiency and other impor-
tant longer-term  production Jatu.
Some examples of management con-
trols made possible by Accounting
Data are as follows:

—Product input control. Actual
dumps, multiplied by average
dump weight gives actual pounds
of product through cach scale
head. Totalling all scale heads

{Conlinued on page 38)
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Dr: stically reduces the time required in the production cycle.

Hi¢ 1er drying temperatures reduce plate counts to well below industry standards while
en! incing product flavor and quality,

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

Pncumatic controls requlate relationship between time, temperature and relative
humidity.

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

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

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

Plate Counts Side Panels Open for Cooking Quolities Drying Tlmu
Sloshed, Easier Cleoning Improved. g hopped.
Lock Tight to Stickiness Eliminated

Conserve Energy.

: T YRR
nm&smw*m&mmm, i

Automatic Extrusion Press
wilh Spreader

| Bf'&m corporation

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

Preliminary Dryer Final Dryer Product Cooling Section Storage Silo Stripper

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

Ivuary, 1979

PHONE (212) 682.6407-602.4408 » TELEX 12-4797 BRANY
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data is read out on an optional printer,

The Esgle MicroScan system constantly monltors over 40 scole

functions. and provides technical scale performance informa-
tion os well as data for production manogement control, Here,

The master computer ot the Eogle Diognostic Center can com-
municate directly with the microprocessor In the Eogle Micro-
Scan system, while an Eogle onalyst talks to plont personnel 1o
recommend necessary corrective oction.

shows exactly how many pounds
of product were sent to the scales
for packaging—a vital factor for
inventory control of bulk prod-
uct, as well as analysis of the
processing department. :

—Scale efficlency. Actual dumps
divided by possible dumps gives
scale speed operating efficiency
—useful for determining opti-
mum feed speed, as well as high-
lighting starved-out-scales,

—Bag machine efficiency. Total ac-
tual dumps for all scales diided
by bags ]‘)acked gives the per-

0

centage [iood bags produced.
This can help identify bag seal-
problems,

—Finished product inventory con.
trol. Because the actual efficien-
cy of most bagging machines Is
very high (usually 85% or more),
total actual dumps can be a good
indicator of what finished prod-
uct inventory should be. This can
identify “shrinkage” of finished
product inventory.

—Shift operating efficiency. Total
actual dumps over any given
measurement period (shift, day,
cte)), when compared with aver-
age performance levels, ecan
clearly indicate the efficiency of
a packing line operation,

—Scale weight control, Average
dump weight reflects the accura-
cy of an individual scale, and can
identify scales with poor feeds,
mechanical problems, or any
other factor which can lead to
poor weighing,
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The MicroScan System is an ex-
clusive feature of Eagle Scales, which
are among the most advanced and
accurate net weighing systems avail-
able today. E‘.ng[ie scales eliminate
underweights and  control over-
weights to pre-set points. These
scales use a 1:1 ratio balance beam.
A counterbalance weight is used on
the weigh pin exactly equal o the
amount of product to be weighed in
the scale hucket.

A cascade feeding system delivers
an even, continuous flow of product
to the weighing heads. Each scale
hel::d operates independently of the
other,

Hi-Speed at Pack Expo

Hi-Speed's new Computa-Weigh
Control Center is a digital, micro-
computer based, checkweigher con-
trol'‘designed to provide manufac-
turers and packagers with reliable,
on-line weight protection and infor-
mation. The Computa-Weigh features
easy set-up and operation, reliable
under and over weight protection and
expandable data gathering and pro-
duction record keeping capabilities,

The Computa-Welgh is easy to set
up and operate, All set-up information
is entered via a keyboard und con-
firmed on large, casy to read digital
displays. Keyboard entry simplifies
set-up and changeover and maintains
the environmental integrity of the
control,

The Computa-Weigh is compatible
with Hi-Speed’'s DCDT spring and
flexure scale or with Hi-Speed's new
strain gage load cell Dynamic Scale.
The DCDT scale is best for use in
limited live range checkweigher ap-
plications where optimum accuracy is
required. The Dynamic Seale provides
linear weight readings from 0 to a
nominal capacity for absolute welght
information and maximum weighing
versatility. Both scales provide reli
able weight protection Information
which can be used to provide u full
range of statistical information.

The Compute-Weigh utili-es a
family of functional modules !+ pro-
vide expandable data gatherh - and
production record keeping c sabil-
ities. Statistical information is wail
able on package vount, accun lated
weight, short-term and lon tem
average weight and standard evis-
tion statistics, and an exclusive islo-
gram feature which prints a  ight
distribution curve based on t  ac
tual total production, Proc :tion
record keeping printouts are av. able
to provide a comprehensive har cop¥
record of the production wely t in-
formation, This statistical infor ation
when used in conjunction with u i
plant quality control program, ¢ flows
the user to control and optimi . the
production line's fill weight peiform
ance.

The Computa-Weigh is a culinin®
tion of Hi-Speed’s 25 years of check
weighing experience and 5 yea®
microcomputer  experience.  Th

(Conlinued on page 40)
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ASEECO

BUCKET ELEVATOR
*’he Versatlle Bucket Elevators with Space Age Design-8Bani-
- Plas Buckets [Polypropylene) FDA approved, Sonltary Delrin
", rollers on chain—reduce friction and wear, Pre-lubricated
P4 /" chain bushinga where lubricatinn is not possible. Section-
— J allzed uni-frame construction permits easy changes in height
( or horizontal run—allows for ease In cleaning and inapec-
tion, Available as standnrd with conventional framo or sani-

tary open tubular frame design, Copacitics to 4000 cu. [t./hr.
‘Writa for Bulletin CAL-50

10
) USDA APPROVED - I 4
DPEN TUBULAR FRAME = \
POLY-BTAINLEBS OR ALUMINUM
} ) M4
- ¢ " b
5 A
e - 4 )
: : Happer, frama model permit
. :3.-5} | oo Todaand by sty o U mede
g Illth“‘ hun._ : able In et inless slnel i

The Modu-Tran II Vibrat-
Ing Conveyor foeds product
sidoways as well as in the
normal forward direction.
This unigue dovelopment by
Aseecao Corporation makes it
possible to split u stream of
praduct, to any rates of Mow

Vilraling Conveyors: Ideal for convoylng materlals gently dostred, with sanitary esthati-

withoul breakage. One plece stalnloss steel trays which are T o t::glly designed  vibrators,
self cloaning meel the most stringent sanitation requirements. \ Units can be installed Inserles
All unlts utilize corrosion free *Scatch Ply" reactor springs ﬂ‘! 1o distribute product to mul.
which can be washed down plns simplo maintenance free U liple packaging machines or

to several use polnts simulta-
neausly on demanid,

bulletin em/T10

positive eccentric drives. Capac.tlvs of up to 2500 cu. ft. hr,
wit' lengths ovor 60 feat,
hulletin cve-30

boiar (ST - - - LT

Plant Englneering and Layout
services offered: Elaclrlcaq Engglne%rlr-g and Control Panels a
Erection and Start-up

ASEECO 8857 W. Olymplc Boulsvard, Beverly Hills, Calif. 80211
(212) g52-5760 TWX 810-480-2101

Iuary, 1979
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Computa-Weight
(Continued from page 38)
Computa-Weigh is the standard
against which future checkweighers
will be judged for years to come. It
utilizes the latest state-of-the-art
technology, To maintain its technical
superlority, the Computa-Weigh's
modular design has been conceived to
accommodate future technfcal ad-
vances, To be of maximum usefulness,
its computational und statistical capa-
bilities are based on proven statistical
weight control procedures. This com-
prehensive anticipatory design dem-
onstrates Hi-Speed's continuing com-
mitment to meet customer’s package

weigh control needs,

Complete information on the
Computa-'Weigh is available from
Hi-Speed Checkweigher Co., Inc,
P.O, Box 814, Ithaca, New York
14850,

Solid Progress for
General Mills Canada, Lid,

From the Annual Report for General
Mills, Canada, Ltd.

As compared to the previous fiscal
year the Grocery Proxﬁ:cts Division
sales are up by 17.0%, the Blue Water
Division sales are up by 18.4% and,
even in a year in which the pasta
market showed intense competitive
activity coupled with little growth,
the Lancia-Bravo Foods Division sales
are up by 7.1%. In the Parker Brothers
Division, sales increased by 43.8%
over fiscal 1977. Aided by the expan-
sion from a single store to three stores,
sales for the Eddie Bauer Division are
up by 95.7% over last year. Overall,
sales are up 23% to $125,464,000 from
8101,984,000 a year earlier. Net earn-
ings after taxes were $2,996,000 as
compared to $906,000 in the previous
year, Included in these figures are the
sales and net camings of the Regal
Toy Limited subsidiary which became
part of General Mills Canada, Ltd. in
May, 1677, The financial results for
fiscal year 1878 places the Company
back into a strong growth pattern.

Instant Pasta
The export activity of the Com-
pany was kept growing during the
year by Lancia-Bravo sales of its new
instant pasta product to General Mills,
Inc. in the U.S,, continued Blue Water
Seafoods plus the Parker Brothers

40

sales to Kenner in the U.S. and the
export of MBP Star Wars Kits to
Europe, Japan and Australia.

Although General Mills Canada,
Ltd, is extremely well known at the
consumer level in terms of its specific
products and brand names, it is not
nearly so well known on the corporate
scene. As a producer of such wide-
ly recognized foods as Cheerios
Breakfast Cereal and Betty Crocker
Cake Mixes, General Mills Canada,
Ltd. is usunlly thought of ns only a
grocery products company, While the
Grocery Products Division of General
Mills Canada, Ltd. yet represents a
major segment of the Company’s busi-
ness, General Mills Canada, Ltd,, is a
much more diverse company than is
Fcneml!y perceived, Today, other
ong-established names such as Lancia
Spaghetti, Bravo Food Products,
Monopoly Board Game, Lionel Trains,
Blue Water Seafoods and many others
are as inuch a part of the General
Mills corporate scene as Wheaties
Breakfast Cereal and Hamburger
Helper Mixes.

Diverse Operations

In 1978, General Mills Canads, Ltd.
is a diverse company with operations
in consumer foods; crafts, games and
toys; speclalty retailing; and printing,
Organizationally, the Company com-
prises six divisions and one wholly-
owned subsidiary which are inter-
related at the corporate level for -
nancial management efliciency yet
function as individual operating units,
each directing its specialized capa-
bilities towards a distinct market seg-
ment. These include the Lancia-Bravo
Foods Division which specializes in
pasta and other related ethnic foods;
the Blue Water Seafoods Division of
Lachine, Quebec; the Grocery Prod-
ucts Division; Parker Brothers Di-
vision which manufactures and dis-
tributes toys and games; Regal Toy
Limitc); the Eddie Bauer Division
which comprises a chain of retail out-
lets which handle a wide range of
outdoor wearing apparel and equip-
ment; and the Impressions Division,
which is a large scale commercial
printing operation,

Peavey Gains

After a return to “more acceptable”
eamnings levels during fiscal 1678,
Peavey Company looks toward con-
siderable further improvement in the

current year, nccordlnrr- to the om.
pany’s annual report for fisci yeqr
ended July 31, 1978,

“After last year's disappointi | re.
sults, we are pleased to report sig-
nificant improvement in ope. tions
during the year,” William G. ! acks,
president and chief executive « ficer,
comments in the report. Mr, ! tocks
points out that the Agricultural Croup
returned to [;mﬂtable operations after
recording a loss in the previous year,
and the Industrial Foods Group en.
joyed another year of increased four
volume,

“While it is gratifying to see a re.
turn to more acceptable earnings
levels in fiscal 1978, our expectations
for the next year call for considerable
further improvement,” Mr, Stocks
states,

Net income of Peavey in the 1078
fiscal year was $13,018,000, equal to
$2.40 per share on the common stack,
up 50% from $9,310,000, or $1.60 per
share, in fiscal 1977, Earnings of the
previous year were off 40% from fiscal
1978 income of $15,645,000, or $2.73
per share,

Net sales of Peavey in fiscal 1978
totaled $522,872,000, up 6% from
%464,306,000 from the previous year.
In fiscal 1976, volume of sales was
$505,822,000,

Vanier on A D M Board

John K. Vanier, Brookville, Kas.
manager of the Vanier family «rms
and ranches in Kansas, Wy« ing
Colorado and Oklahoma, was ¢ ted
to the board of directors of . her
Daniels Midland Co. at the « wal
shareholders meeting,

Mr. Vanier was elected to r ace
his father, John J. Vanier, whi was
elected director emeritus by the | rd.
John ]. Vanier has been a meml rof
the ADM board since 1070, whi  he
also became chairman of ADM lill:
ing Co.

Re-elected to the ADM board ere
Albert M. Andreas, Dwaynt
Andreas, Lowell W, Andreas, S| eve
M. Archer, Jr.,, Crowdus Baker, ohn
H. Daniels, H.D. (Joe) Hale, Erwis A.
Olson, James R. Randall, len
Schwartz, Purvis F. Tabor and
Donald B, Walker.

Directors of ADM declared regular
quarterly dividend of 5¢ per sharc on
the common stock, payable Dec. 1 to
shareholders of record on Nov, 10.
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We have over
four million chickens.
Does that make our
egg products
better?

Egg City is
the largest single
egg-producing facility

in the world, and we have
4.5 million of the world’s
most carefully raised
chickens (over 3 million
of them in production). We
know, because we raise them
ourselves, from our own
breeding flock, with care
from our own veterinarians,
monitoring from our own
laboratories and feed from
our own feed mill. Every
moment of their lives is
quality- controlled by us for
just one reason: to make our
eggs and egg products the

very best
you can buy. And
those products are
ready for your
products right now,
including fresh shell
eggs, a frozen line that
includes whole eggs,
whites and yolks in plain,
salted, sugared or colored

(full NEPA range) form,

W and our spray-dried
€ albumen (standard or

" angel type). Why not find
thlnk out more about Egg
City ? We've got good

SO reasons for thinking v.e

. can meet your needs —

4.5 million of them!

Send for our free
color brochure!

IxuaRy, 1979

8643 Shekell Rd., Moorpark,
Ca. 93021 «(805) 529-2331
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Wheat Situation
from U.S. Department of Agriculture

Wheat prices have been bolstered
by a strong export market, a 12 per-
cent smaller crop, orderly producer
selling, and the large farmer-owned
reserve, As of October 1 the harvest
was estimated at 1.8 billion bushels,
the first crop in three years below
the 2-billion-bushel level. Tiie prin-
cipal cause was n 15 percent reduc-
tion in harvested ncreage that re-
flected heavy participation ‘in the
1878 acreage set-aside and graze-out
programs,

The winter wheat harvest of 1.2
billion bushels was the smallest since
1072 due to a very short crop in the
soft wheat States and a 15 percent
reduction in the hard wheat crop.
Spring wheat producers also harvest-
ed fewer ncres, but Durum growers
increased plantings a third, resultin
in the second largest crop on record.

U.S. wheat exports for the 1978/79
marketing year are expected to ex-
ceed 1 billion hushels for the sixth
time in seven years, thus maintain-
ing this country’s recent share of
world wheat trade, Earlier expecta-
tions of another good export year
continue with shipments during June-
October the second heaviest in his-
tory. This pace is expected to de-
cline in the second half of the sea-
son when the Southem Hemisphere
wheat harvest will stiffen competi-
tion,

Warld Crop Up

The world wheat crop is estimated
to increase about a tenth over 1977/
78 and is expected to exceed the
1876 record, Much of this increase
is due to large crops in the USSR,
the European Community, India, Ar-

entina, and Australia. The result will
be an_easing of world trade pros-
ects, Tatal utilization may be slight-
y below the crap so world wheat
stocks will probably build in 1078/
79,

Total 1978/79 wheat disappear-
ance is projected to about match last
season's record, and will exceed the
1978 crop. Domestic use may drop
because wheat feeding is expected to
be cut sharply, but food use should
be near last season’s record level so
stocks at the end of the season will
probably decline for the first time
since 1973/74. About half of these
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stocks may be in the farmer-owned
reserve and CCC Inventory.

Despite a large supply of old-
crop stocks, wheat prices held firm
through harvest, and continue to run
70 to B0 cents per bushel higher than
the year before, If conditions over
the next several months result in a
tighter than expected world supply-
demand situation, U.S. wheat prices
could approach the $3.29-per-bushel
release Evel of the farmer-owned re-
serve, Still, the average farm price
for the first five months of the mar-
keting year (June-October) will be
below the $3.40 target price and eli-
gible growers will receive deficlency
rnyments of between $585-$655 mil-
jon on 1878 production.

Durum Supply Up
For 1978/79: Early
Export Very Strong

Durum preduction in 1978 recov-
ered from the short crop of 1077,
Relatively strong Durum prices pre-
vailed during the 1977/78 marketing
year, and growers increased 1978
acreage about a third, As of Oc-
tober, the 1078 harvest is forecast
at 128 million bushels, up nearly
60 percent from last year, and the
second largest crop of record. North
Dakota, the leading Durum-produc-
ing State, accounted for over three-
fourths of the increased production,
About 15 million bushels will come
from Southwest “desert” durum
States (California and Arizona) com-
pared with 8 million in 1977 and
30 million in 1976,

Good Quality

Good overall quality is reported
for most of the 1878 Durum crop with
only minor sprout damage resulting
from prolonged rains late in the
harvest, Despite carryover of old-cro
being down a fourth to 67 million
bushels, this year’s bumper harvest
will push 1878/78 Durum supplies up
about 10 percent to near the 1978/77
record of 100 million bushels, Only
about 9 million bushels have been
placed in the 8-year farmer-owned
reserve program., Prospects for whit-
tling down these huge supplies are
not bright since projected total dis-
appearance is only expected to match
last year's level, Thus, carryover at

the end of the season should » B
nearly a third,

Early season mill grind is r ning
behind last year's brisk pace b ause
Durum and semolina prices w re gt
high premiums over hard whe - ang
farina. Based on the overall gro. th of
pasta product consumption, the pres.
sure of large supplies, and a narrow.
ing Durum/hard wheat price spread,
some increase in 1978/79 dowestic
demand is likely,

June-September exports were ex
ceptionally strong, 34 million bushels
compared to 16 million last year, An
additional 12 million bushels of out.
standing sales point to 1978/79 Durum

Exports Strong

cx{mrts close to last year's record 62
million bushels, Heavy buyers include
North Africa, Italy, France, and East
Germany. Last year's strong world
demand for Durum in the face of the
lawest world crop in 11 years found
the United States to be the major
source of supply. However, this year,
major Durum producers (Italy aid
Canada) have larger reoduction,
pointing to reduced import reeds
from Italy and overall increased mar-
ket competition,

Despite the large supply, Durum
prices at terminal markets were steady
at 3350 per bushel through the
harvest. Export sales and prudent
producer marketing may holtr | rices
steady through the first half ¢ the
marketing year,

Durum Roundup

U.S.D.A. Quarterly Report

Production of durum wheat is re-
cast to be the second largest o: ‘ec-
ord, according to the Crop Repe ing
Board, October 1. The high yic | is
57 percent greater than a year 1f0

but 7 percent less than 1976
Improved yields in most major ro-
ducing areas plus on increase « 3!
percent in harvested acres are res. on-
sible for the production incivase.
Harvesting conditions were gencially
favorable during early September.
Mid-month rains caused delays In
completing harvesting, especially in
Montana where 10 percent of the crop
was still in the flelds on October L
However, at the same time harvest i

(Continued on page 44)
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Durum Roundup

(Continued from page 42)
North Dakota, where yields are ex-
pected to average 30 bushels com-
pared to 24.5 last year, had neared
completion.

Stocks up slightly

U.S. durum stocks on October 1
totaled 143 million bushels (3.89 mil-
lion metric tons), 2 percent more than
last year's 140 million bushels (3.80
million metric tons). Farm-held stocks
at 113 million bushels (3.07 million
metric tons) accounted for 79 percent
of the total, Disappearance of durum
wheat during June through September
was large, totaling 49.7 million metric
tons during the same period a year
ago. Incrensed overseas’ shipments
contributed to the 18 million bushel
disappearance.

Strong overseas demand

There was a strong overseas de-
mand for durum during the frst
quarter of the crop year, and the U.S,
shipped 84 million bushels, 926.2
million bushels more than a year ago,
and an increase of 10.3 million hushels
more than the preceding year. Algeria
took the bulk of U.S. durum, import-
ing a total of 13.2 million bushels,
France, Italy, the Netherlands, Spain,
Tunisia, and Venezuela combined
took another 154 million bushels
which accounted for more than half
the durum exports,

Since the opening of the shippin
season through Octflmr, 1978, cup s rt%
of durum wheat out of Duluth/
Superior accounted for a record high
of 40.1 million bushels compared to
22,9 million a year ago.

Canadion production up also

Canadian statistics released Octo-
ber 8 which are based on yields indi-
cated September 15, show production
of durum wheat for 1978 to be an
estimated 101.3 mllion bushels, well
above last year's crop of 46,9 mélilon
bushels, Yield per acre wus 28,1 com-
pared to 26.1 bushels per acre last
year. The visible supply of Canadian
durum in licensed storage and in
transit on October 18, 1978, amounted
to 563,000 tons, 24 percent less than
a year ago, Canadian exports from
June through September were 50 per-
cent less lﬁnn a year ago. Major im-
porter of Canadian durum was the
USSR
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MINNEAPOLIS FLOUR AND CASH PRICES

Flowr Cash
Year Standard Semotina No. 1Dwk  Hard A by
June Patent Dursm Me A
Dollars per ewt. Dollars per bushel

1975/76 1022 1325 34 5.16
1976/77 8,08 8.18 2.96 .30
1977/78 7.48 893 2.66 337
1978

June 15 8.30 9.60 3.02 370

July 14 B.10 9.40 2.96 2.56

Aug. 15 7.85 9.40 30 3.52

Sept, 15 7.65 9.05 302 346

Oct, 13 7.90 9.55 3.18 34

Gloomy Transportation
Outlook

Barbara L. Schlei, administrator of
USDA's Agricultural marketing serv-
ice, predicted bluntly that rail car
shortages could severely affect grain
movements next year. Similarly, spot
rail car shortages could hit the fresh
fruit and vegetable and fertilizer in-
dustries, while truck shortages could
plague the meat industry in 1979.

The problem, as detailed by Schlei,
is that the “40-ft. narrow-door box
car, which handled 62% of grain
movements {n 1070, is gradually be-
coming extinct.” Since 1975, she
noted, the number of these boxcars
has declined by almost half, to 69,000
in September.

Schlel noted that the number of re-
frigerated rail cars has dropped by
almost half in the past five years. Con-
sequently, the railroads, which car-
ried 24% of the fresh fruit and vege-
tabel traffic in 1973, will haul only
a predicted 8% in 1979, Schlei said.

The rail car shorta:ge has step%ed
up demand for trucks, which has
caused truck shortages in some areas.

The causes of these shortages are
economic ones, according to Schlei
and A. Daniel O'Neal, chairman of

the Interstate Commerce Commis-
sion,

The price of box cars, for one, in-
creased by about one-third, O'Neal
said, to $36,800 a car this year, The
ICC chairman noted that many rail-
roads had abandoned lines that were
unprofitable.

O'Neal, Schlei and John J. Fearn-
sides, a deputy undersecretary in the
Department of Transportation, said
their respective agencies were work-
ing on numerous “remedics” for these

problems. However, none of the of-
cials said rail car shortages would les.
sen significantly in 1979,

Freight Increase

Increases of 8% to 13% in freight
rates for grain and grain products will
be sought by the nation's railroads,
effective Jan, 1.

Under the notice of a prcposed gen-
eral freight rate increase, castem,
western and southern railroads will
file on Nov, 1 a petition and prososed
tariff seeking an effective date of Jan
1, 1976, for an 8% across-the-hoard
increase with certain percentaye and
other exceptions in frelght rates and
charges on interstate traffic to. from
and within all territorles. A :zable
number of exceptions was inc cated
for grain and grain products, clud:
ing wheat.

On grain products and relatc '
cles, there will be a 10% increas
in Eastern or Western Territo -
between all territories. The la
cludes wheat flour,

ds

Asso-
wg:m

North Dakota Mill Expa:

North Dakota Mill & Elevato
ciation has broken ground and
construction of a new 6,000-cwt ~emt
lina mill adjacent to its existi § 10
units at Grand Forks, it wis am
nounced by Sam Kuhl, general man
ager,

Work was begun promptly after the
board of directors, comprising the
governor and attorney gener:
North Dakota and the state’s co™
missioner of agriculture, issued find
approval of the $9 milllon program-
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o durum

In : dition to the new semolina
ail, | * North Dakota Mill project
icud  enlargement of the “A” mill
o 75 ' cwts from 5,000 cwts. This
pill s “swing” unit, grinding durum
four o spring wheat four at needed.
The 1~ mill is a 5,000-cwt semolina
unit.

On completion of the project, tar-
geted fur June, 1880, capacity of North
Dakota Mill will be 18,500 cwts, in-
duding 11,000 cwts semolina and
750 cwts durum flour or spring
wheat Hour,

The new mill, to be designated the
k" mill, is being constructed on the
ite of a recently-razed feed plant.
Ben Hennessy, assistant general man-
ager, Is project mann%er on the new
wnstruction, Mr, Kuhl announced.

Cantract for the milling equipment
has been awarded Ocrim Milling
Equipment Distributors Corp,, Wich-
fita, Kns., and a representative of
Ocrim will supervise the machinery
installation. The Ocrim contract is
for $3.4 million.

Peterson Construction Co., Grand
Forks, was awarded the bullding con-
tract In the amount of $2.9 million,
and the mechanical contract in the
amount of $175,000 wents to Gibbs &
Sous, Fargo. The electrical contract
in the ampunt of $610,000 was
wwarded Como Electric Co., Grand
Forks. o G ;

North Dn%btu Mill will continue to
supply its- customers with semolina,

lh'edo struction process, «Mr. Kuhl
aid. : :

. . .

wiew P

ation's laying flocks produced
ion eggs during Ogtober, 1%
an a’year ago, stcording, to
» Reporting Board, The num-
layers during October aver-
2,000,000, virtually the same
i earljer, Egg production per
10 1a s was 2,008 eggs compared
“ith 989 a year ago. Layers in
Noven ser totaled 284,000,000, about
the sane as' a year ago, but 1%

Egg ]
The
6L
more
the Cy
ber o!
aged |
s a y

Tare than the previous month's 280,

000,000, Rate of lay on November 1
eraged 64.6-eggs per 100 layers,
wmpared ‘with 644 a year tarlier
d 819°0n October 1. ' :

mss&h’pe ".chicks hatched during
r, 1978 totaled 37,600,000, vit-

Iwuary, 1979

flour and wheat flour during *

Egg Products Under Federal Inspection’

ITEM

PERIOD

Oct, 1, 1976. Oct. 1, 1977
Sept. 30, 1977 Sept, 30, 1978

Shell Eggs Broken

Edible Liquid from Shell Eggs Broken:

Whole
White
Yolk

Total
Inedible Liquid from Shell Eggs Broken

Liquid Egg Used in Processing:?
Whole
White
Yolk

Total
Ingredients Added in Processing?

Liquid Product Produced for Immedinte
Consumption and Processing:4

Whole Plain

Whole Blends

White

Yolk Plain

Yolk Blends

Total

Frozen Product Produced:¢
Whole Plain
Whole Blends
White
Yolk Plain
Yolk Blends
Total

Dried Product Produced:?
Whole Plain
Whole Blends . -~
‘While
Yolk Plaln
Yolk Blends
Total

1,000 Dozen

674,792 688,717
1,000 Pounds
424,933 415,123
241,173 257,861
168,972 176.712
835,078 H49,696
45,344 51,330
487,904 450,240
344,964 354,490
190,314 192,906
1,023,182 997,636
16,077 34,950
131,994 142,441
51,572 57,134
148,969 140,368
25,533 | 19,246
16,150 41,792
394,218 400,981
159,814 145,293
61,596 61,640
43,475 57,277
12,829 16,061
70,362 68,480
348,076 151,751
10,371 11,090
24,521 22,892
19,217 19,181
13,894 14,639
6,746 6,68
74,749 74,490

1 Data for 1977 include 2 more days than dala for 1976,
2 Includes frozen eggs used for processing. Excludes Ingredients added.

3 Includes-all non-egg ingredients added. -

4 Includes ingrpdients added. -

t &E .
tually the same as a year ago. Eggs
fn incubutors on Noveinber 1 at

33,500,000 were 3%, nbove a year
g0 e g R .

Marshall Foods Income Up

_ Net income of Marshall Foods, Inc.,
in the second quarter ended Sept. 25
totaled  $138,000; or 15¢ per share
on the common stock, compured with
878,000, or 4¢, . the comparable
period a year ago, Sales in the quarter
totaled $18,084,000, up from $17,609,.-
000, - ‘

For the six months ended Sept. 23,
*Marshall had a loss of $159,000 on net
sales of $35,348,000, compared with
net fncome of *$101,000, or 11¢ per
share; on sales of $32,091,000 i year

ago. The company said improved sec-
ond quarter results by its food divi-
sions were offset by lower revenues
in its service merchandising opera-
tions.

Operations of Marshall Foods in-
clude the Egg Products Division,
supplier of dried egg products, frozen
eggs, liguid eggs and shell eggs.

Peavey Strike Seitled
Settlement was reached late in
October on Inbor strikes which have
shut down two flour mills of the
Peavey Company since July, Worker
at the Peavey mill in Hastings, Minn..
nccepted a new two-year contract on
Oct. 25, a week after a similar settle-
ment was reached at Superior, Wis.
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Perhaps the most crucial of all community life-lines is our ability
to communicaie by phone. We can take that ability for granted —
because the Lineman never does.

Traloed extensively in climbing, cable-splicing and in operating
near high voltage, the Lineman must apply his knowledge in all types
of circumstances, suchips “mking at uncomfortable heights.

Night or day, when » Break occurs ina telephone network, the
Lineman is there. And, because be s, the intricate system we've
all come to depend oa Is there whenever we need it

r
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Breadwinners supplving Breadwinners since 1902

g T




< T
AT

s ereta e

Mama Mia is getting old —

and her children have to be told
how to try it, how to diet,
how to use modern cooking ways.

The National Macaroni Institute
promotes pasta products through rzcipes
and photographs to food editors in
every type of media.

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

Films and film strips are distributed

for general use and special television
showings.

TV Kits are periodically prepared for
program producers,

Cooperation with related item advertisers
and publicists is sought an dobtained.

Special projects include a Foodservice
Program, press parties, materials for
cosnumer specialists, background

for editorial writers,

Enlarge your market share by enlarging
the market, Invest 1-3/4 cents
per cwt. monthly with

NATIONAL
MACARONI INSTITUTE

P.O. Box 336, Palatine, lllinois 60067

JACOBS-WINSTON
LABORATORIES, Inc.

EST. 1920

We are pleased to announce the relocation of our
laboratories and office effective March 1, 1973,

Consulting and Analyilcal Chemisis, specializing in
all matters involving the examination, produciion
and labeling of Macaroni, Noodle and Egg Producis

1—Vitomins and Minerals Enrichment Assays.

2—Egg Solids and Color Score in Eggs and
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 Analyshs

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

INDEX TO
ADVERTISERS

Defrar.cisel Tpo

Diemond Packeged Products Div >

Fold Pok Corperstion ..........ccooooveoeee 2
Geldman's City oo e SO | |
Istermational Multifeods Corp. ............ 52
Jotohs-Winsten Laboratories . . 48
Maceroni J 1] 48
Melderi & Sens, D, 10
Metional Macaroni lInst 48
Nisgho-twal ... ... 17
Nerth Dakota MIN 13
Peavey Co. Flour Mill ..... ... 8-29
Ressott] Consultonts Assocletes ... k)]
Seshoard Allied Milling Corp, ... ... 43

CLASSIFIED
ADVERTISING RATES
Went Ads .. . <! . $1.00 per line

Minimum $3.00

FOR SALE: Ambrette 2 stick spaghetti
iproader; 1 Clarmont spaghettl cutter; 5
DF, betch drying rooms, 16 trucks; 80
ol metal spaghettl drying trucks; 7,000
$4inch drying sticks, Contect Gooch Foods,
In¢, (402) 477-4426,

FOR  SALE: Geubert spaghettl packer
tpipped with Hofliger-Karg chimney and

POSTAL RATES
have gone up — @
and subscription

rates must follow.

(¢

Send a copy to o key man.

The MACARONI JOURN. L
P.0. BOX 336

PALATINE, ILLINOIS

Please enter one year subscription:
] $12.00 Domestic [ $15.00 Foreign

Name =
Firm I
Address. —
City and State Zip—  ———
Renewal New Subscription——

—
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THE MACARONI JOURNAL

d to 2 Triengle scales. Pochs 40
pot minute. Available immediately. Coll
Golde De Lucce, Lanclo-Brevo, (418) 766-
1631, or write 58A Hook Avenue, Toronto,
Onterio MEP 1TS Canede.

—

RIW MACARONI PLANT Southern Ontario
poducas 2000 Ib, long end short goods,
1000 1b, ogg noodles per hour. Excellent

U Seshing partnenship, Call
m e (418) 227-“:‘. i

—

Her 10y to Acquire Skinner

Hi shey Foods Corporation an-
nour ed plans to acquire Skinner
Mac oni Company of Omaha and
fled letter of intent with the Federal
Trad Commission in mid-November.

Di wussions were under way on
plan to merge Skinner into Hershey
i a vholly-owned subsidiary. If ac-
fuisi on of the midwestern macaroni
wm) iy is consumated, it will be the
fourt | pasta company to join Hershey,
Earli r acquisitions include Delmon-
ito Y'oods, Louisville, Ky., now oper-
dted as a part of San Giorgio Maca-
roni, Inc.,, Lebanon, Pa, a Hershey
subsiliary, Last May, Hershey ac-
uired substantially all of the assets
of Procino-Rossi Corporation, Auburn,
NY. The Skinner acquisition would

lace Hershey among the top three or
our U.S, pasta manufacturers.

Invuary, 1979

Cul'en Houghiailing (right) directed the fllmlnﬁ.
flavors, were produced by DePatle-Freleng of Hollywood and are currently on the air.

During the filming of new Golden Grain television spots, Charles Foll of Vantage Adverlis-
ing (ceater), is toasted with Rice-A-Roni by actors Leslie Evons oand Barbara Brownell.

The spots, featuring two new Rice-A-Roni

Lloyd E. Skinner is chairman of the
board of Skinner Macaroni and W. A.
Henry is president. Executive vice-
president is C, Mickey Skinner.

The Skinner plant in Omaha has n
listed capacity of 250,000 1bs. of pasta
production per day, including cut
goods, long goods, extruded noodles
and nested goods. Brand names are
Skinner, Gold Medal and Roma. The
plant is one of the nation’s most
modern and includes a recently-in-
stalled micro-wave drier with a 4,000
Ih. Buhler press.

Borden to Buy Creamettes

Borden Inc. said it signed a defini-
tive agreement to purchase Cream-
ette Co., a maker of pasta products,
in a stock swap valued at about $32
million.

Borden will exchange 1171414
shares of common for the stock of
Creamette, o privately held concern
based in Minneapolis.

Completion of the transaction,
which has been approved by hoth
companies’ boards, awaits approval
by Creamette shareholders.

Borden's entry into the pasta mar-
ket, its frst, is the latest of several
acquistions of pasta companies by
larger, diversificd food processors.

Labatt Report

John Labatt is a Canadian corpor-

ation composed of 14 breweries, con-
sumer products under a half a dozen
classifications including Catelli which
is Canada’s largest pasta producer,
and an agri-products division which
includes Ogilvie Flour,

For the year ended April 30, 1978,
there was o 208 percent increase in
net carnings; an 8.1 pereent increase
in gross sales; improved results in all
three  groups—brewery, consumer
products, and agri-products.

In the consumer products group
results improved for the fifth consecu-
tive year with major contributions
coming from a significant turn around
in wines and continuing profit growth
in U.S. foods. Loura Secord contrib-
uted to the improvement although
still in a loss position after accounting
for the adverse effects of foreign ex-
change of purchases of cocon and
other imported commodities. Catelli
profit  increased  moderately, and
Parnell had a slight improvement.

Ogilvie Flour had an excellent re-
covery from an industry-wide strike
in Quebee in the Tast quarter of 1977
and first quarter of 1978,

Specific  examples  of  internal
growth may have a relatively small
impact on corporate results, but
Catelli was an excellent example of
their collective importance, This divi-
sfon’s earnings have increased  sig-
nificantly due to market share gains.
praduct development, and increased
cfficiency.
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TODAY’S DRYER

THREE-STAGE
DRYER
15'Xa2r

THE PIONEERING IS OVER

The microwave dryer is standard 24
hour7 day equipment for any size
macaron| or noodle plant.

[J Up to 4 times the production in
the same feet of floor space (a bar-
gain In itself with construction costs
in the $40 sq. fl. range).

[0 Reduces infestation up to 99.99%.
Kills bacteria, Salmonella, E. Coli,
Coliforms, mold, yeast, weevils and
eggs.

O Mosl easily sanitized dryer. Hose
it down or steam It clean.

[J Makes a richer looking product;
no blanching.

[0 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 {o time scheduled. Microdry
leads our list at less than 2%" - Fii,
Mgr., leading mid-west operatici.

[ “All future equipment wiil be
Microdry"” - Tech. Dir., Large pasta

plant.

TR TR

e

tely fabricated and assem-
biled in our plant. All stainless stee!

process

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 industrial microwave heating

Dept. 3111 Fostoria Way
San Ramon, CA 94583, 4168379108

UNITS IN THESE LBSJHR. CAPACI
TIES; 1500, 2500, 3000 and 4,000 AR
OPERATING TODAY AT:

0 GOLDEN GRAIN,
San Leandro, California
2 uniis

O GOLDEN GRAIN,
Chicago, lilinols
2 unlis

O D'AMICO,
Chicago, lllinols
1 unit

[ CATELLI,
Monlreal, Canada
1 unit

O GOOCH,
Lincoln, Nebraska
1 unit

0o.B.,
Fort Worth, Texas
1 unit

0 LIPTON,
Toronto, Canada
2 units

0O GILSTER MARY LEE,
Chaester, iliinols
2 units

(0 WESTERN GLOBE,
Los Angeles, Callfornla
1 unit

[ SKINNER,
Omaha, Nebraska
1unit

cocnan iy Bave bivet proving it naratly

vl cenitigny

Pasta drying operation from produc-
tion line comparisons by two major
processors

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

pressures.

TiHE MACARONI JOURNAL

Eeen going together for
nearly 50 years.

labels to poml ot purchase displays You

gelawdard winming package design Service
s prompl  delvery s dependable

And everythimg comes o you from one

convement source  with one phone call

3 Call 1204 647 1700 soon And start

] .|I'n-.mhm%hlnw.lnp

Diamond International Corporation
Packaging Products Division
T4 Thd Avenge New York N Y 10017
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1 parttners Pasta peagie Trome all v

Thioore ares Lot ot eesgssnnys Dl

o R irrppaterler oot ke onrer
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