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CORPORATION

. FOLD-PAK
IS package appeal

Fold-Pak (formerly Fibreboard) is synonymous with
pasla 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 lhe_ package we print, we want to be proud of it
You will be too.

Fold-Pak Corp., Newark, New York 14513/315-331-3200
Englewood Clitfs Sales Otfice: 110 Charlotte Place
Englewood Clitts, N.J. 07632/201-568-7800
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Pastia
Partners.

Peavey and pastia maxers Workima together partnersan
probit. Milhing of Semobhing and Durum Hourisn g sidehne
aith Peavey We re morean the total people feeding
process than most supphers to the pastaaindustnes froom
field 1o table Peasey s a leadma suppler i Lot quabity
products and production capacity for service 1o customers
total needs We co been at ot oger 100 years And e

ot depends on heipeong o poasta

belewe our future o
manutacturers gron
I tae! pastais o aay, of ihe sdnmany of our Pigioesy

poople Duerythung we donas ane obyed tive: Toobnng you the
tinest Durum products Waith eich agooden color Theecolor of
Quality King Midas Semabing and Daram Hour

That's why wo beam ath the North Country < boest Durpme a eat And malt ot
infacilities designed spec o ally fore the produ tion of =
Semohina and Duram Howr

We make pasta i munoeture press and dreyet operation
And we check the pa=tator color and constancy. Wi diso
WOTK with Our CUSIOMEeTs on N Produc mnoe, 4hons

creative shapes . with 1his mintute edquipmsnt
Conhdentially. of courss
We oy en dovelop recipes asimg st L ome thie dishies o
the bt Rescapues e o, oot Sather AELETS TR lus!
AT 1O Pasites ANy I ot Sl s Mo e pasta more
appeabing 1o the Bogse sk ¢} Phorthe pasta masmers

And qood tor Pogoey

Today. Pea.eyas the fast sapprber of Duram products st
atotal range of arades and aranutatons Tomate v our mes
Plus people aho ook gpon themseloers s vour Dasta partner

Industrial Foods Group



Roneld D, Peterson

Mr. Peterson illustrated his presen-
tation with a series of slides:

It's a great pleasure to be with you
and to be discussing a topic as
broad as the one I've asked to cover.
The Hypermarche to the box store
gives me license to talk about the full
spectrum of retail developments in
tﬁe United States including a signifi-
cant western European influence from
France and Germany. It's an exciting
challenge and one that is very well
timed because there have been more
significant changes in the last five
years than in the previous twenty in
the retail food industry. I intend to
cover the hypermarket development,
the evoluntionary impact it's had on
conventional stores, the food-dru
combination store, the box stores, ani
brieliy generic label. Hopefully, when
I'm finished it will all make good
sense and you will have a clear im-
ression of where I believe retailing is
eaded in the 1980's.

Hypermarche

To begin, the term hypermarket
(hyermarche) emerged in France and
to some degree Germany in the
1060's. Carrefour in France had been
the leader in terms of successfully ex-
panding the hypermarket concept. In
fact, they were so successful that in
1975 the French government passed
the Royer Law which requires gov-
ernment authorization for the con-
struction of a hypermarket. For this
reason but also because the hyper-
market formula is reaching a satura-
tion stage in France, there were only

General Manager, Jewel Food Stores, Chicago
at the NMMA Winter Meeting

18 hypermarkets opened in 1978 ver-
sus 82 in 1877, Size has also been
declining,

It has been suggested by some that
the western Europeans jumped over
several generations of stores and
moved way out in front of the United
States with its hypermarket, It is typl.
caliy 200,000 square feet; one-third
food and two-thirds general merchan-
dise behind common checkout. They
do over 50MM annually. It includes
large reserve arcas since it doesn't
work with a central warehouse and it
reflects mass merchandising above
and beyond that typically seen in the
United States today with a dual ob-
jective of better customer appeal and
increased efficiency and productivity.
Pictured were checkouts, game area,
grand aisle, overview, general mer-
chandise product display, appliances,
cameras, boys' shirts, customer serv-
ice, overview of food, dairy-yogurt,
produce, cheese, fish, delicatessen,
meat, sausage, special prepared foods,
bakery, wine — fill your own.

Grand Bazaer

Our interest in Carrefour and our
great concern over our inability to do
everything we wanted to do in a
30,000 square foot supermarket led to
our devesopmenl of the Grand Bazaar
Store in the early 1870's. We opened
our first store in September in 1673
hoping that it would enable us (1) to
present all of our newest merchandis-
ing ideas in a single store; (2) to focus
on the natural interest, beauty and
excitment of food as opposed to elab-
orate and extensive decor; (3) to serve
as o laboratory for testing new meth-
ods of serving our customers and new
product hondling and display tech-
niques designed to help us improve
our productivity, The first Grand
Bazaar was 67,000 square feet and it
has a 23,000 square foot Osco Drug
Store next to it.

Basic to food retailing is a perish-
ables presentation that excites the cus-
tomer and puts her in a good mood
for buying throughout the store.

First, is the in-store bakery with all
items baked from scratch right in the

!

HYPERMARCHE TO THE BOX STORES
by Ronald D. Peterson, Executive Vice President and

store: about 200 ftems with hot bread
available every few minutes to attract j
lots of customers to this department,

Next, the Chef's Kitchen which pro-
vides a comple delicatessen variety of 8
salads, heat and serve meats and re- @
lated items, table ready desserts and
party specialties, Note the macaroni.
Most of this product is prepared
centrally, :

Now we move to the produce de- §
partment which we belleve is a prime §§
example of letting the natural prod-
uct beauty sell for you rather than
fancy decor. At this time we were still
prepacked so it was our goal to pre- §
sent massive and Interesting displays
so the product outshines both pack-
ages and decor. We have since gone
the next step to a completely bulk §
operation, ‘

Flowers are interesting in impor-
tance to food stores and this store rep- [§
resents our most extensive effort in o i
floral department at that time., The [§
sausage shop includes over 100 old
worl sausain favorites, many of
which we make in our own meat pro-
cessing plant.

We believe there is a significant
potential in fresh fish if we can find n
way to consistently present good vari-
ety of fresh fish and seafood plus con-
sumer education on preparation anc
how to serve. The Pier 14, as does tht
bakery ancl Chef’s Kitchen, provide
a balance hetween service and self
service whick we believe is important §

Fresh meat is presented in a stag
gered case layout to break up the
monotony of a long straight line dis-
play. Important to the development
of the Grand Bazaar concept is pro-
duction and packaging operation:
which include tEe latest and most ef-
cient high speed equipmert to enable §
us to have product ready for peak §
business periods and to help us im-
prove productivity. And at the same |§
time we're increasing productivity, we
are operating the special service of a
custom cut shop to handle special
requests.

The cheese chalet offers a wide §
variety of domestic and imported

(Continued on page 26)

ere comes

WRIGHT

with packaging machinery designed specifically
for the macaroni/noodle industry ... including a
pasta soup mix packaging system for individual
servings that's magnifico. Ask Vice President
Martin D. Cicchelli for free 4-page bulletin.
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Hypermarche to Box Stores
(Continued from page 24)

cheese all on a service basis, Service
is important here because like fresh
fish most people are simply not aware
of the product. Sampling and personal
selling is necessary to capture the po-
tential available here,

Milk and dairy are rear feed-wheel
in cases which enables us to gain pro-
ductivity, improved stock rotation,
and to have full cases even when cus-
tomer traffic would not allow stock-
ing from the front,

The consumer service center in-
cludes a full-time home economist
available from 10:00 a.m, to 9:00 p.m.
daily to offer helpful suggestions cov-
ering meal planning and food prepa-
ration as well as general consumer
information and demonstration of new
products and serving ideas, This serv-
ice has been very very well received
by our customers.

We have broken up the grocery de-
partment somewhat by developing
some sub-shops such as natural foods
and candy.

The basic grocery presentation is
one of spaciousness und massiveness
while giving the custon:er the impres-
sion of large quantity purchases dirent
from the factory. The utilization of
tlevices like forklift trucks, palletain-
ors (large and small), shelf baskets
und baskets in lieu of shelves all help
us handle large volume efficlently
while adding some excitment to our
product displays. Quite honestly,
since the opening of the Grand Bazaar
we have found other ways to add the
excitment so we are using palletainers
and fork lifts to a much lesser degree
today.

Service desk and checkout area are
extremely important to a store like
this because a customer must not only
be able to buy a lot of product in a
relatively short period of time but she
must also be able to check it out, pay
for it, and get it to her car as quickly
ns possible. We used new shopping
carts, new checkout counters, elec-
tronic registers, plus a combination of
conventional counters and separate
indexing and pay stations.

The separate pay station is another
example of a good idea that just didn't
work out, The customer perceived it
us standing in line twice, even if she
did in fact get out of the store more
quickly, We have since taken them
out,

The next store I would like to show
you is a 45000 square foot store
which we opened in an all black com-
munity in Chicago in 1977, Four years
have passed since the first Grand
Bazaar opened and we had eight ba.
zoars in total ranging in size from
50,000 to 68,000 square feet in food.
This store because it was less than
50,000 square feet was not called a
Grand Bazaar, However there was
Grand Bazaar influence on this store,

Combination Stoves

Now, I would like to move to the
subject of combination stores, This
subject has been a hot topic for at
leust three years with Skaggs & Al-
bertson serving as the focal point. The
Skaggs-Albertson’s combos whether
operated by either partner are about
55,000 square feet in total and are
about 50-50 food and drug. Jewel
Food Stores has operated combo
stores since the early 1860's and we
have made a major commitment to
combos for the future so I will now
show you three combination stores
and again you will see row our Grand

azaar experience is intuencing what
we do,

The flrst store in South Naperville
is a 61,000 square foot combo with
38,000 square feet in food and 23,000
square feet in drug, Shown were:
farmstand concept and displays, floral
with a specialist, bake sEop. dairy,
Chef's Kitchen, generic products, mass
beverage displays, meat, juice bar,
yogurt bar, consumer information
center,

The second is an 83,000 square foot
combo. It is 45,000 square fect in food
and 38,000 square feet in drug. This
particular store is larger in drug and
is a different configuration hecause it
was formerly calles‘].'ewe] Village and
it included a 100,000 square feet
Tumn-Style store. At any rate, it is
another §ood store to show you our
merchandising ideas and how they
are implemented at store level. A mall
of shops has a Chef’s Kitchen, bake
shop, ' “Thee" floral shop, butcher
shop, sausage shop, pler 14, consumer
service center, farmstand, spacious
frozen foods, generic foods, dairy,
beverages, relaxation, Hallmark, cam-
era, beer-wine-liquor, cosmetics, pa-
perback books, paintings, soft goods,
sporting  goods, magazines, profes-
sional services, optical, pharmacy.

the combination food-drug ideas. |
took us two years in the plann
stage for our first Grand Bazaar &)

stand, CheFs Kitchen, dairy, pler I
butcher shop, consumer service cen
ter, milk, buke shop with Europe:

influence, floral, generic foods, Ew\
erages, pharmacy, camera, Hallmas
cards, gift wrap, wicker, small appl}
ances, glassware, bathroom accesss

ries, yam, books and magazines, co§
metics,

Marketing Factors

Now, as I make the transition Ixf
tween hypermarket, the combinatiog
store, to the box store and gener
label, I'd like to touch on some maf}
keting environmental factors whid}
influence the kinds of stores being
constructed as well as the perforn§
ance of existing stores,

L. We are marketing to a morg
sog»histlcated customer toda
who is shopping differently, pre
paring meals differently, ang
eating differently. Customers ard
responding to a varlety of mui§
keting approaches today. :
. The market is not expanding
rnFidly today which means we'
all working hard to serve ¢
existing markets better,
3. Rising costs are a serious ang
major challenge to the ent:
food industry. Any progn.
which focuses on the cost :!5:: o
the equation warrants seric
thought and generic label, wa
house stores and limited asst
ment stores do concentrate
the cost side of the equation.
The general attitude of the o
sumer is not particularly health
in general but more specificall
it's very negative about pric
and about what we're doin
about rising prices,

There are a lot of things Americs
do not agree on, but there is one thin
they do agree on now: things are ge!
ting worse for Americal

A majority of Americans name i
flation spontaneously as the nation
major problem. Only one in four e

(Continued on page 28)
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Vibrating Conveyors: ldeal for conveying materlals gently
without breakage, One piece stainless steol trays which aro

sell cleaning meot the most siringent sanital

All unlis utilize corrosion free **Scolch Ply" reactor springs

which can be washed down plus simplo
positive eccentric drlves, Capacitios of up
with lengths over 60 feet.

Plant Engineering and Layout

1 . DPEN TUBULAR FRAME
@ /. POLY-BTAINLES 3 DR ALUMINUM

BUCKET ELEVATOR
The Versatile Bucket Elevators with Space Age Deslgn-Sani-

.} ASEECO

) v Plas Buckels (Polypropylene) FDA approved, Sanitary Delrin
A , 7 rollers on chain—reduce friction and wear, Pre-lubricated
g o /{ chain bushings where lubrication s not possible. Section-
) \‘\ ¢  alized uni-frame conslruction permits rasy changes In height
A \*-/( or horlzontal run—allows for case in cleaning and Inspec-

\ &4

tion. Avallable as standerd with conventional frame or sani-
tary open tubular frame dosign. Capacities to 4000 cu. ft./hr.

ST R O R

‘Writa for Bullatin CAL-50

. USDA APPROVED
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Ll

lon requirements.

mainienance free
10 2500 cu. ft. hr,

hulletin cve-30

services offered: Electrical Engineering and Control Panels

Erection and Start-up

ASEECO 8887 W, Olympic Boulavard, Beverly Hills, Calif. 80211

(213) g5R-5780
AY, 1979

TWX 810-420-2101
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Tubuler sanitary opan frama model permils
sasy Inspection and cleaning. Alse ll‘l"'
able in completa stainless stesl

The Modu-Tran IT Vibrat-
ing Conveyor feeds product
sidoways as waoll as in the
normal Torward direction,
This unlgue development by
Asveco Corporation makes il
pussible 1o split a stream of
product, to any rates of flow
tustred, with sanitary estheti-
cally designed vibrators,
Units can b installed In sories
to disteibite product o mual-
tiple packaging machines or
10 several use points simulta-
neously on demand.
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Hypermarche to Box Stores
(Continued from page 26)

pects inflation to stop. A majority ex-
ject prices to go up even faster in
‘ne coming months.

Even though most Americans ex-
pect their incomes to increase, the
number who expect to have a harder
time paying their bills and getting
along Is growing,

Nine in ten see food prices rising
faster than other prices: Not neces-
sarily reflecting the reality but reflect-
ing the closeness with which consum-
ers watch food prices. Eating is one
of the few things we all do every
day as long as we live. You niay shop
for a car or a suit of clothes once in a
couple of years, but you shop for foad
every couple of days, so you see foud
price changes continuously. And that's
what makes people maddest righ
now,

When people think about a further
sudden jump in prices, they resolve
literally to tighten their belts. When
people hurt . . . they figure someone
is to blame and it is the shadowy mid-
dleman and the government that get
blamed. So far, virtually no one
blames themselves as consumers or
blames the farmer.

People sce labor unions and the
U.S. Congress as having the power,
but not necessarily the concern, that
would lead them to act in the public
interest.

Farmers are seen as having the con-
cern, not the power to help or hurt.

Heading the list of solutions fav-
ored by Americans to deal with risii.g
food prices are cuts in government
spending. The idea of limiting the
farmers’ profits to stop food prices
from rising is favored by iewest
Ameri. .ns,

It is quite clear that most Ameri-
cans feel something should be done
about rising food prices and that they
favor what we would consider to be
rather drastic action to reduce prices.
The point of all this marketing en-
vironmental background is net that
the box store or generic or a hyper-
market is the answer to the callenges
we face, They're only small attempts
to get at the answer, The point is that
we as an industry do have a serious
problem with rising costs, rising re-
tails, and a reputation for not doing
as much as we should to make im-
provements, As a retailer we believe

28

that in our role as our customers’ buy-
ing agent we have a responsibility to
do something about rising p-ices, 1
hope that cach of you will see a1d feel
some responsibility also.

The Box Store

On to the box store — the concept
of reduced price, reduced service out-
lets was pioneered successfully in
West Germany by Aldi. Aldi began
operations in the U.S. in May, 1978,
when it purchased Benner Tea, and
since then it has expanded to include
more than 70 stores primarily in Towa,
Illinois and Missouri. Aldi operates
exactly the same in the US. as in
Germany. The concept is basically
very simple:

® 7-8,000 square foot second use
factlity,

® 400-500 items — basically non-
perishable grocery.

® Prices 80-40 % lower than na-
tional brands, 15-20% lower than
many private labels.

® Gross margins a little more than
half of normal grocery margins.

® No merchandise price mnrﬁed:
All items memory checked by
checkers.

® Minimum service — The custom-
er must furnish her own bags, re-
turn the shopping cart, pay with
cash or food stamps only.

* To date, a comt ination of private
brands, packer label and national
brands have been carried al-
though the direction seems to be
toward strictly private label
sometime in the futuce,

* All possible expenses are elimi-
nated with product displayed in
cut cases from bare bones type
shelving,

Box stores at this point number
something well over 200 and are lo-
cated in the middle to Eastern half of
the country. The two markets with the
greatest concentration of stores are
Chicago and St. Louis with about 20
stores each,

Our own Jewel Tea now has 30
stores in operation, 23 of which are
in Florida and 7 of which are in Penn-
sylvania. We will soon be opening
in Atlanta.

®* We opened our first store in the
town of New Port Richey in Feb-
ruary of 1977,

® The store was a former hardware
store — free standing. The selling
space is only 4,200 square feet.

Vaakii

» selling 125 items under this label
ul it Is essentially a non-perishable
jcery program.

We display all Fmducls together in
cry store and have chosen not to
wegrate item by item. We are using
«onventional display approaches to
esent this unconventional product
b uur customers,

These slides were taken in one of
ir Grand Bazaars so this represents
ir largest display effort, In more con-
rutional stores we could make a lim-
«| presentation in as little as 30 feet
space, although generally we are
ing more space than that.

8 This final slide on generic label
oduct anticipates one of your ques-
ns regarding brand trade-off, There
i finitely is some trading away from
ith national  brands  and private
ands. We are still studying the im-
ct and in the meantime are hoping
r improved price reputation and an
pnm‘.ed market in total.

® Our 14th store—a former fox
store opened in Jacksonvillg
carlier this year and is one of «
higher volume stores, This sto
Is over 10,000 square feet in siz

® Checking is done from one basl
et to another and prices are menf
orized.

* While we sell grocery bags, cu
tomers generally bring their ow:§
and do their own bagging, ‘

Others to watch in this field anfl
Kroger, Fisher Fazio, and A&l
Especially A&P, now that the Weeg
German Kengelman group have ac
quired 42% of the A&P stock. Ken
gleman has 500 limited assortmen}
stores called “Plus Discount” in We
Germany.,

Generic Label

Now, u few comments on generif§
label. It is an interesting subject I
discuss and needless to say, contro}
versial, There has been extensivi
publicity regarding generic label
much of it reflecting total lack of un s
derstanding of the concept, so let i
explain it as we intend it,

Generic label is intentionally plain
simple, stark and Inexpensive in apf
pearance, It is very simple designed
to help us provide vur customers witk
lower priced, better value foodd
through our buying differently an
taking out all sslh%e costs. Our buy#
ers understand that the ceal challeny
with generic label is how we buy a
opposed to how we sell. The quality
intent is not to sacrifice nutritionall§
value, wholesomeness or utility value
Examples of cost savings:

L. Packaging — the least expensive
approach: no pull tabs, flip togs
cellophane window. Tea bay
unwrapped, i

2. Ingredients —less sugar in car§
ned fruits: broken peanuts o
peunut butter instead of U.S, #1
whole peanuts, grapefruit plecsE
rather than sections. Less unif
formity in size of fruits andfil
vegetables, {

8. Sizes and colors limited to oncf®

4. Fragrances in paper products
and laundry products eliminated

5. Advertising and promotional e
penses are minimal.

Summary

In summary, hopefully the picces
¢ falling together pretty well. The
tail store environment in which
Il be operating In major U.S. mar-
ts is one of extremes, Most new
permarkets will be larger, more ex-
ting, better merchandised and com-
ned with some type of general mer-
andise presentation. At the other
wl of the spectrum we'll see a rather
ppid proliferation of the box type
ore uatil the saturation point is
ached. The majority of these units
ill be second use low cost facilities.
i vast middle ground of the con-
ntional store will diminish signifi-
itly, This will lead to a temporary
portunity for independents and for
~venfent stores, Chviously, this pat-
i will be modified as we move from
«ur metropolitan centers to smaller
I even rural markets.

Ihe consumer environment while
Mlenging offers great oppertunity
i the more creative merchant. While
r customers will be more concerned
f out price and value than ever they'll
i°0 e very concerned about the
uality of life, While the fast food
dustry will continue to grow, so will
od at home as it becomes more fash-
bnable to work in the kitchen and to
itertain at home. While the con-

B mer will be more discriminating
We began testing this program al-§ d even demanding she will also

most two years ago in ten stores and ' . 5
today have it in over 200 stores. We o better taste and & greater appre
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Panoramic view of the

75th Annual NMMA
Meeting at the Broadmoor

The 75th Annual Mecting of the
National Macaroni Manufacturers As-
soclation will be held July 8-12 at the
Broadmoor Hotel, Colorado Springs,
Colorado,

The schedule will feature an open-
ing dinner party with a featured
speaker on Sunday, July 8. Commit-
tee reports and Association business
will be transacted on Monday morm-
ing, July 9. A tennis mixer will be
held that afternoon.

A grocers’ panel, product promo-
tion discussions, and other manage-
ment considerations will fll out the
program for the remaining two days.

Golfers can play their tournament
round any time during the first three
days of the meeting, Prizes will be
awarded at the Suppliers Social pre-
ceding the Dinner-Dance, Wednes-
day, July 11,

The Board of Directors will meet
Sunday afternoon, July 8, and again

ciation for guod food, While she is
more concerned about health and nu-
trition, she also sees food as fun and
something to be enjoyed,

‘I'ne marketing environment then is
one which is both challenging but also
potentially very rewarding, There is
a great need for honestly better value
but also a great need for creative
selling, !

It LR AT e en s P )

Broadmoor complex,

Thursday morning, July 12,

Reservation forms will be available
from the Association office shortly.

An Institution

To many people, the Broadmoor
is an institution,

“Natives still think it's a high class
European resort spa,” says Fred Sindt,
the Broadmoor's publicity and adver-
tising director. “Up until the mid.
1950's, the Broadmoor was a Europe-
an resort-type of spa, It catered to
tourists who were coming up here
for a resort experience.”

Maintaining that resort atmosphere,
the directors of the Broadmoor de-
cided in the late 1950's to expand the
hotel facilities with the 144-room ad-
dition (Broadmoor South) und the con-
vention-designed  International Cen-
ter, which can seat a 1,600-person
banquet,

Away from Home ‘n Canada

According to Alex T, “Manikas, pres-
ident of the Canadinn Restaurant and
Foodservice Assoclation, 1978 sales of
food and beverages for the away from
home market will reach 89 hillion,
Ilass $10 billion in 1979 and top $12
illion by 1880. Manikas said, “The
foodservice industry has now become
a major force in Canada’s economy.”
Restaurant  chains  account for less
than 25% of foodservice sales in
Canada.
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Performance Youz*;fCan Depend On!

Sanitary Design
' * Structural Members completely enclosed; can't collect dust
. or dirt,
* Motors and Drives are open, away from product area and
easy to service.

* Drive Guards are completsly enclosed in oll baths for chain
’ drives. Belt Drive Guards are open at bottom, to prevent
dust and dirt accumulation.
* One-plece Unique Trough Design has smooth rounded
corners for easy cleaning. Product hangup on mixer walls Is

virtually eliminated. \ . R
* Outboard Bearings on mixer shafts absolutely prevent Press base and bell guard reflect the clean,

product contamination by lubricant. Seals may be replaced elficlent design and attention to detall In every

without removlng bearlngs or shafls. Buhler-Mlag press. Base is sturdy and easlly

accessible. All joints have smooth welds for
easy cleaning.

¥ “f‘ i Easy Supervision and Operation
* Mixer Cover has plexiglass window for easy Inspection.

* Varlable Speed Drive with remote control for accurate
capacity adjustment.

¢ Time-Saving Hydraulic Die Change Device.

Rugged Construction

* Time-Proven Deslign assures long, trouble-free extruder life.

* Reliable U.S.-bullt Drive Components selected for low noise
operation,
Model TPCD Capacity, 8000 Ibs/hr.

Product Quality is What Really Counts! "
Top-grade quallity Is yours from BUHLER-MIAG equip-

Eight Models — Capacities from 50 to 16,000 Ibs/hr. [§ 1< yourcustomer recognizes and deserves it Can g orrons er 154 coomm awmar:

with hydraulic die change device (Single screw
extruder),

Model Lbs./hr. Capacily Contact us for Information on BUHLER-MIAG Extruders and other Macaroni Processing Equipment.
TPLE (SIngle Screw) Lab Extruder 50- 300

o e Weoannelpyorr o N L/l g
uble Scre.y ,320- 2, t - s
e 2ol Gawesovon | £ { (BUHLER-MIAG)

TPCE (Single Screw) 2,000- 4,000 Iant ‘i e
Size.
TPCD (Double Screw) 4,000- 8,000 p , \\ BUHLER-MIAG, INC,, P.O, Box 98487, Minneapolis, MN 55440 (612) 545-1401
LTPCV (Four Screw) 8,000-18,000 78-304 BUHLER-MIAG (Canada) LTD., Ontarlo (416) 445-6910
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Buitoni’s Captain Protein

It's a bird, it's a plane. No, it's Cap-
taln Protein, the smiling little figure
in the green space suit who has come
to Earth from the planet Proteinus
located in the distant Pastan Galaxy.
Buitoni has made is possible for him
to be here to share with Earth chil-
dren the secrets of growing strong,
healthy and courageous too,

In reality, Captain Protein is
Buitoni’s umbrella name for four new
differently shaped, outer space in-
spired protein n:taroni  products
meant especially fur children, They
include:

Spacemen,
Spaceships,

Moon Buggies,
and Space Robots,

Responding to the needs of today's
corsumer, the new pasta line was
created by Buitoni especially to h:k:
mothers solve the problems of feed-
ing their families, the dilemmas of pro-
viglug nutritious meals with shrinking
dollars and those of getting kids to
eat foods that are good for them.
Macaroni and cheese made with any
of these shapes is sure to be more fun
for all the six through twelve year old
youngsters for whom Captain Protein
products were created.

According to “Recommended Diet-
ary Allowances,” 8th Edition, 1874,
National Academy of Sciences, the
suggested daily dietary allowance of
protein for children aged seven
through ten is thirty-six grams daily,
A two-ounce dry serving of any Cap-
tain Proteln macaroni contains twelve
grams of protein or approximately
3314% of the suggested daily allow-
ance,

Children Need Protein

Today, every one is very aware of
the need for protein in their daily
diets. Adults and children need pro-
tein, but children need plenty of it
because it is essential for growth as
well as for body building and tissue
replacement. But, protein s the s[n[.lilc
most expensive food ingredient in the
world today. Because of the high
prices for protein-rich meats, fish,
eggs, chicken and cheese, it's becom-
ing increasingly more difficult to pro-
vide children with adequate amounts
of protein daily.

As u food category, kids like pasta.
The combination of Capiain Protein

32

with other ingredients kids enjoy,
such as cheese or tomato sauce, does
an excellent job of giving them pro-
teins and carbohydrates. The protein
nutrition in Captain Proteir: brand
products comes from a special Buitoni
wheat germ and food yeast formula.
In combination with other ingredients
such as cheese, butter or tomato
sauce, casy to eat shapes, Spacemen,
Spaceships, Moon Buggies, and Space
Robots provide quality protein eco-
nomically in versatile, completely
nutritious and fun to eat meals for
youngsters, in line with the most
modern nutritional thinking.

The best or most complete proteins
are found in expensive meat, fish,
eggs, milk, chicken and cheese. Plant
proteins from grains, nuts and vege-
tables are incomplete because they
lack certain amino acids. In order to
get the most useful protein from
wheat, vegetables, even yeast, com-
plementary proteins which make up
for the amino acid deficiencies of
plant proteins must be eaten along
with them. Examples of complemen-
tary protein combinations are: whole
grains with beans, grains with milk
products and macaroni with cheese,
milk, butter or tomato sauce. Such
informed eating, is vital to all families
who want the best possible nutrition
but want to cut down on meat meals
to save money or for health or human
reasans,

Energy from Carbohydrates

Additionally, food scientists are
widely agreed that it is preferable
that energy-fumishing carbohydrates
be derived mainly from complex car-
bohydrates such as bread and mac-

aroni rather than calorie laden bhu
nutritionally empty sugar and fa
Captain Protein products’ thirty-seves
grams of carbohydrates per each two
ounce dry serving fill this carbohy
drate preference,

Each Captain Protein macaro
space shape, Spacemen, Spaceship:§
Moon Buggies or Space Robots, if
packed in an eight-ounce packag
which colorfully shows the smiling
Captain Protein himself. There's plug
value in the box, since by following
dotted lines, the Captain can be mad
into o ﬂve-and»n—lla&f inch tall standg
up cut out. Retail is approximatchf
an economical $.39 per box.

Red Cross Spaghetti
Bowl in Chicago

Chicago's prestigious  Midtovr
Tennis Center hosted and the Red
Cross Spaghetti Co. sponsored th
fifth Play Spaghetti Bowl tournament
The Red Cross Spaghetti Bowl was 5§
success. The tournament was cover-dd
by the press and television. Stories
ran in the Chicago Sun Times andy
the Chicago Tribune, Two of the tele
vision stations aired interviews witht
the players of the tournament. i

Chicago’s Midtown Tennis Centet
has a membership of over 3,000 andg
the daytime hours are booked ou!
mostly by women. It is an excellen
facility to display promotional ban
ners and signs. Red Cross also hostvd
a children’s clinic and served fre¢
spaghetti dinners a few hours eachg
day of the tournament to the player
and spectators, The spaghetti dinne

(Continued on page 34)
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Introducing Hoskins Company
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Glenn G. Hoskins Company was launched in 1941
as a business and technical consulting service to
the Macaroni Industry. Over half the industry in
North America subscribed to the Hoskins service.
During the consulting years substantial contribu-
tions were made to the technology and operation of
the industry.

et o e L

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

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

Chatles M. Hosking

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

We acted as consultants in designing a number of new factories and expanding old
factories. This included the Creamette Company, American Beauty, A. Zerega's Sons
and Ronco.

In the 1960's the name was changed to Hoskins Company and the nature of the busi-
ness was changed to @ Manufacturers Sales Representative for:

DEMACO, the principal domestic manufacturer of complete pasta production
lines.

ASEECO, a manufacturer of storage systems and mechanical conveyors for
noodles and short cut macaroni products.

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

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

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

Pag (Continued from page 32)
added to publics interest in the
tournament,

Since the beginning of the Spa-
ghetti Bowl tournaments, Mr. Harz,
organizer, has worked closely with
the sponsors to expand the promo-
tional advantages to also include the
sponsor’s trade customers, At the more
recent tournaments, a trade, round-
robin tournament has been intro-
duced. The sponsor invites his sale
personnel and his customers to par-
ticipate in the round-robin touma-
ment, Those customers that can not
participate in the round-robin are in-
vited to a tennis clinic.

100 More Cities

As the demand for more Spaghetti
Bowl tournaments has grown, a list of
100 cities has been added to the cir-
cuit. This will enable the sponsor
more flexibility in holding an event in
his marketing areas,

Mr. Harz believes that the pasta in-
dustry benefits as a whole by bein
involved in the Spaghetti Bow
tournament. The pasta industry as of
yet has not identified itself with the
field : f sport. Tennis is an excellent
medium to advertise the fact that
pasta products are nutritious, digest-
ible products for sportsmen.

Since the IOTF (International Open
Tennis Federation) sanctions all the
Play Spaghetti tournaments, Mr. Harz
would like to introduce yet another
idea to the benefit of the pasta indus-
try. The IOTF sits in an excellent
position to endorse pasta products as
a foodstuff for tennis players.

By developing the Play Spaghetti
Bow! concept, Mr. Harz sees un-
limited possibilities to involve spon-
sors promotionally with their con-
sumers and their trade. For further
information about the Spaghetti Bowl
tournament circuit in your area con-
tact the Macaroni Journal or Play
Spaghetti; P.O. Box 6414; Omaha,
Nebraska 68106 or call (402) 533-3770,

R H M Annual Report

Progress toward stability in baking
operations was achieved by Ranks
Hovis McDougall Ltd, during the
1078 fiscal year, according to the com-
pany's annual report.

Against a background of industrial
disputes and severe competition,
RHM was able to move its baking

George Glowo, v.'nner on the left, and Carl
Gates, Red Cross Marketing,

business to a “more satisfactory eco-
nomic base,” Joseph Rank, chairman,
states in the report.

Sales of Ranks Hovis McDougall in
the fiscal year ended Sept. 2, 1978,
totaled £1,228 million (U.S. $2,468,-
280,000), compared witl £1,107 mil-
lion (U.S, $2,225,070,000) ia fiscal 1977
and £921 million (U.S, $1,851,210,000)
in 1976. Profit before taxes and extra-
ordinary charges came to £31,121,000
(U.S. $62,5653,210) ngainst £36,458,000
(U.S. $73,280,580) in 1977 and £39,-
847,000 (U.S, $80,092,470) in 1876,

Profits after taxes and extraordinary
items totaled £13,595,000 (U.S. $27.-
825,850) in fiscal 1978, compared with
£15,174,000 (U.S. $30,499,740) in the
previous fiscal year and £18,816,000
(U.S. $37,820,160) in 19786,

Baking in UK.

The first half of the fiscal year was
marked by a series of industrial dis-
putes in the bread industry, including
a nationwide strike, which contrib-
uted to a further decline in consump-
tion, Mr. Rank points out in his re-
view of operations. “The situation was
further aggravated by the severe
competition which resulted from the
industry’s over-capacity which, in
turn, led to an escalation of discounts
to major customers,” he states.

Against this background, Mr, Rank
says, Spillers Ltd, made n decision to
withdraw from the British bread bak-
ing industry in April, 1978, Following
this action, RHM acquired seven of
the Spillers bakeries and 44 of its
shops and depots,

/ )
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“The integration of these bakerig
and the absorption of the extra tral;
at our other bakeries following t1
closure of 23 bakeries by Spillen
created considerable difficulties 1
which our management and woik
force alike responded magnificentl/’
he states in the report. “This integia,
tion took several months during which
we moved the business, which had
aperated at loss for most the year, o
to a more satisfactory economic base!|

Mr. Rank indicates that after a yea
of unsatisfactory trading, the com
pany has decided to sell its Canadia
operations, These interests includs
CanVin Products, its main operatio
in Canada, and the Gattuso Corp. of
Montreal, a macaroni manufacturer}
RHM also has sold its business i
Argentina—its only foothold in Sou
America, Mr. Rank says.

Pasta in the US,

“Apart from the pasta business o
Ravarino and Freschi, to which I re
ferred last year, no further acquisi
tions were made during the year it
the U.S," he states, “Our pasta com
panies there again made a significan
contribution to overseas profi
though is was marginally below ouf§
expectations owing to flerce compeli
tion.”

In commenting on other operation
in the UK., Mr. Rank polnts out tha
Pasta Foods successfully continued |
ssles drive in the retail market to th
Lu:int where the company's Record§

rand is a contender for brand leadw
ship. “Our wholewheat pasta dom
ates the high-fber section of t
market,” he states. “Neverthelef
cheap pasta from Europe seriou:hf
affected our sales to processors, ad
profits were reduced as a result. Sna:
foods produced disappointing results§
but we are looking for an improv
ment in this sector of the marlef
shortly,

Now Assignment

Malcolm Semple, Deputy Chairm uf
of RHM Overseas and Chairman «
Pasta Foods Limited, hos been o
pointed Chairman and Managin
Director of RHM Holdings (USA) Tnc

Mr. Semple takes up his new pod
in New York., He will continue (=
be a member of the RHM Miait
Board, but his new appointment co
firms the gioup’s growing interest igiE=

(Continued on page 36)
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For more than three quarters of a century Maldari has made
it a policy to keep pace with the mest modern developments
in automated equipment and machinery, providing
customers with prompt dependable services and products
precisely machined to extremely close tolerances.

For a new food extrusion die or for maintenance and
repair of your existing dies, you can depend on Maldari.

D. MALDARI & SONS, INC.

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

America’s Largest Macaronl Dle Makers Since 1903 - With Management Continuously Retained In Same Family
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Malcolm Semple
(Continued from page 34)

the United States — in particular the
consolidation of interest in pasta
manufacturing, which could certainly
lead to further acquisitions in due

course,
This new arrangement should
strengthen the development link

Dbufld-up between the UK pasta inter-
ests and those of the United States.

Trends in Britain

Potato sales took a dive in 1876 as
the retail price increased over 70 per-
cent due to a potato famine as ex-
pected crops failed to come in.

Retail sales of rice also fell during
the period as in common with most
other foodstuffs the retail price rose’
but not so drastically as for potatoes,

Pasta sales however, grew steadily
through that year and continued to do
so through 1677 as well. By the begin-
ning of this year the gap between re-
tail sales of rice and pasta had closed
considerably.

With sales of cooked chips and in-
stant potato falling very considerably
over the period because of the sharp
rise in raw potato prices, the louse-
wife was looking for an alternative
food as part of her main course. This
was and s an opportunity for pasta.
If current trends in pasta sales are
maintained it could be challenging
rice by the mid-eighties as the most
popular second choice to the potato.

EEC Policies Create
Problems for German Millers

The volume of durum milled in
West Germany since 1972/73 has de-
clined by 47 percent, falling from
280,000 tons (10.3 million bushels) to
149,400 tons (5.5 million bushels) in
1977/78. During the same period,
however, German pasta production
has remained nearly constant at 202,
000 to 217,000 tons annually, Domes-
tic pasta consumption has been slow-
ly incrensing and now averages ap-
proximately 88 pounds per capita.
These apparent inconsistencles result
from several factors: (1) there are rela-
tively large volumes of pasta products,
particularly from Italy, imported into
Germany which are processed from
less than 100 percent durum semolina
and are reputed to be cheaper than
German-produced pasta; (2) durum

and semolina imports into Germany
from Italy and France are significant,
approximately 50,000 tons (L8 mil-
lion bushels) in calendar 1977; and
(8) the cheaper pasta, durum, and
semolina imports require German
millers to blend 33 to 40 percent soft
wheat flour or farina into their prod-
ucts. According to the Great Plains
Wheat European Regional Office in
Rotterdam, this situation stems from
the inequitable EEC pricing policies.

Threshold Price

The EEC threshold price (the com-
modity value plus the import levy)
for durum imported into the EEC is
approximately US$370.00 Yer ton (or
US810.07 per bushel) while the soft
or bread wheat threshhold price is
approximately US$260.00 per ton (or
US$7.08 per bushel), Thus the 43 per-
cent price differentinl results in ex-
tensive blending by German proc-
essors to compete in their own domes-
tic pasta market. However, through
the 1073/74 period that price differen-
tinl was 17 to 19 percent, Thus this
situation has precipitated in the past
five or six years. A further element
aggravating the situation is that the
EEC threshold price for durum im-
ports in Italy is somewhat lower than
that for West Germany and other
northem European countries, Euro-
pean durum millers associations are
attempting to resolve this situation
with the EEC and at the same time
press for 100 percent durum-based
pasta products,

1971 International
Wheat Agreement Extended

The International Wheat Council
formally extended the current agree-
ment, the International Wheat Agree-
ment of 1871, for an additional two
years, The agreement, which would
have expired June 30, 1979, will now
remain in effect at least through June
30, 1081, While extending the 1971
Agreement, the 1WC also stressed the
importance of resolving as soon as

ssible the difficult issues that dead-
ncked the negotiations to reach a new
agreement. Specifically, these issues
were the size of the world wheat re-
serve stocks, the price levels at which
the stocks would either be acquired
or released, and the sharing of the
reserve stocks among member coun-

tries. The Wheat Trade Conventicn
of the International Wheat Agreeme !
of 1971 is consultative in nature, pr»
viding a forum for international coo )
eration, discussion and review of the
world wheat situation. The 187
Agreement also contains a Food Aid
Convention providing for a minimum
of 4.2 million tons of food aid done-
tions by the member countries, Al
though there was general agreement
to increase the commitments under
the Food Aid Convention of any new
wheat agreement, the failure to reachi§
agreement on a new international ac
cord resulted in the food ald commit-
ment remaining at its previous level
There may be consideration, how.
evar, for the International Wheal
Council at its regular June meeting to
increase the leve[i of food aid to about
10 million tons, possibly through the
approval of a Memorandum of Un
derstanding, which would be apar
from the 1871 Agreement. Although
the food aid commitment has beer
targeted at 4.2 million tons since 1971
actual food aid donations in rece
years have been at least double tha
figure,

Ragu’ Rises to the Occasion

In a recent Wall Strect Jourm
story, Ralph Ward, chief executiv
officer of Chesebrough-Pond's Inc.. i
quoted as saying: “We're basically no
interested in promoting the corpo
tion—we're more interested in 'h@
consumer knowing, the product na:
and what the product will do.”

The recent Ragu' spaghetti sau
set-to with Hunt-Wesson’s Prima S¢l
brand is related. In mid-1976, Rac
had almost two-thirds (63.5%)
the market. Hunt-Wesson introdu
Prima Salsa and spent an estima:e«g
$15,000,000 in a year to promote
thickness of its product. The ctm
paign was effective and Ragu's mark
share slipped to 57.5%.

Thick and Zesty

Sagy’ rose to the challenge comi
out in July, 1977 with a new Thick §
zesty sauce, Advertising expenditurs
rose from $7,500,000 to 811,000,000
tout the brand's Italian flavor as w
as its thickness. The rebound ga¥
Ragu' 66% of the market, althoug
Hunt-Wesson states it is satisfied wit
Prima Salsa progress.

THE 'MACARON!I JOURN:
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invest 1¥%c per cwt.
monthly in pasta
production promotio
consumer education,
and trade advertising
to keep sales up.

%

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

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

Educational materials and recipe leaflets

are distributed to consumers, teachers
and students,

Films and film strips are distributed

for general use and special television
showings.

'V Kits are periodically prepared for
rogram producers,

operation with related item advertisers
d publicists is sought and obtained.

recial projects include press parties,
aterials for Consumer Specialists,
ickground for editorial writers.

'3 your Share—support the effort,

NATIONAL
MACARONI INSTITUTE

P.O. Box 336, Palatine, lllinois 60067

Jacohs - Winston
LABORATORIES. Inc.

EST. 1920

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

1—Vitamins and Minerals Enrichment Assays.

2-—5909“ IS:'I.M: ond Color Score in Eggs and

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

6—Pesticides Analysis.

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

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

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

The MACARONI
P.0. BOX 336
PALATINE, ILLINOIS

JOURNAL

Please enter one year subscription:
[0 $10.00 Domestic [ 12.50 Forelgn

Name PR

Firm o
Address i
City and State____ Zip

Renewal New Subscription
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Hershey Gains

Hershey Foods Corp., which in-
cludes in its operations four leading
pasta manufacturers, recorded gains
in both earnings and sales for fiscal
1978,

Net income from continuing opera-
tions for the year was $41,456,000, or
$3.02 per share on the common stock,
compared with $36,031,000, or $3.01
per share, in the previous year, Con-
solidated net sales totaled a record
$767,880,000, against $671,227,000 in
fiscal 1977,

Sales for the fourth quarter were
$223,809,000, up from $196,487,000 in
the same period a year earlier, Net
income for the quarter was $13,342,-
000, or 87¢ per share, against $14,212,-
000, or $1.03 per share in the previous
year,

“Record sales for 1978, which were
14% above 1077, reflect market share
increases achleved despite intensified
competition in the industries in which
we operate,” said William E. Dear-
den, vice-chairman and chief execu-
tive officer of Hershey Foods,

“Our gains in income were realized
in the face of the highest cocoa bean
costs incurred in the history of the
company,” he sald. “It was the third
consecutive year in which the com-
pnny's cocon bean costs set new rec-
ord highs”

In early January, Hershey acquired
the Skinner Macaroni Co., Omaha, for
398,680 shares of Hershey common
stock. Besides Skinner, other maca-
roni and noodle manufacturers owned
by Hershey are San Giorgio Macaroni
Co., Lebanon, Pa.; Delmonico Foods
Co., Louisville, Ky., and Procino-
Rossi Corp. of Auburn, N.Y.

San Giorgio Macaroni

The annual report of Hersey Foods
Corporation states that San Giorgio
Macaroni enjoyed large dollar vol-
ume increases in 1978 as penetration
into the New York market was ahead
of plan,

Two new products realized encour-
aging sales in 1978, The early test
market success of Light "n Tluffy Egg
Noodles prompted an accelerated roll-
out to most major markets. San
Giorgio’s new “Natural” Spaghetti
Sauce was expanded from its initial
1977 test market into a second test
market in 1878,

The price of durum wheat, pasta’s
major ingredient, increased by 17%
in 1978 over 1977, The 1878 supply
appears to be adequate and the mar-
ket price is expected to be stable.

Peavey Net Up

Net earnings of Peavey Company
increased sharply during the first half
of the 1979 fiscal year despite a slow-
down in barge and rail transportation,

Net earnings of Peavey for the six
months ended Jan, 31 totaled $8,251,-
000, or $1.43 per share on the common
stock, against $6,411,000, or $1.10, in
the period a year ago, In the second
quarter, net income was $4,100,000, or
71¢, against $2917,000, or 50¢, a
year ago.

Net sales for the half-year were
$286,569,000, up from $249,828,000, In
the second quarter, sales were $142,-
472,000, against $123,437,000 in the
same three months of fiscal 1978,

Rough Winter

William G. Stocks, chairman and
chief executive officer, said that earn-
ings of the Agricultural Group im-
proved shnrrly although “operations
were severely curtailed during Janu-
ary by the Mississippl River system
being closed by ice as far south as
Cairo, Ill, and midwestern snows
slowing rail movement, compounding
already exlst[n5 rail car and locomo-
tive shortages,

Mr. Stocks said that an earnings
increase in the second quarter for the
Industrial Foods Group, which in-
cludes flour milling, nearly overcame
the impact of first quarter labor
strikes, resulting in first half income
nearly matching a year earlier. Sales
for the Consumer Foods Group were
up in the second quarter and six
months, he said, but eamings were
down due to higher costs.

All operating areas of Peavey's Re-
tail Group had improved sales and
eamings for both the quarter and first
half,

“Although severe winter weather
conditions have already adversely im-
pacted all operating groups in the
third quarter,” he said, "we look for
continued earnings improvement dur-
ing the second half.”

Mr. Stocks also announced that
Peavey has acquired 101,500 shares of
its cummon stock in a private trans-
action, completing a stock repurchase

rogram. He said that the shares vi
ge used for future contributions
the company’s profit sharing plan e
for the exercise of stock options unil

Peavey’s qualified stock option pla1.§

Seaboard Report

Although eamings of Seabour}

Allied Milling Corp. attained a nes
record in the first 36 weeks of (h
current fiscal year, profits in the thir
quarter were lower than the sa
period a year ago, showing -som

reversal of the trend established i

the first six months, Seaboard said.

“Domestically, unit sales continued
at all-time highs but growing co
petition and weather-induced trai

portation difficulties have deteriorated

margins,” Seaboard explained.

“New burdensome import regul
tions in some of our overseas loc:
tions,” Seaboard added, “have created
diseconomies resulting in reduce
earnings.”

Net earnings of Seaboard in ti
first 38 weeks totaled $8,627,73
equal to $4.58 per share on the co
mon stock, compared with 5,032 96
or $3.74, a year ago. Sales aggregated
$225,353,701, up from $178,169,045.

Eamings before taxes in the !

week period came to $12,7470%48
against $9,683,385 lost year. Incomdl

taxes totaled $0,120,198, compare
with $4,650, 400 in the first 36 wecl
of fiscal 1978.

Durum Mill Grind

from U.S. Department of Commerct

%
lma Up- els of Up:
1978 cwis,. Down Dwwm Dor

Jan, 1,506 26 3,454 4,
Feb, 1,460 — 34 3,285 — 7.
Mar. 1,476 — 9.6 3,326 —I10.
Apr. 993 —I123 2,237 —16.
May 1,127 0 2591 — 2.
June 1,028 —I17.5 2,362 —15.1
Juiy 961 —I16.3 2,225 —14.%
Aug. 1483 28 3352
Sept. 1,468 1.8 3278 —
Oct. 1,726 18.7 3,944 1
Nov, 1,608 123 3,619 |
1,452 17 3362
1977
Jan, 1,466 122 3,278 7.0
Feb. 1,511 40 3,548 6.9
Mar. 1,632 158 3,730 14.8
Apr, 1,131 64 2,679 10.2
ay 1,125 59 2,657 44
June 1,254 89 2,781 71
July 1,147 99 2,601 6.6
Aug. 1,442 B.5 3,347 5.3
Sept. 1452 — 30 3, 3,
Oct, 1,431 37 3314 9.1
Nov. 1,349 — LI 3,174 4.6
1,427 94 3214 10.1

A P. 0. Box 18148, Kansas City, Mo.
816 661-9200

SRR

It's a situation that's hard to avoid when your product has to
travel long distances from the mill. Even with today's
highly-computerized movement of railroad cars around the country
it's virtually impossible to prevent widely-varying delivery times
and the resulting stackup of cars waiting to be unloaded.

Stacked up cars. Demurrage charges. Profit eaters. But if you're
in Seaboard’s Super Semolina Service Zone—the New York/
New Jersey, Boston or New Orleans Metro Areas—you can get
bulk truck-delivered freshly-milled No. 1 Semolina

in a few short hours. And cut down those demurrage charges.

ey, B
o ‘\331;!;
LET'S TALK ABOUT YOUR SEMOLINA REQUIREMENTS.
Seaboard...the modern milling people.
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Seaboard Allied Milling
Corporation
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Egg Consumption Rising

Production and consumption of
eggs are expected to rise this year as
Americans switch more of their pro-
tein needs away from costly meat,
according to Paul Korody, vice presi-
dent of the Poultry and Egg Institute
of America,

U.S. egg production is likely to in-
crease 2-4% in 1079 as consumers,
disenchanted by soaring, meat prices,
eat more eggs, he said. “What’s more,
they're bothered less by cholesterol,”
he claimed.

“We're definitely seeing consumers
and the scientific community chang-
ing their views about cholesterol., It's
no longer a major factor,” Korody said.

According to an Agriculture De-
partment report, the nation’s laying
flocks produced 5.27 billion eggs dur-
ing February, 3% more than last year.
In addition, the number of layers
during February averaged 290 mil-
lion, compared with 282 million.

Prices Up

Prices in the first quarter were up
sharply, 10-15%, against the first three
months of last year, but Korody pre-
dicted a leveling off later this year.
The overall increase for 1979 prob-
ably will be 5-10%, he said.

Meanwhile, egg producers arc
ready to increase their output still
further if necessary. “They are closely
watching the demand trend and work-
ing closely with retailers, ready to
increase marketing plans,” Korody
said.

Per-capital egg consumption is ex-
pected to rise by one or two eggs,
about the same as in 1078. Last year
was, in fact, the first increase in con-
sumption per capita —although a
slim one — for some time. In 1970,
for example, Americans, on the aver-
nge, ate 310 eggs each ond the rate
has been dwindling ever since.

Egg Products
March Price Range

Central State Nest Run—$12.00 to
$14.70

Southeast Nest Run—$12.00-$14.70,

Frozen Whole—40¢-46¢.

Frozen Whites—33¢-36¢.

Dried Whole—$1.58-§1.79.

Dried Yolks—$1.43-81.56.

International Durum Forum
Nov. 13-14, Minoct, North Dakote

fiig i
Marshell on the Meve—Tup brass at the
Egg Products Division of Marshall Foods,
Inc., have a bit of fun during a strotegy
meeting devoted to mapping out an ex-
po national sales effort, including in-
troduction of a variety of new ts.
Flanking corporate  board chalman and
Chief executive David J, Weiner are Glen
Morin, general manoger (left), and Richord
McCluskey, sales manager,

Durum Markets in March

No. 1 Hard Amber durum ranged
from 3.70 to $$3.75 per bushel, Minne-
apolis with semolina quoted at $$9.40
to 10.00, granular 15¢ less, durum
flour 40¢ less.

Durum Wheat Notes
In Forecast

All existing records for magazine
reader response to advertising were
shattered when more than a third of
those receiving the September, 1977,
issue of “FORECAST for Home
Economics” requested 158,833 pieces
of educational material offered by the
Durum Wheat Institute.

The September edition was sent to
a guaranteed list of 80,000 home eco-
nomics classroom teachers, extension
agents, food editors and other profes-
sionals, It carried a four-page issue of
“Durum Wheat Notes,” written and
prepared by the International Insti-
tute of Foods and Family Living, Inc,,
a Chicago-based concem specializing
in communications in areas suggested
by its name. The flood of inquiries
finally tapered off after January of
this year, but not until a grand total
of 80,350 requests had been tallled
by the Neilsen Company, The re-
sponse and the huge volume of re-
prints requested for classroom use
smashed all records for the magazine
and possibly for any magazine,

The special two-color issue of
“Durum Wheat Notes™ stressed the
quality of milled durum wheat as the
preferred  ingredient for superior
macaroni, spaghetti and noodles, The
history, processing and production of

durum semolina and granulars,
flour, into pasta were covered in
illustrated, along with recipes andl
suggested classroom lesson plan d
onstrating the advantages of using
100 percent durum-based prod i
More than an estimated cuarter inj
lion student consumers, and soon-b
be buyers were thus reached with t
information story.

“Durum Wheat Notes” formerly
been mailed directly to a lst of 57,0
largely part of the same audleng
reached by “FOREMOST." Risin
postage rates dictated the change
strategy, tuming from direct mail
paid advertising space, The ova
whelming success of the Septembs
response called for a second insertio
in the next May-June issue of i

magazine this time devoted to
nutritional attributes of 100 per
durum pasta, The Durum Wheat |
stitute is also considering using

September, 1979, issue of “FOR
CAST" to circulate a classroom w:

chart in full color devoted to the hi

tory, processing and manufacture
all-durum pasta.

The Durum Wheat Institute is 4

association of the millers of that pro
uct specializing in supplying the ma
ufacturers of pasta,

Sunflowers Profitable

In the wake of a lrirllng in thr
years in the acreage planted to &
flower in both North Dakota

Minnesota, the crop still provides t
largest return over production co

for area growers, This was statec
LeRoy Schaffner, agricultural e
omist of North Dakota State Univ

sity, in talking to the annual fu

flower Forum in Fargo.

Growers in North Dakota last
planted 1.8 million acres to sunflo'v
against 620,000 in 1076,

Wheat, barley, soybeans and :

1979,  Mr. ner emphasi

“The cost relationship between cro

is more important than the level
costs when making a farm decision
to the combination of crops to
grown.”
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ndustry Echoes:
hecking of Pasta
by Charles M. Hoskins

Last month we discussed the type
nd causes of check macaroni. Tﬁe
ubject this month is practical appli-
tions of this knowledge.

Delayed Check

Delayed check is caused by remov-
ng the moisture too rapidly durin
he period when the macaroni dough
s changing from a soft state to a hard
tate, The stresses are trapped and
he macaroni product may check with-
i hours or weeks after it is dried.
The problem heze is to find where
he damage is done in the dryer. In a
lort cut dryer this can be determined
v measuring the moisture content as
li+ product leaves each drying screen.
* lot of spaghetti should be fol-
d through the whole dryer. This
he done by putting a dough ball
the diyer and taking moisture
erls riose to it as it passes through
Iryer from screen to screen,
‘@ moisture content should then
lotted on graph paper with per-
moistire on a dry basis on the
cal axis and time on the hori-
|l axis. The graph should show a
len drop of moisture, This might
r in passing from around 1% to
which is the range where the
bt (luct changes from soft to hard.
‘loisture can be converted from
i+ basis to wet basis and vice versa
by the following formulas:
% Dry Basls =
% Wet Basis x 100/

100 — % Wet Basis

AY, 1979

flower all had approximately the sg
production costs, which ranged frof
$100 to $107 per acre. :
“Only by using individual farm >
duction costs and yields can prol
ers make wise cropping decisions
Schal

% Dry Basis x 100
100 + % Dry Basis

Wet basis is unsatisfactory for dry-
ing calculations because the total
weight of product changes as it passes
through the dryer. Dry basis gives a
constant base since the total solids
do not change as the product passes
through the dryer.

To correct this type of check it is
necessary to change the drying cycle
in some way, This can be done by
changing the surface area of the heat-
ing coils, changing the settings of the
instruments, or putting bafles in the
dryer to redirect the air flow,

One of the principal causes of de-
layed check is holding back drying at
the start too long so that the product
is too wet going into the last stages
of drying. Then all the drying must
occur in a very short time. This is the
reason that material with delayed
check sometimes shows signs of hav-
ing been too wet. This might be a
glassy appearance or pieces sticking
together.

Check In Storage Bins

If warm, high moisture dried prod-
uct is put into metal storage bins in a
cool area sometimes the product will
check next to the walls of the bin. The
cause of this is that the layers of prod-
uct next to the wall cool down. The
high temperature product near the
center of the bin creates n high humid-
ity around itself and this moisture
migrates to the outer cool layers and
is absorbed on the surface causing
check.

Usually the product will not check
on the exposed surface at the top of
the bins because the humid air es-
capes before the humidity builds up
to the point of condensation or
absorption,

This difficulty can be prevented by
cool[ng the macaroni on the conveyor
before it gets into the bin, by keeping
the temperature around the bin at a
higher level or by drying the product
to a lower percent moisture so It will
not give off so much humidity. This
last solution is not always the best
because material that checks in the
bin probably has trapped stresses
from faulty drying. Removing a few
more percent moisture may increase
these stresses, Nevertheless, drying to
n lower percent moisture sometimes
solves the checking problem simply
by making the product more strong.

LR Y™ e 3o s et e

Some More Simple Experiments

Take samples from all stages of
drying and put them in all kinds of
temperature and humidity conditions.
Take dry product and put it in the
preliminary dryer and in the early
high humidity stages of the finishing
dryer. Take wet product and put it
on top of the boiler which is at a high
tempernture, Put dried product on a
window sill on a cool day when it is
raining (keep the liquid water from
hitting it directly), Toke product off
the press and put it in an oven at
200° F.

Examine the types of check and
write down your results so you can
remember them fifteen years from
now. Who knows, you may find the
ultimate drying mvthod.

Certification Monual

To assist box makers and users de-
termine required markings on corru-
gated shipping contalners, write for
“Certification Manual”, Fibre Box As-
sociation, 5725 East Fiver Road, Chi-
cago, IL 60831, Price 33; includes
postage.

i

e i L g e,

LT Beck KR
Aseeco Appointment

4
E. T. Beck has jolned the staff of Aseeco : 234
Corporation of Beverly Hills, Caolifornia as i
Vice President-Operations. Aseeco Is a ma- I
jor supplier of engineered material handling |
systems, Beck hos 30 years experience in
the process equipment Industry and was
formerly President of the Chemetron Cor-
poration’s Votator Division. He has been
active in intemational trade throughout his
career and has participated In U.S. Depart-
ment of Commerce trade missions to Euro-
pean, Middle Eastern and Eastern Bloc coun-
tries, Beck Is the Past Chalrman of the
Food Proceu:? Machinery and Supplies
Association and currently serves as a Dis-
trict Export Commissioner for the Depart-
ment of Commerce.
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ADVERTISING RATES
. 51,00 per lina
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Want Ads

WANTED—2 Demaco presses, 1000 Ib, ce-
patity, and short goods, spreeders, pre-
dryars, snd eutomatic batch drying rooms.
Box 334, Palatine, IL 60047.

HELP WANTIED: Production, Maintanance
Machenic for busy macarenl factory In the
Northeast US.A. Top salery end fringe ben-
atits, Plesta sand resuma to P.O, Box 3386,
Palatine, IL 60047,

ARE YOU SURE!
Does Your Plent Maet GMP's?
Beot FDA to the Draw
THE PHOENIX CORPORATION

Praventive Senitation Progrems

Larry Williams Dead

Lawrence D. Williams, Sr., Presi-
dent of The Creamette Company of
Minneapolis, passed away of a heart
attack on ApriYU, 1979, at age 58,

Survivors include his widow, Fran-
ces, and eight children: Frances,
Jeanne (Mrs. Steven Sr[egler), Law-
rence, Jr., Harold, Katherine, Molly,
Amy, and Mary; his brother Robert,
and sister Mrs, John (Margaret) Lin-
stroth,

Mr. Williams was a graduate of St
Thomas Military Academy and the
University of Minnesota, and served
as an officer in the United States Ar-
my during World War II. He was a
member of a landing party on Omaha
Beach in June, 1844,
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Lawrence D, Wiliams

After the war, Mr, Williams helped
found Martin/Willlams Advertising
Company, one of the largest agencies
in the Twin Cities, and went on to
join the Creamette Company in 1962,
which had been founded by his fa-
ther, James T. Williams, Sr.

He was past president (1877-78) of
the National Macaroni Manufacturers
Association and chairman of the Na-
tional Macaroni Institute committee.
Mr, Williams also served on the Board
of Directors of Home Federnl Savings
and Loan Association and the Boys
Club of Minneapolis, and was on the
President’s Council of St, Thomas Col-
lege. He was a member of the Min-
neapolis Athletic Club, Interlachen
Cuulntry Club and Edina Country
Club.

Souped-Up Recipe Book

A 128-page cookbook—"Souped Up
Recipes from Lipton™—is offered for
$1.50 in this full-color page ad for
Lipton Recipe & Soup Mixes in Feb-
ruary 1 Family Circle. A mail-in cou-
pon is part of the ad. Other magazines
running the ad are February 28 Peo-
ple and February Better Homes &
Gardens, Redbook, McCall's and
Women's Day.

Tie-In

A joint ad for Creamettes and Cal-
ifornia Pitted Ripe Olives, appeared
in the April issue of Family Circle and
other magazines, featuring a recipe
for “Creamettes & Ripe Olive Cas-
serole Ole’.” The full color tie-in ad
urges readers to “have several cans
and packages on hand at all times for
a repeat performance.”

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

estimates,
This distribution volume represe
i pac kagmag oand pasta make per
et prartners

an increase of 10.5 billion coupons g
17% over the 622 billion circulate
in 1977, Over the last three years co
poning activity has doubled, with d
tributions rising from 857 billion
1875 to 72.7 billion this past year,

These Industry figures reflect di e dats ot reasons [Diamond
tributions of regular cents-off cou e e
but exclude in-ad coupons circulateQEENI. 5 Sy
by retailers in their newspaper
vertisements,
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Diamond International Corporation

Packaging Products Division
A Thied Avenae Noew York N Y 10017

Newspapers
Daily newspapers accounted fo
55.6% of total coupon distributions
1978. Sunday supplements and mag
zines declined in share of coupo
circulated this past year, On the oth
hand, sharp gains were made by fre R
standing inscrts, whose share of di
tributions rose to 13.4% in 1978 fro
11.8% in 1977. Direct mail offers fg
3% of total aistributions, while in/o
pack promotions represent 8.9%
all coupons in circulation,

YT NTPT)

Distribution

% of Coupons
Distributed 1876 19877
by Media % %
Newspapers 558 560
Sunday

Supplements 95 85
Free-Standing

Inserts 72 18 i
Magazines 154 125 b
Direct Mail 41 30 k
In/On Pack 80 82
Coupons

Distributed

(Billions) 458 622
Eating Out

Nearly everyone i a customer
fast-food restaurants. In any o
month, the typical American visits or
about nine times—five times to e
there and four times to take food ouf
says a study by the National Adv
tising Bureau, And over a six-mont
period, 93% of all Americans over
years old patronize the restaurants
least once.
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