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...... D.' ......... 
Mr. Pelerson iIIustraled his prtstn· 

lallon with a strlts 01 slldts: 

I t's a great pleasure to be with you 
and to be dIscussing a topic as 

broad as the one I've as"ed to cover. 
The Hypennarche to the box store 
gives me license to talk about the full 
spectrum of rell11l developments In 
the United States including a slgnlD. 
cant western European influence from 
Fronce and Gennany. It's an exciting 
challenge and one that is very well 
timed because there have been more 
Significant changes In the last Rve 
years than In the previOUS twenty In 
the retail food Industry. ] intend to 
cover the hypcnnarket development, 
the evoluntlonary Impact It's had on 
conventional ston..'S, the food-drug 
combination store, the box stores, and 
brieliy generic label. Ho(",fully. when 
,'m flnlshed it will all make good 
sense and you wlll have a clear 1m· 
pression of where I believe retailing Is 
headed In the 1980'5. 

\I ypennnrcbe 

To begin, the tcnn hypcrmarket 
(hyennnrche) emerged in Fruncc and 
to some degree Cennany in the 
1000's. Carrerour In France had been 
the lender in terms of successFully ex· 
pandlng the hypennarket concept. ]n 
fact, they wero so successful that In 
1075 the French govemment passed 
the Royer Law whIch ret:lulres gov· 
emment authorization for the con· 
structlon of a hypennarkel For this 
rcason but also because the hyper. 
market formulll is reaching 11 saturll' 
tion stage In Fran~, there were only 

HYPERMARCHE TO THE BOX STORES 

by Ronald D. P"enan. Executive Vice President and 

General Manager. Jewel Food Stores. Chicago 

at the NMMA Winter Meeting 

18 hypcnnarkcts opened ill 1978 vcr· 
sus 32 In 1977. Size has also been 
declining. 

It has been suggested by some that 
the western Europeans Jumped over 
several generntlons of stores and 
moved WRY out In front of the United 
State. with it. hypenna",et. It Is typl. 
caliy 200,000 square feet; one·third 
food and two-thirds generAl merchan· 
dlse behind common checkout. They 
do over 50MM annuolly. It Includes 
Illrge reserve areas since It doesn't 
work with a central warehouse and it 
reOects mas., merchandlslng above 
and beyond that typically seen in the 
United States today with a dual Db· 
Jective of better customer appeal and 
Increased efficiency and productivity. 
Pictured were checkouts, game area. 
grand aisle, overview, general mer· 
chandlse product display, appliances, 
cameras, boys' shirts, customer serv· 
ice. o"ervlew of food. dairy.yogurt, 
produce, cheese, 8sh, deJicatessen, 
lOt'at, sausage, speCial prepared foods, 
bakery, wine - flU your own. 

Crand Ba ..... 
Our Interest In Carrerour Ilnd our 

great concem over our inability to do 
everything we wanted to do In Q 

30,000 "IUOfC (oot supermarket led to 
our deve opmont of the Grnnd Dazaar 
Store In the carly 1970's. We opened 
our first store In September In 100'3 
hoping dlat it would enable w (I) to 
present all of our newest merchandls· 
Ing Ideas In a single store; (2) to focus 
on the niliural interest, beauty Ilnd 
cxcltmcnt of food as opposed to elab. 
ornte aud extensive decor; (3) to serve 
as a laboratory for testing new meth· 
ods of serving ow customers and I1L"W 
product handling and display tech. 
ni<lllcs deslgm.o.d to help us Improve 
our productivity. The first Grand 
nazanr was 67,000 square feet and It 
has a 23,000 s(luarc foot Osco Dmg 
Store next to It. 

Bnsic to food retlliling Is a (",rish
abIes presentation toot excites the cus.
tomer Ilnd puts her In a good mood 
ror buying throughout the store. 

Fim. is the in·.tore bakery with all 
item. baked from .cratch right in the 

store; about 200 items with hot breaJ 
available every rew minutes to attraH 
lots of customers to this department. 

Next, the Chefs Kitchen which pro· 
vldes a comple delicatessen variety 
salads, heat and serve meats and 
lated Items, table ready desserts 
party spt'ClaJtles. Note the macaronI. 
Most of this product Is prepared 
centrally. 

Now we move to the produce de. 
partment which we believe Is a prime 
example of letting the natural prod. 
uct beauty sell for you rather thBn 
ranc), decor. At this time we were still 
prepac1ced 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 lIep to a completcly hulk 
operation. 

Flowers are Interesting In Impor. 
tance to food stores and this store rep· 
resents our most extensive effort In u 
floral department at that time. The 
sausage shop Includes over 100 old 
world ,awage favorites, many of 
which we make In our own ml'llt pro· 
ccsslng plant. 

We believe there Is a significant 
potential In reesh fish If we can Rnd n 
wily to consistently present good varl· 
ety of fresh Bsh Ilnd seafood plus con · 
sumer eoucatJon on preparation am 
how to serve. The Pier 14. III does tht 
bakery and Chers Kitchen, provide 
a balance ';')Clwecn service and sel£· 
service whtcl. we believe Is Important 

Fresh mellt Is presented In a stag· 
gerL-d case layout to brcak up tht 
monotony of a long straight line dis· 
play. Importllnt to the developmenl 
of the Grand Bazaar concept is pro
duction and r.acbglng opcrlltlom 
which Include t te latest and most em· 
clent high speed (.'(lulpment to cllable 
us to have product ready for pea).: 
business periods and to help us 1m· 
prow productivity. And at the same 
time we're increasing productivity. we 
arc operating the special service of Il 
custom cut shop to handle special 
requests. 

The eheese chalet offers a wide 
varlety of domestic and Importt:d 

(Continued on ,.p 26) 

Here 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. 



Hyp.rmarche to lax Stom 
(ConUnued from PIle 24) 

chet.·se allan a service basis. Service 
15 Important here because like fresh 
fisn most people are simply not aware 
of tile product. Sampling and personal 
selUng Is necessary to capture the po_ 
tontlal available here. 

MUle and dairy are rear feed-wheel 
in cases which enables us to gain pro-. 
du t' tivity, Improved stock rotation, 
"nd to have full cases even when cus
tumer traffic would not anaw stock
Ing from tho front. 

The consumer service center in
cludes a (uJl·time home economist 
8\'1dJable from 10:00 n.m. to 9:00 p.m. 
dUily to offer helpful suggestions coy
('ring meal planning and food prepa
ra.tlon as wen as general consumer 
information Dnd demonstration of new 
products and serving IdellJ. This servo 
ku has been very very wen received 
IW our c'1.Istomen. 

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

The basic groce!)' presentation Is 
onll of spaciousness end massiveness 
while giving the custon:er the Impres. 
slon of large quantity pun.:h~i dind 
from the factory. The utilization of 
(levIccs like forklift trucks, !'illetain. 
llrs (large and small), shel baskets 
lind baskets in lieu of sheh'es all help 
us handle huge volume efficiently 
while adding some excltmcnt to our 
product dlsplays. Quite honestly, 
sinco the opening of the Grand Bazaar 
we have found other ways to add the 
excitment 50 we arc using palletafners 
and fork lifts to Il much lesser degree 
today. 

Sen'lcc desk and checkout area are 
extremely important to a store like 
this because a customer mwt not only 
be able to llUY a lot of product III a 
relatively short period of time but she 
must also be able to check It out, pay 
for It, aud get It to her ear as quickly 
as pOSSible. We used new shopping 
carts, new checkout counters, elec
tronic registers, plus a combination of 
conventional counters and sepamle 
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 
'Illickly. We have since taken them 
tlut. 

The nert store I would like to show 
you Is a 45,000 square foot store 
which we opened In an all blade rom. 
munlty In Chicago In lor;'. Four years 
havo passed since tho Drst Grand 
B42.4ar opened and we had eight ba. 
zaars 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 feel was not called a 
Grand Buzaar. However there ' was 
Grand Bazaar InOuence on this store, 

Combinatlon St_ 

Now, I would lib to move to the 
subJect of combination stores, This 
subject has been a hot topic for at 
le .. t three yean with Skaggs lie AI. 
bertson .ervlng .. the foeal point The 
Skaggs·Albertson's combos whether 
operated by either parbler are about 
55,000 square feet In total and are 
about 5().50 food and drug. Jewel 
Food Stores has operated combo 
stores since tho early 1000'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 wJll see h JW our Grand 
Bazaar experience Is Intluenclng what 
we do. 

The ftrst store III South Naperville 
Is a 61,000 square foot combo with 
38,000 square feet In food and 23 000 
square feet In drug, Shown w~rc: 
fannstand concept and displays, Aoral 
with a speCialist, bale. ,hop, dairy, 
Chers Kitchen, generic products, mass 
beverage displays, meat, juice bar, 
yogurt bart consumer Infonnation 
center. 

The second Is an 83,000 square foot 
combo. It Is 45,000 square feet In food 
and 38,000 square feet In drug. Thl:; 
particular store Is larger In drug and 
Is a different conDguration hecause It 
was fonnerly caUed Jew~l Village and 
It Includ.>d a 100,000 square reet 
Tum·Style store, At any rate, It Is 
another good store to show you our 
merchandising IdellS and how they 
arc implemented at store level. A mall 
of shops has a Chers Kitchen, bake 
.hop, :' "The." floral .hop, butcher 
shop, sausage shop, pier 14, consumer 
service center, fannstand, spacious 
frozen foods, generic foods, dairy, 
beverages, relaxation, Hallmark, carn. 
era, beer-wlne.llquor, cosmetics, pa
perback books, polnUngs, soft goods, 
.porting goods, magazines, profes. 
slonal services, optical, pharmacy. 

Tho thin! combination It .... II 
that best exempllfl .. the hvnenn .. 
or grand bazaar Ideas CO,"Jj~1Ied 
the comblnaUon food-drug Ide ... 
took w two yean In the plann 
stage for our 8nt Crand Bazaar 
It also took us two yean to 
this very unique combination 
is 45,000 square feet In 
23,000 square feet In 
stand, Cheri Kitchen, 
butcher Ihop. consumer 
ter, milk, bub shop 
InHuence, Aoral, generic 
erages, pharmacy, 
cards, gift wrap, wicker. 
ances, glassware. bathroom 
rles, yam, books and magazines, 
meUes. 

Marketing Fadon 
Now, as I make the tramlUoli 

tween hypennmet, the con,blnatl~ 
store, to the box store 
label, I'd like to tnuch on 
keting environmental factors 
In8uence the kinds of stores 
constructed as wen as the 
alice of eXisting stores. 

1. \Ve ate marketing to a 
sophisticated customer 
who Is shopping differently, 
paring meals differently, 
eating dlJlerently. Cu"toaien 
responding to a variety of 
ketlng approaches today. 

2. Tho market Is not e~:o~~I~~ .. : 
rarldly today which, 
al working hard to serve 
~dsting markets better. 

3, Ruing costs are a serious 
mnjor cha1lengo to the 
food Industry. Any 
which focuses on the 
the equation warrants seri( 
thought and generic label, wa 
house stores and limited 
ment stores do concentrate 
tho cost side of the equation. 

4. The general attitude of the 
sumer Is not particularly 
In general but moro .p<'clflcal~ 
It's very negative about 
and about what we're 
about rI.lng prices. 

There are a lot of things Anlenl"" 
do not agree on, but there Is ono 
they do agree on now: things are 
ting worse for Americal 

A majority of Amerlcons name 
Bation spontaneously as the 
major problem, Only one In 

I' ll '"lit A SEE C 0 
~= 

, _.-!!!: " .UCK.T .L.VATOR '/, J":; . ,.". '.. . The Ver .. Ule Ducket Elevators with Spaca ARO DCI.IBn·Sanl· :C $' 1",/ ___ ...:.! "I pt •• Buckel. (Polypropyleno) FDA approved, Sanitary Delrln 
_~ //) rallen lon chaln-ndueD friction aad woat, Pro·lubrlcated 

/ ~ chain bu.hlngs where lubrlcallon I. nol pOlilble, Section· 
1i~(:,:~J"'_'\ " _ , / /~. , ."zed unl·frama con.lru\,; llon chango. In helSht " ~J; I run-allow. and tnapec-

I ... I ~ , framo c.lo.lgn, I .8 .Iand!rd ~~~~~~g~t~r~ 
" 
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IIIIt CUO\'uYIIr rl!t!II~ Ilfuclm:1 
~hlU\\'iI)'!t II ~ Willi a5 In tim 
nurmul rurwlITlI IlIrm:tiuII, 
Thi s unhlun Ilu\'ulnpnWI11 IIr 
AsUl":u CurpurIIll!lI1 nUlLn~ It 
IIClssihlu lu ~plil II slrllillll of 
i,rmilu:l, In nnr fllh!5 ur nllw 
Iluslrml, \\'llh ~lInllllr)' 1151hull· 
I:ull)' lillldltliUlI \'Ihrlllnrs, 
I Jill18 clln hulnslullmlln 51!rlus 
In IIlslrlhulll prmhu:1 In lIIul· 
tlilin IlIu:LnMh11t mm:i1lnos or 
In Sl!\'lIrlllll ~ n 11111 Ills 51111111111' 
llI'lIIal}' lin IIUIIIlIod. 

hulletill I 

27 



,. - -, 

Hypermarch. to lox Stom 
(Conllnued (rom pnae 16) 

peets fnHation to stop. A majority ex
pect prices to go up even fasler In 
:ne coming months. 

Even though most Americans ex
pect their Incomes to increase, the 
number who expect to have a hanter 
lime paying their bill. and getllng 
along Is grOWing. 

Nine In ten sce (oDd prices rising 
faster than other prices: Not nr.'CCs
sarUy rcUcctillg the reality but rcHccl
ing the closeness with which conlum
en watch food prices. Eating Is one 
of the few things we all do every 
day as long lUI we Hve. You Iliay shop 
for 11 car or a suit of clothes once In a 
couple of years, but you shop for fo.H1 
every couple of days. so you see (Dud 
price changes continuously. And that's 
what makes people maddest rlgh~ 
now. 

When people think about a further 
sudden jump In prices, they resolve 
literally to lighten their bells. When 
people hurt, , , they figure someone 
Is to blllme and It is the shadowy mitt· 
dleman Bud the government that get 
blamed. So far, virtually no one 
bIomes themselves os consumers or 
blames the farmer. 

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

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

Heading the list of solutions c.v. 
ored hy Americans to deal with ris ft.~ 
food prices arc cuts in government 
spending. The idea of IImiUng the 
fanners' profits to stop food llrlces 
from rising Is favored by It·west 
Ameri. oJlS. 

It is 'Julte clear that most Ameri. 
cuns feel something should he done 
about rising food prices and that they 
favor what we wouJtl consider to he 
mther drastic action to rcdul'C pril-es. 
The point of all this marketing en. 
vironmental background Is not that 
the box store or generic or a hyper
marh1 Is the ullswer to the callenges 
we face. They're only small attempts 
to get at the answer. nle point is that 
we as an Industry do have a serlous 
prohlem 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 beHeve 

-~ ... , .. """ 

that In our role as our customers' buy. 
ing agent wo havo a rcsponsi:-'Uity to 
do something about rising p .. loos. I 
hope that each of you wlll sec a ld feel 
some responsibility also. 

The Bo. Slore 
On to the box store - the coru.:r.pt 

of reduced price, reduced service out. 
lets was pioneered successfully [n 
West Gennany by AId!. Aldl began 
operations [n tho U.S. In May, 1076. 
when it purchased Benner Tea, und 
since then It has expanded to Include 
more than 70 stores primarily In Iown, 
11I1nols and Missouri. Aldl operates 
exactly the same III the U.S. as In 
Gennany. The concept Is baslctllly 
very Simple: 

• 7·8,000 squarc foot second usc 
lacllity, 

• 400-SOO items - basically non
perishable grocery, 

• Prices 3O-4'U '(, lower than na
tional brands, 15.20% lower than 
many private labels. 

• Gross margins a little more than 
half of nonnal grocery margins. 

• No merchandise price mar1.:ed: 
All Items memory chec1.:ed hy 
checkers. 

• Minimum ser\'lce - The l'llstom. 
er must fum Ish her own hags, re
tum the shopping cnrt, pay with 
cash or food shamps only. 

• To date, a com'lluatiol' of pri\'ate 
brands, packer label and national 
brands have been carried al· 
though the direction St.'ems IU be 
toward strictly I,ri\,ate label 
sometime In the future. 

• All possible expcnse30 are elimi_ 
nated with product displayed in 
l1lt cases from hure bones type 
.helvlng. 

Box stores at this paint number 
something well over 200 and are 10-
cuted in the middle to Eastem half of 
the country. The two markets with the 
greatest conccntrntlon of stores arc 
Chicago and SI. 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 arc In Penn. 
syl\,anln. We will soon he opening 
In Atlanta. 

• We opened our Arst store In the 
town of New Port Richey In Feb
ruary of 1977. 

• nle store was a fonner hardware 
store - free standing. The selling 
spaee Is only 4,200 square feet. 

• Our 14th store - a fonner 
store opened In 
cartier this year and 
higher volume stores. 
Is over 10,000 square ft.'et 

• Checking Is done from one 
et to another and prices are 
orlzed . • 

• While we sell grocery hags, 
tomers generaUy bring their 
and do their own bagging. 

Others to watch in this ReId 
Kroger, Fisher Fazio, and 
Especially A&P, now thnt the 
Gennan Kengelman group 
qUlred 42% 01 the AlIeP 
glemall has 500 limited 
stores allied "Plus Discount" In 
Germany. 

G<neric Label 
Now, 11 few comments 011 

label. It Is lUI interesting 
discuss and needless to 
venial. There has been 
publicity regarding gellerlc 
much of It rcRrcting total lack of 
derstamling of the conccpt, so let 
explain It as we Intend it. 

Generic label is Intentiollally 
simple, stark and lncxpcnsh'e 
pcarancc. It Is \'ery simple 
to help us prOVide our customers 
lower priced, better value 
through our buying 
taking out all possible costs. 
en understand that the .eal ch,lIle'II~' 
with generic lobel is how we 
opposlod to how we sell. The 
Intent Is not to sacfiOre nu'trillono 
value, wholesomeness or utility 
Examples of cost savings: 

I , Packaglllg - tho lenst e,n<II.I ... 
approach: no pull tabs, 
cellophane window. Tell 
unwrapped. 

2. Ingredients -less sugar In 
ned frulls: broken peanuts 
pcltliUt butter Instead of U.S. 
whole peanuts, gropcfndt 
rather than sections. Less 
formlty In size of fndts 
vegetables. 

3. Sizes and calon limited to 
4. Fragrances in paper 

and laulldry producl. eli'allll,t .. 1 
5. Advertlslng and promotional 

penses are minimal. 

We began testing this progrnm 
most two years ago In ten stores 
today have It In over 200 stores, 

Summary 

In summary, hopefully the 1,leces 
failing together pretty wei. The 

I store environment In which 
be operating In maJor U.S. TIlllr· 
Is of extremes. Most new 

'llC'"01uk,els will he huger, more ex
mercimndlscd ami l'(un

some type of general mer
presentation. At the other 

the spectnllli we'll sec 11 ruther 
proliferation of the box type 
u .• til the suturntion point is 

The maJority of tlu .. 'Se units 
use low cost racilltll's. 

middle ground or the con· 
store will diminish slgniS. 

will lead to a temporary 
,;,urtUl,dty for Indc[K'udcnts and for 

stores. Chvlous)y. this pnt
be modlR ... d as we mo\'e from 

metropolitan centers to smaller 
I even ruml markets. 
I he consumer en\'lronment while 
,1Il'nglllg offers grcot apparlunit)· 
11ll' more crc.·ati\'C merciumt. \VhUe 

I l'ustomcrs will he more l'f1nccmed 
pn"'''lIIdvalue than ('vcr they'll 

very l'OlIl'Cmcd about the 
01 lIIe, Whil. tho Inst lood 
will continue to grow, 50 will 

as It becomes more fash· 
work In the kitchen alld to 
at home. While the con-

will be more discriminating 
even demanding she will also 
better taste and a greater apprc-

75th Annual NMMA 
Meeting at the Braadmoor 

The 75th Annual Meeting of the 
National ~Iucarolll Manufacturers As
sociation will he held july B-12 at tilt' 
Droadmoor Hotel, Colorado Springs, 
Colorado. 

The sciu.'tiulc will feature on open· 
ing dinner party with a featured 
speaker on SUllday, july 8. Commit· 
tee reports and Association huslness 
will he trausacted 011 Mo~duy morn· 
ing, july O. A tennis mbt:r will he 
held that nftcmooll. 

A grol'Crs' pnnel, product promo· 
tion discussions, and other I1mnnge
ment l'Onslderatiolls will flll out the 
prognun for the remaining two days. 

Golfers call play their toumnment 
round nny time during the first three 
dnys or the meeting. Prizes will be 
awartk-d at the Suppliers' Social pre. 
l't.odlng thc Dinner-Dance, Wednes· 
day. July II, 

nlC Donnl of Directors will meet 
Sundn)' Ilftenmoll, july B, and again 

elution fur Wot>d f()(x!. While sht: Is 
more l'UlIl'Crned ubout helllth und nu
tritloll. she also sees food us fun and 
something to he enjoyed. 

The markt,·tillg en\,lrollml'lIt then Is 
one which is bath challenging but aJso 
potentially \'er)' rt."\Vnrding. nacre Is 
n great need for honestly hettl'r \'ahll' 
but also a great need for l're IUW 
seiling. . 

Thursday morning. july 12. 
IIt'!il'r\'ution forms will I~ IIvaliahle 

from the Association lIf1k'C shortly. 

An Institulion 
To mallY people, the Urnadmoor 

Is au institution. 
"Natives still think it's II high dllliS 

European reliort Spll," says Fred Sindt, 
the Uroadmoor's publicity and ndvcr
tisln~ director. "Up until the mid. 
19505, the Hroadmoar wns a Europe. 
lUi resort-type of 51':1. It catered to 
tourists who were l'mning up here 
for a rl"Sort experience." 

~Iulntnlning that resort atmosphere, 
the clirel'lors (If the Brondmoor de. 
clded In the lilte lU50's to expand the 
hotel facilities with the 144·ruom nd· 
dition (Broatimour Suuth) and tilt! l'OlI
\'eutlon-delilgued Intemational Ceu
ter, which can Sl'at II l ,6UO-persoll 
hanquet. 

Away from Home ',n Canada 
Al'COrdlng to Alex T. ~ llIlIlkus, pft·s

Idl'lIt of the CUlllu1i11ll Ill'statlmut and 
I"uotiser\'il-e Assnclatioll, HJ78 sult·s of 
fnod nnd hevernges for the aWlly from 
humc market will rt'uch 89 hllliun, 

C
ass SUI billion III 1079 lind tup 812 

11111011 by 1080. ~Inuiku..~ snid. "TIll' 
fuodsenil'C industry hilS IInw ht·l1.me 
u major force in Canada's t'llllltllUY," 
Hl'staurant chains Ul'CUlillt fur 11.'ss 
tlum 25% of foudservll'l' sales ill 
Canada. 
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' EXTRUDERS~ . " - r 

Pe.rfer~amce VOlilean Depend On! 

Model TPCD CapaCity, 8000 Ibsthr. 

Eight Models - Capacities from 50 to 16,000 Ibslhr. 

Modol 
TPLE ISIMle Screw Lab Extruder 

TPAE (Single Scr"w) 

TPAO (Double Scre,'1) 

TPBE (Single Serew) 

TPOO (Double Screw) 

TPCE (Single Serew) 

TPCO ,Doubl. Scr.w) 

TPCY-'Four Serew 

LblJhr, c.p.dtr 

50- 300 
660- 1,320 

1,320· 2,a.o 
1,(1)0. 2,000 
2,(100. 4,000 
2,000- 4,000 
4,001). 8,000 
• .000.18 000 

We can help your 
profit picture, re
gardless of your 
plant ~/ze. 

Sanitary D,slgn 
• Structural Members completely enclosed; can'I collecl dust 

or dirt. 
• Motora and Drives are open, away from producl area and 
... y to .... Ic •. 

• Orlv. Guard •• r. compl.lely enclos.d In 011 baths for chain 
drives. e.lt Drlv. Guard. are op.n at bottom, to prevent 
du.t and dirt accumulation. 

• On.·pl.c. Unlqu. Traugh Design has smooth rounded 
com.r. for easy cleaning. Product hang up on mixer walls 19 
virtually ollmlnated. 

• Outboard e.arlng. on mixer ahafts absolutely prevent 
product contamination by lubricant. Seals may be replaced 
without removing bearings or shafts. 

EIIY Supervision and Operation 
• Mixer Cover ha. plexlglass window for easy Inspection. 
• Variable Speed Drive with remote control for accu"te 

capacllyadjustment. 
• Time-Saving Hydraulic Ole Change Device. 

Rugged Construction 
• Tlme·Proven Design assures long, trouble·free extruder tile. 
• Reliable U.S.·bulit Drive Components sslscted for low nolso 

operation. 

Product Quality Is What Really Counts! 
TOP1lrade quality Is yours from BUHLER·MIAG equip· 
nenl. Your customer recognizes and deserves II. Can 
IOU afford to give him less? 

Preu base and belt guard rellecl the clean, 
ellicleni deSign and alieni Ion 10 detail In every 
Buhl.r·Mlag prass. Base Is sturdy and easily 
acceulble. All }olnts have smoolh welds lor 
easy cleaning. 

H.ad for found dies: 15"''' '''00 mm) dlamater, 
with hydraulic die change device (Stngle screw 
•• nuder). 

Contact uo for Information on BUHLER·MIAG Extruders end other Macaroni Processing Equipment. 

78.,.. , BUHLER·MIAG (Clnldl) LTD., Onlarlo (416)445·6910 
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lultonl'. Caplaln Protein 
It's a bird, It'. a plane. No, It's Cap

tain Protein, the smiling little 8gure 
In the green space suit who hIlS come 
to Earth from the planet Protelnus 
located in the distant Pasten Galaxy. 
Dultonl has made Is possible for him 
to be here to ,hare with Earth chil· 
dren the secrets of growing strong. 
healthy Dnd courageous too. 

In renllty, Captain Protein 15 
BuUani'. umbrclla name (or four new 
differently shaped. outer space in· 
spired protein nl ll l:8.ronl productJ 
meant especially for children. They 
Include: 

Spacemen. 
Space.hlps, 
Moon Buggies, 
and Space Robot •. 

Responding to the needs Dr today', 
OO;' I\,mer. the new pasta line was 
created by Bultonl espodany to help 
mothers solve the problems of feed· 
Ing their families, the dl1emmllS of pro
viding nutritious mea1s with shrinking 
dollars amI those of getting kids to 
eat foods that are good for them. 
Macoronl and cheese made with IIny 
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," Bth Edition, 1974. 
National Academy of Sciences. the 
suggested dally dietary allowance of 
protein for children aged seven 
through ten Is thlrty·slx grams datly. 
A two-ounce dry serving of any Cap
tain Protein macaroni contains twelve 
grams of protein or approximately 
MY, % of the .uggested dally allow. 
ance. 

Chlldn:n Need Proceln 

Today, every one is very aware of 
the need for protein In their dally 
diets. Adults and children need pra
telll, but children need plenty of It 
because It Is essential for growth as 
well as for body building and tissue 
rt!placement. But, protein 15 the single 
most cxpemlve food Ingredient In the 
world tOOBY. Because of the high 
prices for proteln.rich meats, fish, 
toggs. chicken and cheese, It's becom· 
iug Increasingly more difficult to pro· 
vide children with adequate amounts 
of protein dally. 

As " food category, kids like pasta. 
The combination of Cap~aln Protein 

with other Ingredients kids enJoy, aronl rather than calorie laden 
such as cheese Dr tomato Sluce, does nutritionally empty sugar 
an excellent lob Dr giving \hem pro- Captain Protein prodUcb"',~:~~i~'~~,: 
'eim and carbohydrates. The protein grams of carbohydrates n. 
nutrition in Captain Protelt: brand ounce dry serving 811 
products comes (rom a special nuUont drate preference. 
wheat genn and food yeast formula. Each Captain Protein 
In combination with other Ingredients space shape, Spacemen, Spa",·.hlp' 
such as cheese, butler or tomato Moon Buggies or 
sauce, cuy to eat shapes, Spacemen. pac1ced O~~~'II;I~~,~~~n:~ 
Space.hlp" Moon Buggies, and Space which 
Robots provide quaUly protein ~ Captain Protein 
nomlcnlly in venatile, completely value In the box, . ince by 
nutritious and fun to eat meals (or dotted lines, the Captain can 
youngsters, In Une with the most \ Into Q Rve·l1nd·a·half inch 
modem nutritional thinking. up cut out. Retail is apl"Ol'lm,atcl~ 

The best or most complete proteins an economical $.39 per 
are found In exp,eultve meat, fbh. 
eggs, milk, chicken ""J cheese. Plant . R--' C 5 h~1 
protein, rrom gral"" nuts and veg... ... ro.. pag ... 
table. are Incomplete becau.e they Iowl In Chicago 
lack certain amino acids. In order to Chicago's prestigious 
get the most usdul protein from Tennis Center hosted and 
whent, vegetables. even yeast, com· Cross Spaghetti Co. s);~~:~,:::: 
plementa.,. proteins which make up firth Play Splghettl vi 
(or the amino acid de8clencies of The Red Cross Spaghetti 
plant protelm must be eaten along success. Tho tournament was 
with them. Examples of complemen. by the press Dnd television. 
tary protein combinations are: whole ron In the Chicago Sun Times 
grains with beans, grains with milk the Chicago Tribune. Two of the 
products Dnd macaroni with cheese, vision stations aired Interviews 
milk, butter or tomato sauce. Such the players of the tournamcnt. 
Infonned eating Is vital to all families Chicago's Midtown Tennis 
who want the best possible nutrition has a membership of over 3,000 
hut want to cut down on meat mcals the daytime houn BrC. booked 
to save money or for health or human mostly by women. It Is an 
,easoll'. racility to display pr<,mo.t!of,al 

Energy rrom Carbohydrates nen and sl~s. Rcd 
Addltlonany, rood scientists are a children. clinic 

widely agreed that It is prererable spaghetti dinners Ii few 
that enerftY.fumlshlng carbohydrates day of the tournament to the 
be derived mainly from complex car. and spectators. The spaghetti 
bohydrates IUch as bread aDd mac-

, " 

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

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

Plant operations Forums were held for 13 years. 
Members of the industry and suppliers discussed 
technalogy 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. 

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 consuitonts in designing a number of new factories and expanding aid 
factories. This 'included the Creamette Company, American Beauty, A. Zerega's Sons 
and Ronco. 

In the 1960's the nome was changed to Hoskins Company and the nature of the busi· 
ness was changed to a Manufacturers Sales Representati,e for: 

DEMACO, the prinCipal domestic manufacturer of complete posta production 
lines. 

ASEECO, a n,anufacturer of storage system; and mechanical conveyors for 
noodles and short cut macaroni products. 

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

RICCIARELLI, on Italian manufacturer of posta packaging machines, systems 
for conveying long spaghetti from saw to packaging machine and specialty ma
chines for making bawlies and twisted vermicelli. 

CLERMONT, a manufacturer of noodie cutters, noodle sheeters, Chinese noodle 
production lines, crepe manufacturing lines and related equipment. 
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Spaghetti Bowl 
' (Contlnued from PIP ]1, 

added to public's Interest In the 
tournament. 

Since the beginning of the Spa. 
ghetti Bowl tournaments, Mr. lIan, 
organizer. has worleed closely with 
the sponsors to expand the promo· 
tional advantages to nlso Include the 
sponsor's trade customen. At the more 
recent tournaments, a trode, round· 
robin tournament has been intro· 
duced. The sponsor Invites his sale 
personnel and his customers to par· 
tlclpate In the round-robin tourna, 
ment. Those customers that can not 
participate in the round·robln are In· 
vited to a tennis clinic. 

100 Mor. CltI .. 
As the demand for more Spaghetti 

"Bowl tournaments has grown. a list of 
100 cltfes has been added to the clr· 
cult. This will enable the sponsor 
more 8edbIlIty In holding an event in 
his marbting areas. 

Mr. Harz believes that the pasta in. 
dustry benefits as a whole by being 
Involved In the Spaghetti Bowl 
toumllment. The pasta Industry as of 
yet hns not identified Itself with the 
Reid d sport. Tennis Is an excellent 
medIum to advertise the fact that 
pasta products are lIutritiouf, digest. 
Ible products for sportsmen. 

Sinoo tho 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 rlayers. 

By developing the Play Spaghetti 
Bowl concept, Mr. HDrz sees un
limited possibilities to involve spon. 
sors promotionally with their con· 
sumers and their trade. For further 
Infonnntlon about the Spaghetti Bowl 
tournament circuit in your Ilrea COli

tnct the Macnroni Journal or PIn), 
Spaghetti; P.O. Box 6414; Omaha, 
Nebrnsko 68100 or eoll (402) 533-3770. 

R H M Annual Report 
Progress toward stability in baking 

operations was achieved by Ranks 
Hovis McDougall Ltd. during the 
1078 Rscal year, according to the com· 
pany's annual report. 

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

Georg. GkIwo, y,lMff on 1he '-ft, end Corl 
Gotes. Red Crou Marullng. 

business to a "more satisfactory eco
nomic base," Joseph Rank, chainnan, 
states In the report. 

Sales of RanKS Hovis McDouga11 In 
the fiscal year ended Sept. 2, 1978. 
totaled £1,228 million (U.S. '2,468,-
280,000), compared wltl £1,1117 mil
lion (U.S. '2,225,1170,000) In Rsoolll117 
and £921 mUllon (U.S. '1,851,210.000) 
in 1976. ProBI before taxes and extra
ordinary charges came to £31,121,000 
(U.S. $62,553,210) against £36,458,000 
(U.S. $13,280,580) In 1977 and £39.-
647,000 (U.S. ~,092,470) In 1978. 

Profits arler taxes and extraordinary 
Items tota""<1 £13,595,000 (U.S. '27.-
325,950) In Bseol 1978, compared with 
£15,174,000 (U.S. S30,499,74O) In the 
previous fiscal year and £18,816,000 
(U.S. $37,820,100) In 1978. 

Baking In U,I(. 
The Rrlt half of the Rscnl year was 

marh>d by a series of Industria1 dis
putes In the bread Industry, Including 
11 nationwide strike, which contrib
uted to a further dccllne in consump
tion, Mr. Ranle points out In his reo 
view of operotlons. -rhe situation waS 
further aggravated by the severe 
competition which resulted from the 
industry's over-capacity which, In 
tum, It'() to 011 escalation of discounts 
to maJor customers," he states. 

Against this background, Mr. Rank 
says, Spillers Ltd. made a decision to 
withdraw from the British broad bak
Ing Industry In April, 1978. Following 
this action, RHM acquired seven of 
the Spillers bakeries and 44 of Its 
shops and depots. ,. 

-
the Integration of these 

and the absorption of the 
at our other bakeries foillowing 
closure of 23 

created cojs;ld;e~~ra~b~l~e :~~~g::~~I,~ which our 
force aUke 
he states In report. 
tlon took lieveral months __ .• ,., . ....... . 
we moved the business, 
operated at loss for most the 
to a more satisfactory ~cclno!'nie 

Mr. Rank Indicates that after 
. of unsatisfactory tmdlng, 
pany has decided to sell Its CBI,.dl .. 
operations. TIlcse 

, . C~nVfn Products. 
In Canada, and the 
Montreal, a macaroni manufacturer. 
RHM also h ... old Its 
Argentina-its only foothold In 
America. Mr. Rank says. 

Puta In the U.s. 
"Apart from the pasta business 

Ravarino and Freschl, to which J 
ferred last year, no further 
lions were made during the 
the U.S.; he states. "Our 
panles there again made a-slgnIBo •• 
contribution to 
though Is was ma'cglnally 
expectations owing 
tlon." 

In commenting on oth~:.er~~~~.~t~~~~ 
In the U.K., Mr. Rank 
Pasta Foods .u«",nllulli- cont"nu,ed 
siles drive in the 
point where the company's 
brand is a contender for brand 
ship. "Our wholewheat pasta 
at.s the hlgh-6ber seetlon 
market," he states. 'N,everth,ele ~ 
cheap pasta from 
o1fected our sales 
profits we,·. ,,"'u,ced 
foods produced dl. 'Pl'olntrtng 
but we arc looking 
ment in this sector 
shortly. 
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For more than three quarte .. of a century Moldarl hal made 
it a policy to keep pace with the malt modern developmentl 
In automated equipment and machinery, providing 
custamerl with prompt dependable servlcel and pradudl 
precisely machined to extremely clole tolerancel. 

For a new food extrullon die or for maintenance and 
repolr of your exlltlng dlel, you can depend on Maldari, 

D. MALDARI & SONS, INC. 
557 Third Ave., Brooklyn, N.Y. 11215 

Phone: (212) 499·3555 

America', Largest Maeoronl cr. Maker. Sinel 1903 • With Managlment Continuoudy Rtla ined In Some Fomlly 

111 1 II I III 1111 1111 1111 1111 1111 



Malcolm hmple 
(Continued (rom pile 34) 

the United States -In partlculn, tho 
consolidation of interest In pasta 
manufacturing, which could certainly 
lead to further acquisitions In due 
course. 

This uew arrangement should 
strengthen the development link 
build-up between the UK pasta Inter
ests and those of the United Statcs. 

Trend. in Britain 
Potato sales took a dive in 1076 85 

the retail prico increased over 70 per
cent due to a potato famine o.s ex
pected crops failed to come In. 

Retail sales of rice also fell during 
the period as In common with most 
other foodshlas the retail prlcc rosc ' 
but not so drastically as for potatoe •• 

Pasta sales however. grew steadl1y 
through that year and continued to do 
so through 1977 as well. By the begin. 
nlng of this year the gap between re· 
taU snles of rice and pasta had dosed 
considerably. 

With sales of cooked chips Dnd In· 
stant potato faUlng very considerably 
over the period because of the sharp 
rise In raw potato prices, the t ,ouse· 
wife was looking for an altematlve 
food as part of her main course. TIlls 
was and Is an opportunity for pasta. 
If current trends In pasta sales are 
maintained it could be challenging 
rice by the mld.elghtles ns the most 
popular second choice to the potato. 

EEC Pollclel Create 
Probleml for German Millen 

TIll! volume of durum milled In 
West Ccnmmy since 1972/13 has de. 
cllm,'d by 47 percent, failing from 
280,000 tons (10.3 million bushels) to 
149.400 tons (5.5 million bushels) In 
1977/18, During the same period, 
however, Cennan pasta production 
has remained nearly constant al 20'2, 
000 to 217,000 tons annually. Domes· 
tic pasta consumption has been slow· 
Iy Increasing and now avemges ap' 
proximately 8,8 pounds per coplta. 
TIlcse nppilff!llt Inconsistencies result 
from sevcral factors: (1) there arc rela· 
tlvely large volumes of pastil products, 
particularly from Italy, Imported Into 
Cermany which are processed from 
less than 100 percent durum semolina 
and arc rcputed to be cheaper than 
German.produced pasta; (2) dllrum 

and semolina Imports into Gennany 
from Italy and France arc signlRcant, 
approximately 50.000 tons (1.8 mil· 
1Ion bushels)· In calendar 1977: and 
(3) tho cheaper pasta. durum. and 
semollna Imports require Gennan 
millers to blend 33 to 40 percent soft 
wheat Rour or farina Into their prod· 
ucts, According to the Creat Plains 
Wheat European Regional Office In 
Rotterdam, this situation Items from 
tho Inequitable EEC pricing policies. 

tries. Th. Wheat Trad. ~;:~~; 
of the International t, 
of 1971 Is consultative In 
vldlng a lorum lor In",m,,"onal 
eratlon, discussion and review 
world wheat lituaUon. The 
Agreement abo contains a 
Convention providing for a mh,lm.um 
01 4.2 million tons of lood 
tions by the member 
though there was 
to Increase the 
the Food Aid 

'Threthold Prloo 
Th. EEC threshold price (th. com· 
modlty valu. plus the Import levy) 
lor durum Imported Into the EEC Is 
approximately USt370.00 per ton (or 
US$lo.o7 per bushel) whll. tho IOlt 
or bread wheat threshhold price Is 
approximately US$260.00 per ton (or 
US$7.06 per bush.I). Thu. the 43 per· 
cent price dlfJerenUal results In ex· 
tensive blending by Gennan pre» 
esSOri to compete In their own domes· 
tic pasta market. However, through 
tho11T/3/74 period that price diJIeren· 
tlal was 17 to 19 percent. Thus this 
situation has preclpihted In the past 
Ave or six years. A further element 
aggravating the situation Is that the 
EEC threshold price for durum 1m· 
ports In Italy Is somewhat lower than 
that for West Gennany and other 
northern European countries. Eu~ 
penn durum mmers anociatlons are 
attempting to resolve thls situation 
with the EEC and at the same time 
press for 100 percent durum·based 
l'1Sta products. 

wheat agreement, the 
.agreement on 11 new Int,emati, .. all · •• 
cord resulted In tho lood aid 

1971 International 
Wheat Agreement Extended 

The International Wheat Council 
fonna1ly ell:tended the current agree· 
ment. the Inte:natlonal Wheat Agree
ment of 1971, for an additional two 
years. The agreement, which would 
have expired June 30, 1979, will now 
remain In effect at least through June 
30. 1981. While extending the lIT/I 
Agreement, the lWC also stressed the 
Importance of resolving as soon as 
possible the difficult Issues that dead· 
locked the negotiations to reach a new 
agreement. SpeclRcally. these issues 
were the size of the world wheat reo 
serve stocks, the price It:vels at which 
the stocks would either be acquired 
or released, and the sharing of the 
reserve stocks among member coun· 

ment remaining at Its previous 
There may be consideration, 
evAr, for the International 
Council at Its 
Increase the 
10 million 
approval of a 
derstandlng, which would 
from the 1971 Agreement. 
the food aid commitment has 
targeted at 4.2 ml1ll0n tons since 
actual rood aid donaHoRs In 
years have been at least double 
flgure. 

The re~~~tl:~~:~~;~:[~:~a. set·to with 
brand Is related. In 
had atmost two·thirds 
the market. Hunt·Wesson Inbrodu'. 
Prima Slllsa and spent 
$15.000.000 In a year to 
thickness of Its product. 
palgn was effective and Ragu's 
,ha" sUpped to 57.5%. 

IlIv", 1 %c per cwt. 
ntonthly In palta 

produdlon ":::~~~~~~~:--
conlumer education, 
and trade advertl.lng 
to keep tal .. up. 

. 

Constant promotion of macaroni, spa
ghetti, and egg noodles by the Notional 
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 
lor general use and special television 
showings. 

TV Kits are periodically prepared for 
rogram proc:tucers. 

'lOperatlon with related Item advertisers 
ld publicists Is sought and obtained. 

'eclal projects Include press parties, 
)terlals for Consumer Specialists. 
Ickground for editorial writers. 

)0 your Share-suppart the effort. 

NATIONAL 
MACARONI INSTITUTE 

P.O. 1 ~x 336, Palatine, IIl1nol. 60067 

--

Jacobs -Winston 
LABORATORIES. Inc. 

EST. 1920 

Consllll;"g and AnalYlical Chemists, spec/alldng in 
all matters Involving lI,e examination. productioll 
a"d labrllng 01 Macaroni, Noodle arid ERN I'rocillcls. 

l-VftamJn' and Mlnerall Enrichment Alla,l. 

2-EII Solid, and Color Score In E .. , and 
Noodl". 

3-Semollno and Flour Anolyll •. 

4--Mfcro-allal,llt for e .. traneoul ",oHer, 

5-$onlto" Plant ~u"eJ" 
6-Peltlcld .. AIIOI,III, 

7-loderl0lollcol Tel" for Salmonella, etc. 
I-Nutrltlanol Anol,lll. 

JAMES ond MARVIN WINSTON, DIRECTORS 
P.O. Box 361, 25 Mt. Vernon St., 

Ridgefield Park, NJ 07660 
(20 I) 440·0022 
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Henhey Gain. 
Henhey Foods Corp" which In· 

cludes In its operations four leading 
l,asta mlUlufllcturers. recorded gains 
In both earnings and sales for Rscal 
11178, 

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 sharc, In the previous year. Con
solidated net sales totaled a record 
$767,880,000, against $671.227,000 in 
fiscal 1977. 

Sales fot the fourth quarter were 
$223,809,000, up lrom $1116,4117,000 In 
the same period a year earlier. Net 
Income for the quarter was $13,342,-
000, or 97¢ per share, against Sl4.2I2,· 
000, or $1.00 per share In the previous 
year. 

"Record sales for 1978, which were 
14~ above 1977. reRcct market share 
increases achieved despite IntenslBed 
competition In the Industries In which 
we operate," said William E. Dear
den, vlce-chalnnan and chief execu· 
tive DIRcet 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 said ... It was the third 
consecutive year in which the com· 
pany's cocoa bean costs set new rec
ord highs,· 

In early January, Hershey at1lulred 
the Skinner Macaroni Co., Omaha, for 
398,680 shares of Hershey common 
stock. Besides Skinner, other maca· 
ronl and noodle manufacturers owned 
by Hershey are San Giorgio Macaroni 
Co., Lebanon, Pa.; Delmonico Foods 
Co., Louisville, Ky. , and Procino
Hossl Corp. of AubunJ, N.Y. 

San Giorgio Macaroni 
n,e annual report of Hersey Foods 

Corporation states that San Giorgio 
Macaroni enjoyed large dollll.r "Vol
umo increases in 1978 IlS penetration 
Into the New York market was ahead 
01 plan. 

Two new products realized encour
aging sales in 1978. The early test 
market success of Light 'n "'Iuffy 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 1978. 

The price or durum wheat, puta's 
major Ingredlen~ Increased by 17')1, 
In 11178 over 1977. The 11179 supply 
appean to be adequate and the mar
ket price b expected to be stable, 

program. H. said that the .ha,.. 
be used ror rulurtl 
the company's proSt ,haring 
for the exercise or stock, options 
Peavey's quaU8ed stode option 

Peavey Net 'Up Seaboard Report 
Net earnings of Peavey Company Although earnings of 

Increased sharply during the flnt hall ' Allied Milling Corp, attained 
of the 1979 fiscal year despite a slow. record In the Rl'$t 36 weeks 
down In barge and rail tmnsportatlon. current fiscal year, profits In the 

Net earnings of Peavey for the six quarter were lower than the 
months ended Jln, 31 tot.led ~,251,. period. year ago, showing 
000, or ,1.43 per share on the common reversal of the trend estabUshed 
.tock against $6 411 000 or $110 In the first .Ix months, Seaboard .ald, 
the PeriOd a ye~ ago. I~ the ;e~nd "Domestically, unit .ales 
quarter, net Income was $4,100.000, or at all·time highs but growing 
71" against ,2,917,000, or 50_, a petition and weather-lnduoeO 
year ago, portatlo'!. difficulties have deteri"rat, 

Net sales for the hair-year were margins, Seaboard explained. 
U86,599,OOO, up lrom $249,928,000. In "New burdensome Import 
the second quarter, sales were 1142.. tlons "in some of our 
472,000, against $123,4117,000 In the tlon., Seaboard added, 
same three months of fUcal 1978. dlseconoTles resulting In 

earnings. 
lIough Wlnt •• 

William C. Stocks, chalnnan and 
chid executive omcer, said that cam
Ings 01 tho Agricultural Group 1m· 
proved sharply although "operations 
were severely curtailed during Janu· 
ary by the Mississippi River system 
being closed by Ice as far south as 
Cairo, m., and midwestern snows 
slowing raU movement, compounding 
already exlstln$ rail cor and locomo
tive shortages. 

Mr. Stocks said that an earnhigs 
increase In the second 'Iuarter for the 
Indwtrial Foods Croup, which In· 
dudes flour milling, nearly overcame 
the Impact or first quarter labor 
strikes. resulting In 8rst half Income 
nearly matching a year earlier. Sales 
for the Consumer Foods Croup were 
up In tho scoond quarter Dnd six 
months, he said, but earnings we:oe 
down due to higher cosls. 

All operating arellS of Peavey's Re. 
taU Croup had Improved sales and 
earnings for both the quarter and Rut 
hall. 

"Although severe winter weather 
conditions have already adversely im
pacted all operating group. In the 
third quarter," he said, "we look for 
continued earnings Improvement dur
Ing the .econd hall." 

Mr. Stocb also announced that 
Peavey has acquired 101,500 shares of 
Its common stock In • private trans
action, comple~lng a stock reP,'!~ 

Net earnings of Seaboard 
81$t 36 weeh totaled t6;6Z1',731 
equal to $4.58 pcr share 
mon stock, compared 
or $3.74, a year ago. 
$225,353,791, up Irom ''''.,'011,'''0, 
.. Earnings before taxes In the 
week period came to $12,747 
agalnst $9,683,365 I .. t year. 
taxes totaled to,loo,l98, 
with $4,650, 400 In the arst 36 
01 flscal 11178. 

Durum Mill Grind 
from u.s. Dtpartment 0/ - ~ - ~ ... ~ ..... Vp ' 
• 91. ...... ..... Il ... 

1 .. , ','06 2.6 ',4'. ... 
Feb. 1.460 - 3.4 3,l1S -7.S 
M:tr. 1.476 -9.6 3,326 -10.1 

~" 991 -11.] 2,237 -16" ., 1,127 • 2,$9' -2.' 
June 1,018 -17.5 %,362 -15.1 
Juli 961 -16,1 2,1l.! -14" 

• Au •• 1,481 2.8 IJSl 0 
Sept. 1,468 1.8 3,278 -u 
Dc" 1,726 .1.7 3,944 19.0 
Noy. ',608 12.3 3,619 14.0 
Il<c. 1,"52 t.7 3,362 ... 
1977 
1 .. , 1,466 12.2· 3,171 
Feb. I,nr .,. 1,'''8 
Mu. 1,6ll 1$,' ' ,730 
~' 1,IlI 6.' 1,679 

" 1,IlS S3 2,6'7 
lune l.lS" U 2,711 
July 1,147 U 2,601 
Au .. 1,.42 .., 3J<7 
Sept 1,"':t - 3.0 3,<06 
Oc1, 1,431 3,7 3JI' 
Nov. 'J.9 -1.1 3,17" 
""'- 1,417 U 3,114 

It's a situation that's hard to avoid when your product has to 
t,'avallong distancas from the mill. E.an with today's 
hlghly·computerlzed movemant of railroad cars around tha country 
it's virtually impossible to prevent wIdely· varying delivary times 
and the rasulting stackup of cars waiting to be unloaded, 

Stacked up cars, Demurrage chargas. Profit eaters, But if you're 
in Seaboard's Super Semolina Service Zone-tha Naw York/ 
New Jersey, Boston or New Orlaans Metro Areas-you call get 
bulk truck·delivered freshly·mllled No. 1 Samolina 
In a few short hours. And cut down those demurraga charges. 

...,... TALK .... auT YOUR •• MOLINA R.QUIRBMINT •• 
Se,board ... the modtlrn milling p.opl • . 

S .. bHrd Allied Milling 
Corpor.tlon 
P. O. Box 19148. Kan ... CltV. Mo. 
BIB 6151·9200 



Egg Consumption 1IIIng 
Production and consumption of 

eggs are cJ(pected 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 1979 as consumers, 
disenchanted by sotutng meat prices, 
eat more eggs, he said. "What's mote, 
they're bothered less by cholesterol," 
ho claimed. 

"We're definitely seeing consumers 
and the scientific community chan~
ing thclr views about cholesterol. It 5 

no longer a major ractor," Korody said. 
According to an Agriculture De. 

partment report, the nation's laying 
floclcs 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, romp.red with 282 million. 

Price, Up 
Prices In the Rrst quarter were up 

sharply. l()'15%, against the 6rst three 
months of last year, but Korody pre· 
dieted n leveling of[ latcr this year. 
The overall Incrcase for 1979 prob· 
ably will be 5·10%, he said. 

Meanwhile, egg producen arc 
reatly to Increase their output sttU 
further if necessary. ""They are closely 
watching the demand trend and work· 
Ing clo~cly with retailers, rcady to 
Incrcnsc marketing plans," Korody 
said. 

Per.capltal egg consumption Is ex· 
pected to rise by one or two eggs, 
about the same as In 1978. Last year 
was, In fact. the fint increase In con· 
sumptlon per capita - although a 
slIm one - for some time. In 1970, 
for exumple, Americans, on the aver· 
age, ate 310 eggs each ond the rate 
has been dwindling ever since. 

Egg P,odudl 
March Price Rango 

Central ~aate Nest Run-$I2.00 to 
$14.70. 

Southeast Ne,t Ru~12.()(J.$14.70. 
Frozen IVhol0-40¢-48~. 
Frozen Whltes-33J1-30JI. 
Dried IVhol0-41.58·$1.79. 
Dried Yolks-S1.4:J.$I.58. 

Int.r ... tlonol DufU'" Foru," 
Hoy, 13·14, Mloot. Horth Dokot. 

40 

~ ......... ~loJP bra" 01 ttl. 
Egg Product, Dlvldon of Marshall Foods, 
Inc., hove 0 bit of fun during 0 ,trotegy 
mI.tlng devoted to mopping out on 'X· 
POnded natlonol IOIfl .ffOrt, Includll'lQ In· 
troductlon of 0 vorlety of new pnxtuets. 
Flonkll'lg corporat. board cholrmon ond 
Chl.f .xlCUtlv. David J. W.I". 0,. Glen 
Morin, general manager n.fd, and Richord 
McCluibv. WIlt, monogtr. . 

Durum Markets In March 
No. 1 Hard Amber durum ranged 

from 3.70 to '13.75 per bushel, Minn .. 
apoll' with semolina quoted at ff9.40 
to 10.00, granular 15¢ less, durum 
Rour 4()¢ len. 

Durum Wheat Notn 
In Fo..-at 

An existing records for magazine 
r,}ader 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 scnt to" 
a guaranteed list of 90,000 home eco
nomics . clasJroom teacher., extension 
agents, food edlton and other profes. 
slonals. It carried a four·page issue of 
"Durum Wheat Notes," written and 
prepared by the International Insti· 
tute 01 Foods and Family Living, Inc., 
a Chicago-based concern spccl8JWng 
In communications In areas .uggested 
by Its name. Th. Aood 01 Inquiries 
Anally tapered 011 .Itor January 01 
this YCllr, but not until a grand total 
01 30,350 requests had heen tallied 
by the Neilsen Company. The re· 
sponse and the huge volume of re· 
prints requested for classroom use 
smashed aU records for the magazine 
and possibly for any magazine. 

nlo special two-color Issue of 
"Durum Wheat Notes· stressed the 
Iluality 01 milled durum wheat as the 
preferred Ingredient for superior 
macaroni. spaghetti and noodles. The 
history, processing and production of 

durum semolina and granulan. 
Hour, Into pasta I were covered 
lIIustrnted, along with rodpe' 
suggested classroom lesson 
onstratlng tho advantages 
100 percent durum·based 
More than an estimated 
lion shident consumen, and 
be buyers were thus reached with 
Information story. 

"Durum Wheat Note," fonnerllv Iu 
been malled directly to a 
largely part of the same 
r.ached by "FOREMOST." 
postage rates dictated tho eh.ngo 
strategy, turnlns: from direct. mall 
paid advorfulng spaoe. Tho 
whelming succcu of the 
response caned for a second 
In the next May·June Issue of 
magazine this time devoted to 
nutritional attributes of 100 
durum pasta. The Durum 
stitute is also considering 
September, 1979, iuue 
CAST'" to circulate a classroom 
chart In full color devoted to the 
to1')', processing and manufacture 
all.durum pasta. 

The Durum Wheat Institute Is 
association of the millen of that 
uct specializing In supplying the 
ufacturers of pasta. 

Sunflowers Profitable 
In the wake of a trlr,llng in 

years In the acreage p: anted to 
flower in both North Ollkota 
Minnesota, the crop ,,'U;;I~I ~~~j~~'~ 
largest return over p 
for arell growen. 
LeRoy Scl.afJner, 
omtst of North 
slty, in talking to 
Rower Forum in Fargo. 

Growen In North Dakota last 
planted 1.9 million acres to 
against 600,000 In 1976. 

Wheat, buley, soybeans and 
Rower all had approximately the 
production costs, which ranged 
$100 to $107 per aero. 

"Only by wing I~dlvlduall.rm . 
duetlon costs nnd yields can 
crs mako wise cropping d,~~;J~~:~ 
1979; Mr. Sehalln.r I 
-rhe cost relatlolUhlp 
Is more Important than 
costs when making a farm 
to the combination of crops to 
grown." , 

by Charles M. H .. kl", 
Last month we discussed the type 

cawes of check macaroni. The 
this month Is practical appll. 
of thl~ knowledge. 

Delayed Ch""k 
Delayed check Is caused by remov· 

the moisture too rapidly dllrin~ 
when the macaroni dOUg.l 

chllllg!ng rrom 0 50ft state to 0 hard 
stresses are trapped and 

enae.,onl product may chcck with· 
or weeks after it Is dried. 

he:e Is to Bnd where 
Is done in the dryer. In a 

this can be detennlncd 
enellSurlng the moisture content as 

I product each drying screen. 
• lot 01 spaghetti should he 101· 
. d through the whole dryer. This 
he done by putting a dough ball 
the d~;-el" and taking moisture 

!!r.L; "~o .~e to It as It passes through 
II')~r from screen to screen. 
.e moidure content should then 
lotted on graph paper with pcr· 
molst·ne on a dry basis on the 

cal lUis and time on the hor!· 
II axis. TIle graph should show u 
ten drop of moisture. This might 
Ir In passing from around 1% to 
~ w~lch Is the runge where the 
:Iuct changes from soft to hard. 

\ Ioisture can be converted from 
\ hasls to wet bllSls and vice versa 
Ihe following fonnulas: 
% Dry Basis = 

% Wet lIasl. x 100/ 
100 - % Wet 8 .. ls 

% Wet Basi, = 

% Dry Basis x 100 
100 + % Dry B.sl, 

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 ns the product pllSses 
through the dryer. 

To (.'Orrect this type of check It is 
necessary to change the drying cycle 
In lome way. TIds can be done by 
changing the surface urea of tho heat. 
Ing coils, changing the settings of the 
Instruments, or putting bafDes In the 
dryer to redirect the air flow. 

One of the principal causes of de
layed check Is holding back dry ing at 
the start too long so that the product 
is too wet going Into the last stages 
01 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 hllV. 
ing been too wet. This might be a 
glassy appearance or pieces sticking 
together. 

Checlc In Storage Bins 
If warm, high moisture dried prod. 

uct Is put Into metal storage hlns In a 
(,'001 area sometimes the product will 
check next to the walls of the bin. The 
cause of this Is that the Illyers of prod. 
uct next to the wall cool down. The 
high tem\)Crature product ncar the 
center of t Ie bin (''rcates a high humid· 
Ity around itself and this moisture 
migrates to the outer cool layers and 
Is absorbed on the surface callslng 
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 build .. up 
to tho point of condensntloll or 
absorption. 

This dlmculty can be prevcnted by 
cooling the macaroni on the conveyor 
before it gets into the bin, by keeping 
the tempernture around the bin at II. 

higher lcvel or by drying the product 
to a lower percent moisture so It will 
not give off so much humidity. Thh 
last solution Is not always the hest 
because material thllt checks III the 
hin probably has trapped stresses 
from faulty drying. Removing a fcw 
more percent moisture may increase 
these stresses. Nevertheless. drying to 
n lower percent molstu·e sometimes 
solves the checL:ing problem simply 
by making the product more strong. 

Some More Simple ExpC!rimC!nts 
Take sllmpl(.·!> frum lilt stug(.·s of 

drying ami put tla'm In nil kinds or 
temperature ami humidity conditions. 
Take dry prOlJuct 1111(1 put it In the 

r.relimlnal')' dryer I1l1d In the carl)' 
Ilgh humidity stages of the 6nlshlng 
dryer. Take wet product and put It 
on top of tlJ(.' holler which Is at a high 
temperature. Put dried product on B 

window 5111 011 a cool dny when it Is 
mining (keep the liquid water from 
hitting It directly). Take product olf 
the press and put It In an oven at 
200° F. 

Examine the types of check lind 
write down your results so you can 
remember them fifteen YCllrs from 
now. Who know~ . you may find the 
ultimate drying ml1hod. 

Certification M .. nual 
To assist box maktrs and users de· 

tennlne reqUired markings on corru· 
gated shipping contalnen, write for 
"Certification Manual", Fibre Dox As· 
soclatlon. 5725 Ea..~t P.lver noad, Chi. 
cago, IL 60031. Pnco 33; Includes 
postage. - - ----

LT.IKIt 

Aseeco Appointment 
I. T. I.ck has lalned the Itaff of Aseeta 
Corporation of Bev.rly HUI •• CalIfornia 01 
Vice Presldent.Operations. Aneta Is a ma
lar iUppller of engIneered malerlal handling 
systems. Beck has 30 yean experience In 
the process fqulpment Industry and was 
formerly President of Ihe Chemelron Cor· 
porotlon', Votatar Division. He has been 
oct Iv. In Inlematlonal trade throughout his 
toreer and hos portlclpoted In U.S. Deport· 
ment of Commerce trode missions to Euro· 
pean, Mlddl. Eostern one! EOltern Bloc coun· 
tries. Beck Is the Post Cholrmon of the 
Food Proceull'lg Mathln.ry and Suppllu 
Association and currently IItves os a Dis· 
trkt Expott Commissioner fOf Ihe Depar,. 
ment of Commerc • . 
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Larry Williams Dead 
Lawrence D. Williams, Sr., Presi

dent of The CreameUc Company of 
~ilnnenpolls, passed away of a heart 
attack all April Q, 1979, at al~c 58. 

Survh'ors Include his widow, Fran
ces, and eight children: Frances, 
Jeanne (Mrs. Steven Spiegler), Law
rellce, Jr., Harold, Katherine, Molly, 
Amy, and Mary; his brother Robert, 
aud sister Mrs. John (Margaret) Lin
stroth. 

Mr. Williams was a graduate of Sf. 
1110mas Military Academy and the 
University of Minnesota, and servt-d 
liS an officer In the United States Ar· 
my during World War II. He was a 
member of a landing party on Omaha 
Deach In June, 1944. 
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After the war, Mr. Williams helped 
round Martin/Williams Advertising 
Company, one of the largest agencies 
In tlle Twin Cities, and went on to 
join the CrelimeUe Company In 1002. 
which had been rounded by his la
ther, James T. Williams, Sr. 

He was past presldeht (1977-78) or 
the National Macaroni Manufacturers 
AssoclaUon and chalnnan of the Na. 
tiona) Macaroni Institute committee. 
~Ir. Williams also served on the Board 
of DirectOr!! of Home Fedeml Savings 
and Lonn 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 
Couutry Club nnd Edina Country 
Club. 

Souped-Up Recipe Book 
A l28-page rookbook--Souped Up 

Recipes from Llpton"-Is offert-d for 
$1.50 In this full ·color page ad for 
Lipton IIcclpe & Soup Mixes In Feb
ruary 1 Family Circle. A mail-In cou
pon Is part of the ad. Otber magulnes 
running the ad are February 26 l'eo
pie Dnd February Better Homes & 
Gardens, Redbook, McCoU's nnd 
Women's Day. 

TIe-In 
A Joint ud for CrenmeU(!5 Dnd Cnl

iroml. Pitted Ripe Olives. appeared 
In the April Issue of Family Circle and 
other magazines, featuring n recipe 
for "Creamettes & Ripe Olive Cas
serole Ole'," The full color tIe·ln ad 
urges readers to "have several cans 
and packages on hand .t aU Urnes for 
a repeat perfonnance." 

. ! 

Mare Coupen. 
Manufacturers distributed a tot.1 

72.1 billion ,,,upens during 1978. 
cording to Nielsen Clearing Ho 
estimates, 

This distribution volume re(I"""~ 
an Inereose or 10.5 billion 
17% over tho 62.2 billion 
Inll977. Over the last u .... , ..... 

ponlng activity has dOl,bled. 
trlbutlons rising from 35.7 
1975 to 72.7 billion this post year. 

These Industry figures reHect 
bibuUons of regular 
but exclude In·ad coupons 
by retailers In their newspaper 
vertisements. 

NeWlJ1lpen 
Dally newspapers 

55_6% or totall -:~r.~~;~~:~~t~~':~ 1978. Sunday S1 

zines declined 
circulated this past year. On the 
hand, sharp gains were made 
standing Ins('Its, whose share 
tributions ra;e to 13.4% In 
11.8% In 19n. Direct man 
3% of total rilstributions, while 
pack promotlo~s represent 8.9% 
aU coupons in circulation . 

DistribuUon 
% or Coupons 
Distributed 1970 1977 
by Media % % 
Newspapers 55.8 56.0 
Sunday 

Supplements 0.5 8.5 
Free-Standing 

Inserts 7.2 11.8 
Magazines 15.4 12.5 
Direct ~tan 4.1 3.0 
In/ On Pack 8.0 8.2 
Coupons 

Dlstrihuted 
(11I11Ion.) 45.8 02.2 

Eating Out 
Nearly everyone Is II customer 

fast·rood restaurants. In any 
month. the typlcnl American visits I 

about nine Umes-Rve tImes to 
there nnd four times to take food 
says a study by the National 
Using Bureau, And over a 

perioo. oo~orwIA~:~:~~::~ 
yean old patrolllze the 
least once. 




