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Eating Out
As‘ the pasta industry seeks to ex-
pand its sales into the Foodservice
Industry with Its newly published
Foudservice Manual, it joins the na-
lion's number one retail employer
(jobs for 8 million people) and the in-
ustry that ranks first in number of re-
tail establishments.
Facts provided by the National Res-
taurant: Association (NRA) show that

than 385,000, and institutional estab-
lishments have more than 170,000.

Foodservice industry sales more
than doubled in the 1870, rising from
$43.3 billion in 1970 to $106.1 billion
in 1979. The commercinl feeding
ﬁmup, re resentin% 85 percent of in-

ustry sales, recorded food and drink
sales of §74.3 billion in 1977 and pro-
Jects $80.2 billion in 1979,

Restaurants, the industry’s largest
single sector, contributed more than
$20 billion to total sales in 1977 and
are expected to account for $35.5 bil-
lion this year.

Food industry sales equal 4.6 percent
of the GNP, Thirty-seven percent of
the nation's food dollars were spent
away from home in 1976 with an NRA
estimate of 40 percent by 1880,

The NRA's 1978 economic forecast,
announced in November, 1978, predic-
ted foodservice industry sales of $105.1
billion, a milestone, And prospects for
this year, hased on sales in the Janu.

sume period lnst year—the gain chief-
ly attiibuted to rising menu costs and
neeelerated growth in personal in-
come, Recognizing that growth should
show some slowing, NRA is predicting
a real growth figure for 1979 of ap-
])roxhlmluly 1 percent, Sales will be
righer than  previously thought—
growing 12 percent over last year,

The NRA forecasts that the con-
tinued growth of competition for the
dinning out dollar in the foodservice
industry heralds the trend of the 80's.
It is up to the foodservice industry to
cater to what the consumer wants—
service and quality—top  considera-
tions in choosing a restaurant.

It is expected that the trend for fast,
elficiently produced foods will con-
tinue, even as the demand for more
nutritious fare will accelerate. Also,
the NRA Consumer Attitude survey
shows that the trend towards ethaic
foods will continue to grow and the
demand for such eaterles within a cen-
tral location will gain
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NATIONAL MACARONI INSTITUTE MERGES WITH N.M.M.A.

At the 75th Annual Meeting of the
National Macaroni Manfacturers
Association the membership of the
Assoclation and the National Macaroni
Institute adopted n resolution to
merge the National Macaroni Insti-
tute, Inc. into the National Macaroni
Manufacturers Association as its pro-
duct promotion committee activity.

The Constitution was revised so that
at the end of 1979 dues of members
will be paid quarterly in two parts:
Active Members shall pay dues at the
rate of 6% mils (0.00625) per cwt of
flour converted, with a minimum of
$37.50 per quarter on 100 bags per
day, and a maximum of $750 per quar-
ter on 20,000 bags per day for total op-
erations, Figures will be certified to
the secretary-treasurer by the Chief
Executive of the member firm,

Members will also contribute to the
preduct promotional committee acti-
vity at a rate of $0.175 per cwt on all
production paid quarterly.

Loss of Export Market

The National Macaroni Institute
was established in 1848 as a conse-
qquence of the loss of the export mar-
ket following World War II. Food
producing facilities in southern Eur-
ope were devastated during the war,
und a quarter of industry output went
overseas to this market in 1947 and
the first half of 1048, Then, with the
Marshall Plan going into effect in mid-
year, the export market was abruptly
cut off with the government supplying
funds for wheat and machinery direct-
ly to the Europeans. In order that this
slack be picked up the Board of Direc-
tors of the National Macaroni Manu-
facture.s  Association hired Robert
Green to solicit support from 80 per-
cent of the Association’s membership
for a product promotional campaign
at l¢ per ewt of flour converted
monthly. His initia] effort was to visit
the then 350 firms operating across
the country and to report back at the
first Florida Winter Meeting that the
program had been fully undenwritten
and was ready to go. The firm of Theo-
dore R. Sills was employed as public
relations counsel, the Institute incor-
porated, and the publicity started.

Part of the thinking in establishing
the Institute as a separate corporation
was the hope that macaroni manufac-

turers such as the A&P Company and
others who did not belong to Associa-
tions would support the product pro-
motional effort. This did not come to
pass, and essentially the same people
who supported the product promotion-
al work of the National Macaroni In-
stitute were the pillars of the National
Macaroni Manufacturers Association,

The industry was pleased with the
initial publicity gamered by the Sills
organization, and in 1852 increased the
rate of contribution from 1¢ to 1.5¢.
Industry growth kept the program
growing with it until 1869 when the
rate of contribution was increased to
1% ¢. The upward curve of macaroni
sales had leveled off in the late 60s
due to competition from combination
dinners, but the added revenue fueled
another wave of increase during the
70's.

Industry Cooperation

Through the 60's and 70's the Dur-
um Wheat Institute supported by the
Durum millers and the North Dakota
State Wheat Commission worked in
concert with the National Macaroni
Institute in the distribution of Rlms,
film strips, and a hotel-restaurant-in-
stitutions program. The latter activity
took the slhape of a bi-annual recipe
contest with the winners attending a
Winter Meeting of the National Maca-
roni Manufacturers Association, and
the grand prize winner touring Eur-
ope.

In 1977 the Curum Wheat Institute

and the North Dakota Wheat o
mission with the National Mac ironi
Institute elected to retain Burson- \lar.
steller, successor firm to Theodore 1.
Sills, to place regular publicity re.
leases in foodservice publications.
During the past year they have hee
working on the development of u Pas.
ta Fuo&scn’ice Manual, »

Association Began in 1004

The National Macaroni Manufactur-
ers Association was started in 1904
by a group of macaroni manufacturens
meeting in Pittsburgh. The first paid
executive was M, J, Donna of Braid.
wood, Illinols, who was hired in 1019
and supported his operation by pub-
lishing the Macaroni Journal and con-
ducting an annual convention. The
Association was formally incorported
in 1921,

Mr. Green took over as Secretary-
Treasurer of the National Macaroni
Manfacturers Association in 1049 and
became editor uf the Macaroni Jourmal
on the demise of Mr, Donna in 1052

The Association has committees
active in national affairs, standards
and nutrition, durum relations, and
statistics, The Annual Meeting is held
in summer, There is a fall meeting in
Washington, a Winter meeting in Jan-
uary or February, and a spring tech-
nical seminar, Membership is held by
55 active pasta manufacturers who
represent 80 percent of the indu try's
production and some 45 primary sup-
pliers as allied members,

CONSTITUTION

—_—

AND BYLAWS

National Macaroni Manufacturers Association
as amended in convention, July 9, 1979

Article I—Nume—The name of the
organization shall be: National Mac-
aroni Manufacturers Association.

Article 1I—Objects- -The purpose of
the association shall be:

(a) to promote and safeguard the
welfrie of the macaroni and
noodle manufacturing industry,
and

(b) to elevate macaroni products
and noodle manufacture to the
highest plane of efficiency, effec-
tiveness and public service,

Article [1I-Membership

Section 1—Eligibility—The mem-
bership of the Association shall con-

sist of individuals, partners ips

corporations, associntions or « ther

entities engaged in the man fac
ture of macaroni and/or ne xlle
products and of allied or supp! -‘illﬁ

industries connected therewith. e

membership shall be divided into

three classes, namely:

(a) Active Members—Limited to
those actually engaged in the
manufacture of macaroni prod-
ucts and/or egg noodles.

(b) Associate Members—Limited to
those actually engaged in pack
aging or marketing macaron!
and/or egg noodles but not
manufacturing the same.
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{c) \llied Members—Limited to
hose actually engaged in lines
r services connected with the
caroni and/or egg noodle pro-
ucts industry,

Sec ion 2—Application and Election
Menbership shall be conferred on
appiicants who are sponsored by at
least one Active Member in good
standing and upon receipt of a ma-
jority vote of the Board of Directors;

Section 3—Suspensionand Reinstate.
ments

(a) Resignations—Resignations  of
Members in good standing shall
be submltte«.F in writing to the
proper official after payment of
dues to date:

(b) Expulsions—Members may be
expelled for cause by a three-
fourths vote of the Board of Di-
rectors, or of the Association.

(c) Suspensions—Members in  ar-

: rears for dues for a period of six
months become automatically
suspended,

(d) Reinstatements— Reinstatement
of Members can be made only
on full payment of any former
lm]uhtuﬁless to the Association,
application having been duly
approved by a majority vote of
the Association or its Board of
Directors.

Article IV—Privileges of Members
Section 1—Active Members in good
stanling shall have full member-
ship rights. Only such members
shal have the right to vote; sit in

§ exed itive sessions and to hold office,
(@) 1ch member shall be entitled

* one vote only. If membership
in the name of a frm, corpor-
ion or other legal entity, it
all be entitled to one vote
ily, Irrespective of number of
-anches, plants, subsidiaries it
ay have,

Artic]. V—Board of Directors

Secton 1—Governing Body—The

Assc clation shall be governed by o

Bau.d of 18 Directors. They shall be

active members supporting both

the National Macaroni Manufac-
turers Association and the National

Macaroni Institute.

(a) Membership of the Board of
Directors shall be limited to one
lioard Member for any one mac-
aroni company, For purposes of
this section, one macaroni com-
Pany means one corporate entity
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or one individually owned com-
pany.
(b) The immediate past president
shall automatically be 4 member
of the Board. |
(c) Past Presidents, still active in
management in a dues paying
macaroni company, shall hold
the status of Board Member
Emeritus without vote,
Section 2—Election—=The Directors
shall be elected at the annual meet-
ing of the Association by a majority
of the votes of Active Members
present and voting, The term of
office of each director shall be for
one year. Any vacancies occurring
in the interval between annual
meetings shal be filled by the
Board

Section 3—Quorum

(a) Board Quorum—At any meeting
of the Board of Directors a ma-
jority ur the Board shall be nee-
essary to constitute a quorum
for the transaction of business,

(b) Association Quorum—At An-
nual or Special meetings of the
Association, 20% of the members
in good standing shall constitute
a quorm for th- transaction of
business,

Section 4=Duties and Powers

(n) The Board of Directors shall
have the control, management
and direction of the affairs of the
Association and all the powers
thus implied. They shall in all
cases act as a Board regularly
convened and in the transaction
of business, the act of a majority
of a quorum present at a meet-
ing duly assembled shall be the
act of the Board.

(1) Any Director may rcs!g{n his
office at any time, such res-
ignation to be made in writing
and to take effect immediately
without acceptance.

(b) The Board nlf Directors may up-
point an Executive Committee
of five Directors of whom the
President shall be one, to which
the Board of Directors may dele-
gate any of its powers. Three
members shall constitute a quor-
um of the Executive Committee,

Article VI—Officers

Scction 1—Officers—The Officers

of the Associntion shall be a Presi-

dent; First Vice President; Second

Vice President; Third Viee Presi-

dent; Secretary and Treasurer,

Section 2—Election

(a) The Officers of *he Association
shall be clected by the Board of
Directors immediately following
the annual meeting of the Asso-
ciation. The election shall he by
ballot by a plurality of votes of
the Directors present,

(h) The Directors shall elect the
officers from their own number
only, except that the office of
Secretary-Treasurer may be held
by one person who need not he
a director or member of the As-
sociation,

(¢) Officers shall iwold office for a
period of one year or until sue-
cessors are elected.

(1) Any vacaney oceurring in the

interval between meetings shall
be Rlled by the Board.

Section 3—Duties—Each officer
shall perform the duties customary
to his office, wnless the Board of
Directors otherwise determines,

Section 4—Special Activities—The

Board of Directors iv furtherance of

the purposes and objects of the As-

socintion may,

(1) Fonm, create, organize and cs-
tablish  special — departments,
committees,  subsidiaries  and
other legal entities outside or
within the Association and to
appoint, elect or designate offi-
cers therefor,

{h) Contact with, employ or cn-
gage persons, corporations, nsso-
ciations or others to perform
special functions and activitics.

(c) May establish, among others,
the following special agencies or
offices:

1. Director of Public Relations
2, Director of Research

3. Editor of Associntion’s Qfficial
publication

(1) The duties of such specinl
agencies and offices; the com-
pensation therefor; and the dur-
ation of office shall be in the dis-
cretion of the Board,

(b) Any two or more such special
activities or offices may be re-
posed in one person if the Board
so determines,

Article VII—Revenue
Section 1—Fisenl Year—The fiscal
year of this Association shall begin
Junuary Ist,

(Continued on page R)
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Pand Best Wishes for a Healthy,
Prosperous and Happy New Year

D.MaLparl & Sons, Inc.

557 THIRD AVE, BROOKLYN, N.Y., U.S.A. 11215

NORTH DAKOTA MILL ‘."\ 3 ‘ Telephone: (212) 499-3555
Grand Forks, North Dakota (701) 772-4841

Awierica’s Largest Macaroni Die Makers Since 1973 - Wiih Mganagement Continuously Retamned In Same Family

THE MACARON! JOURK D“_EMHEK. 1979

' .
Y £ A B M AN AR L i s o T PRrey ey ——— = . - e e e . - s S P——
™ — e s Yr\:‘&{j%mﬁ:hc Iﬂ i o n‘t.-,'f_ D r e AR : :
i oy \ AT A R S i e o —




(Continued from page 5)
Section 2—Dues of Members—Dues
are payable quarterly along with
contributions to the National Mac-
aroni Institute promotional program
(a) Active members shall pay an-
nual dues at the rate of six and
one-quarter mils ($0.00625) per

2. Nominations ... 7 Members
3. Resolutions ........3 Members
(b) Standing Committees—Chair-
man of each to be named by the
President immediately after the
Annual Meeting to serve for his
term:
1. Membershi

® Lingue di passeri (thin Mt long

strips): pesto or parsley sauc

® Elbow macaroni or ditalini: clp
sauce

® Perciatelli (long tubes): toma
sauce, Ragu Bolognese (the gontl:.
man who makes his own goat cleese
told us that perciatelli was the hey)

ASEEcq]

BIN STORAGE

ewt, of flour converted, with a
minimum of $37.50 per quarter
on 100 bags per day, and a maxi-
mum of $750 per quarter on 1000
bags per day for total operations,
Figures shall be certified to Sec-
retary-Treasurer by the Chief

2. National Affairs

8. Standards and Research

4. Durum Relations

5. Convention Sites

6. National Macaroni Institute
Article X—Corporate Seal—The cor-

A fuly automatic bin storaye system for & o . ]
frec flowing materinls —Product is con-

veyed from processing into the Aseeco Bin ) 1
Storoge System by means of conveyors, d |
The operator can fill any bin by operating a - |
selector swilch al floor level, In a few hours, {
when the bin is full and a signal Is actuated,
the next bin can be selected manually or

® Fedelini (long, thin): in soup,
mato sauce or Ragu Bolognese

® Fettuccelle (somewhat wide, M)
plain butter or pesto

® Fettucine (an eggnoodle): most com.
monly caten in the New York area

Executive of the Member firm.

Contributions to the National Mac-
aroni Institute promotional program
shall be at a rate of $0.0175 per cwt.
on all production, paid quarterly.

(b) Associate Members shall pay
dues of $250 a year.

the Associatio . shall be held at such
time and place ns the Board of
Dircetors shall designate. Written
notice of such meeting shall be
iven Active Members at least 30
ays in advance thereof.
Section 2—The President shall call
a Special meeting of the Association
upon the request of the Board of
Directors or upon the written re-
quest of at least 20% of the Active
Membership in good standing.
Secotion 3—The Board of Directors
shall meet for organization each
year immediately after election at
annual meetings of the Association.
(n) The Board of Directors shall
meet upon the call of the Presi-
dent or five Directors.
Section 4—Reglonal meetings may
be called by any Vice President or
Director for the purpose of explora-
tion and recommendation to the
Board.

Article IX—Committees—The follow-
ing Association Committees shall be
appointed by the President with the
approval of the Board of Directors,
(a) Convention Committees—To be

named on or before the opening
day of the Annual Meeting an
to serve during the convention
period unless otherwise author-
ized:

1, Auditing .cooveenre wed} Members

ides f I & {l

s L Dl Noodles for Health oot o oy sizasid e e o 8l 1
of $250 a year, Article XI—Amendments—This Con- Pasta is a healthy food: two opTlONAL Enu|pM N i i T . ¥
stitution - and Bylaws may be ounces of uncooked pasta will provide ENT: ARSI 5 Sl

Article VIII-Meetings amended at any regular or speclal s with 109% of the U.S, recommended * Bin Full Signal System T & ' £
Section 1-Th- annual meeting of meeting of the Association by two- b y i

rate seal of this Association shall
ave engraved thereon “National
Macaroni Manufacturers Associa-
tion” and in the center, the word,
“Seal.” It shall be kept by the
Sccretary-Treasurer and affixed to
all papers and documents required
to be executed under the corporate

thirds vote of the Members present
and voting, or by mall by a two-
thirds vote of the Members voting,

Pasta Commentary

Cecile Lamalle writes in the New
York Post:

Americans are not quite as pasta-
oriented as the Italians yet, but we're
eating more and more pasta, learning
more and more about the different
shapes, the different sauces and en-
joying this most economical of dishes,

Pasta may be inexpensive, but to-
day it's a very “in” food. It is also very
versatile,

First pick the right sauce

Although most Americans tend to
take a casual attitude about what pas-
ta goes with what sauce, it is a serious
matter in Italy—to eat rigatoni with a
pesto penovese sauce would be as
wrong us topping frankfurters with ice
cream,

Here is a list of pastas and some ap-
propriate sauces, according to a fine
Italian cook and her father, a distin-
guished gentleman who makes his
own goat cheese:
® Ziti (thick, shortish tubes): tomato

saucs

® Gnochetti rigati (short, fluted tubes

like rigatoni): Ragu Bolognese or
meqtless ragu v

“Alfredo” - style — from  Alfredo’s
Restaurant in Rome—where the
noodles are combined with (for 4
pound) a cup of heavy cream fito
which are stirred 2 egg yolks, 4 Ths.
butter and parmesan cheese to taste,

daily allowance of protein, 35% of the
thiamine, 15% of the riboflavin, 15%
of the niacin (three of the great “ati
depressant” vite.ains) and 10% of the
iron.

Pasta is low in sodium and not par-
ticularly high in calories: two ounces
of uncooked macaroni or spaghettiare
210 calories; two ounces of eg
noodles 220,

The average fat content of ma: aroi
and spaghetti is only 1.4%; ¢ eg
noodles, 4.5%.

An Italian gentleman of o1 - ac
quaintance lost close to 50 p unds
eating nothing but pasta with  thin
tomato sauce (no fat), fruits and g
tables for a couple of months.

Festa Italiana

There is no end to the sauct . you
can make for pasta, Ragu Bolo mest
freezes very well; so does tomat
sauce. Pesto can be refrigeratc fo
several months; frozen for much long
er. And too, there are mauy last-min
ute sauces that you can combine wit
cans from your larder when thst
friends show up at dinnertime.

Here are a few:

A can of dried plum tomatoes and
a cup or two of cuged mozzarelln c°
be tossed into cooked spaghettini 3!
the last minute with some butter af
chopped parsley.

(Continued on page 10)
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automatically,

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

Vibra-Conveyors.

Bins are available in sanitary ronstruction with belt
or weld on supporl structures. Optional equipment

* Bin Emply Signal System
¢ Bin full light indicators
* Bin empty light indicators

¢ Lucite view ports on slde and boltom of bins

* Y type multi discharge outlels
* Spiral lowerator chutes

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

* Electrical Control and indication pancls

Plant Englneering and Layout

11

Services offered: Electrica Emgmring and Control Panels

Erection and Start-up

Worite for your nearest representativa.
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Festa Italiana
(Continued from page 8)

A can of drained tuna (izot the kind
packed In water) can be combined
with a can of chopped anchovies, some
cl:op}wd parsley,

Leftover meat can be cubed and
added to a tomato sauce.

A can of salmon and a cup or two of
peas can he tossed with heavy cream
or a can of undiluted cream soup.

A can of mushrooms can be com-
bined with a can of undiluted mush.
room soup and some seasoning,

And don't forget that to tum a vege-
table soup into a hearty main course,
all you need is a handful of macaroni
and perhaps a can of chick peas and/
or meat sauce.

Fi» Contingencles
To ward off the unexpected, keep
the following on your shelf:
® Canned Italian plum tomatoes;
® Cans and cans of tomato sauce;
® Grated parmesan cheese, Romano
cheese;
® Mozzarella, already cubed in the
freezer;

e Other cheeses, cubed or grated, in
the freezer;

* A containe: of good alive oil;

® Cans of vegetables and white and
brown beans and chick peas for
soups;

® And last but not least, several dif-
ferent shapes of pasta,

Right Way to Cook

Here, according to the Macaroni In-
stitute, is the Right Way for cooking
pasta (The Institute considers 8 ounces
of cooked pasta enough for four peo-
ole. In our household, that amount Is
!]oubled.):

In a large saucepan heat 3 quarts
water to a rapid boil. Gradually add
2 cups (8 oz.) macaronl or spaghetti,
or 8 oz. egg noodles (about 4 cups) and
1 Th. salt,

With spaghetti, grasp a handful and
place one end of the strands in water.,

As it softens, gently push the pasta
into the water until all of it is submer-
red. Be sure the water continues to
hoil,

Cook, uncovered, stirring occasion-
ally and gently. Test for doneness; it
should be tender yet firm.

Very small pasta may cook in 2
minutes; some large shapes may re-
quire 15, Average is 8-10 minutes.

Immediately drain macaroni in a
calander. Serve as quickly as possible.

an

Television Script

From National Macaroni Institute

We are celebrating National Mac-
aronl Week, Oclober 4-13 . . .time to
turn our thoughts to pasta, This year
marks another special occasion in the
pasta world. It is the 75th anniversary
of the National Macaroni Manufac-
turers Association, the trade associ-
ation for the Industry, The organiza-
tion founded in 1004, is composed of
52 active members who manufacture
macaroni, spaghetti and egg noodles.

Pasta meets the challenge as we
stretch the dollar, plan nutritious
meals, quick-to-cook meals, avoid
menu montony since pasta can he off-
ered so many ways,

Unimac Cookery

Let's see what is on our agenda to-
day, Here is a trio of pasta specialtics
based on a new concept for macaroni
products called unimac cookery. It is
geared to two serving units—one for
now, one for later, The “eat-one”-
“freeze one” entrees require few in-
gredients, and are designed for today’s
on-the-go singles and doubles who
look for convenience when it's time
to cat.

We are also looking at a great spa-
ghetti set . . . an easy-to-use, one-han-
dled colander, serving utensil and
spaghettl measur> to easily gauge how
much to cook for two or four servings.
If you don't have one of these meas-
ures, and wish to cook four ounces of
spaghetti, simply hold enough tightly
upright in your hand to cover the sur-
face of a quarter,

Looking at these pasta packages is a
good reminder of the nutrition elbow
macaroni, spaghetti and egg noodles
add to our meals. We get energy from
the carbohydrate content, and remem-
ber, there are only 210 calories in two
ounces of uncooked macaroni and
spaghetti . . . 220 in egg noodles. En-
riched pasta, made from Durum and/
or other high quality hard wheat, con-
tains a good distribution of amino
acids. Prepared as it usunlly is with
complete protein foods like meat, fish,
cheese, eggs or poultry, it an excellent
protein source. There are substantial
amounts of the B-vitamins - niacin,
thiamine and riboflavin—in addition
to {ron. Pasta is a low-fat, low sodium,
easily digested food,

Pasta Pronto

There are called “Pasta-Pronto”
recipes, Only three ingredients are

needed—pasta, cheese and a voge
table. Great idea for those men less
meal days! Do try these refresling,
nourishing salads, If you've never 'ud
spaghetti salad-style, it's an appesiing
menu change,

The suggestions we've seen so far
and those coming up are availahle iy
this recipe leaflet,

Wandering how to recycle leftover
vegetables? Mix them with egg nood-
les and serve with a cheese sauce. This
sauce is a blend of muenster and ched:
dar cheeses . . . A beautiful comple-
ment and vegetable-pasta combos.

Ethnic menus create meal varietylln
this specialty, Greek cuisine mixeswith
our own. Chicken is simmered in a
well-seasoned tomato sauce with cin.
namon and cloves, then served atop
spaghettl, Sprinkle with grated panme-
san or romano cheese and gamnish with
a lemon wedge.

Join in the National Macaroni Weck
celebration with the recipes we've
talked about today. Pasta is one of our
favorite foods. Enjoy it often for ap
petizing, nutritious meals.

Only three ingredients are needed
for these nutritious 1-2-3 combus;
pasta, cheese and vegetable . ..

MACARONI COTTAGE CHEESE
BEET SALAD
{Makes 4 servings)
2 cups elbow macaroni (8 ounce.
1 tablespoon salt
3 quarts boiling water
1 container (1 pound) creamed co'tage
cheese
1 jar (1 pound) sliced pickled be ts,
drained

Gradually add macaroni and s It
rapidly Loiling water so that « -al
continues to boil. Cook uncovered stir
ring occasionally, until tender, | rain
in colander. Rinse with cold v ater
drain agaln,

Mound cottage cheese in cent ol
large platter. Circle with beets, S0
macaroni around beets, Garnish wit
chives if desired, Cover and chill untl
serving time,

SPAGHETTI - CHEESE . TOMATO
ALAD

S
(Mnkes 4 servings)
8 ounces spaghetti
1 tablespoon salt
3 quarts bolling water
4 ounces Cheddar cheese

1 cup (8 ounces) creamed cottage
cheese

2 medium tomatoes, diced

THE MACMIONI_.IDUEN

.........

Introducing Hoskins Company

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

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

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

tially increased the technological competence of the
Charles M. Hoskins 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 us consultants in designing @ 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 a Manufacturers Sales Representative for:

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

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

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

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

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

Decemser, 1979
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“Brand X" Short Cuts reflect all the imperfections caused by
their hurried system of production via one large extrusion
screw that forces the mix through the extrusion die without
allowing it to blend into the proper consistency.

Here are the results:

BLISTERS

SPOTS

Dernaco’s 2-headed Short Cut Press (each head / Lightness and Fluffiness (curl)
Wit its own extrusion screw) extrudes the miix

at: proporly regulated, unhurried rate, allowing / Color and Uniformity
for 1 smooth, evenly blended consistency. In add-

itic », Demaco's all stainless steel Pre-Mixer and “ Wholesomeness and Eye-appeal
‘ ‘ ¥ ¥ ext usive Mixer-Extruder (U.S.D.A. approved)
RAGGED ENDS A }_‘ % N 2 oY POOR APPEAF ANl Pre ares the product in advance for: in every production run!

Fo: the full story, contact DE FRANCISCI MACHINE CORP.

B0V llabout St., Brooklyn, N.Y. 11208, U.S.A. / Phone; 212:963-6000 / TWX: 710-684-2448 / Cable: DEMACONMAC NEW YORK
Western Representative: Hoskins Co., Box F, Libertyville, (llinols 60048 U.S.A. / Phone: 312-362-1031
I e o S ey U g U

i This diagram illustrates the simplicity of design Co
of the Demaco Short Cut Line: commr nmm

] 7 Inlet e
® Stainless Steel Pre-Mixer pre-blends for smooth el =, _Distibutor ¢
consistency. 2 4 £
A e Boresnd M
® Exclusive U.S.D.A. approved Mixer-Extruder. i S = R O
Most sanitary avallable, (0 N R AT ¢ (@)
® Electroless nickel-plated Short Cut Attachment o HTanRTTE & (@)
produces most standard small macaronl products - — ¥ o)
as veell as Lasagna, Mosticciolll is also easily made ' O i 1
by adding a special cutting device for the bias cut. P i D
® Simple, uncomplicated dryer (all U.S. made parts) Preliminary 0 Hl

' - Finish Dryer = ;
will provide maximum dapendabh urvlca. mlnlmum = [
malntananan ramilead Y AT G ke e s i et LU el e e A A e @y e S R O - - : L Sy D L o el I - L - nerr




Spaghetti-Cheese-

Tomato Salad
(Continued from page 10)

Gradually add spaghetti and salt to
rapidly lmllhl% water so that water
continues to boil. Cook uncovered,
stirring  oceasionally, until tender.
Drain in colander. Rinse with cold
water. Drain again.

In food procesor with grating dise
in place, grate Cheddar cheese and
mix with cottage cheese, (Or grate
Cheddar cheese with hand grater),
On serving dish, arrange spaghetti,
cheese mixture and tomatoes.

Start with pasta, and meatless meals
can be inexpensive, appetizing and
healthful . . . an excellent use for re-
cycled vegetables. . ..

NOODLES AND VEGETABLES
\WITH CHEESE SAUCE
(Mokes 4 servings)

8 ounces medium egg noodles

(nbout 4 cups)

Salt

3 quarts boiling water

3 tablespoons butter or margarine
Va cup sliced celery

3 tablespoons flour

2 cups milk

Va eup each:

grated Muenster cheese

grated Cheddar cheese
Pepper
V4 teaspoon dry mustard
Va teaspnon Worchestershire sance
1%2 cups hot cooked broceoli
V2 enp each:

hot cooked corn

hot cooked carrots

Gradually add noodles and 1 table-
spoon salt to rapidly boiling water so
that water continues to boil. Cook un-
covered, stirring  oceasionally, until
tender. Drain in colander.

Meldt butter in saucepan; saute cel-
ery until crisp tender, Blend in flour,
stir in milk. Cook over medium heat,
stirring constantly, until sauee hoils,
Add cheeses, Y2 teaspoon salt, dash
pepper, mustard and Worcestershire
sauce, Cook and stir until cheese
melts, Combine noodles and vegeta-
bles, Serve with cheese sauce.

Serve an ethnie specialty . . Spa-
ghetti and Chicken, Greek Style,
GREEK STYLE CHICKEN WITH
SPAGHETTI
(Mukes 8 servings)
2 tablespoons olive or salad oil
1 chicken (about 3 pounds), cut up

14,

2 medium onions, chopped

2 cloves garlie, chopped

1 can (6 ounces) tomato paste

1 can (16 ounces) tomatoes
3 cup water

L-inch picee cinmamon stick

2 whole cloves
Salt
Y teaspoon pepper

4 ta 5 quarts boiling water
12 aunces spaghetti
Grated Romano or Parmesan cheese
Lemon wedge, optional
In Dutch oven or large heavy sauce-
pan, heat oil, brown chicken on all
sides, Remove chicken; drain off all
but 2 tablespoons drippings. Saute
onions and garlic in drippings until
golden. Stir in tomato paste, tomatoes,
Y cup water, cinnamon, cloves, 3%
teaspon salt and pepper. Cover and
cook 5 minutes, Add chicken and sim-
mer 15 minutes or until tender,
Meanwhile, gradually add  spag-

hetti and 1% tablespoons salt to rap-
idly boiling water so that water con-
tinues to boil. Cook uncovered, stir-
ring occasionally, until tender. Drain
in colander. Remove chicken to serv-
ing dish. Serve with spaghetti and
sauce, Sprinkle cheese on top. Gurnish
with leman wedge, il desired.

Snack-A-Roni
An entirely new way of preparing
egg noodles has heen developed by the

National Macaroni Institute. Crisp: wl
crunchy, the noodles make a swee —
but not too sweet—snack.

Any one of several kinds of gy
noadles can be used to make this in-
triguingly dilferent sweet snack, W de
noadles, or those ealled wide-wide or
dumplings, or even egg noodle bows
could be used.

The noodles are cooked in boiling
water, then drained and fried in deep
fat, The crisp noodles aze then sprin
kled or shaken in a bag with confee-
tioners sugar. An alternate would be
a mixture of cinmamon and sugar,
Crisp, and not too sweet, these "Snack-
A-Roni” are delicious with tea or cof-
fee, with fruit or ice cream, They serve
equally well between meals or at des-
sert time.

Egg Noodles “Snack-A-Roni

(Makes about 2V2 quarts, loosely
packed)
1 tablespoon salt
3 quarts hoiling water
8 ounces wide egg noodles (or egy

noodle dumplings)

Hot salad nil for deep frying

Confectioners sugar

Add salt to rapldly boiling water.
Gradunlly add noodles so that water
continues to boil. Cook uncovered,
stirring  occasionally, until  tender,
Drain in colander. Rinse with «old
water; drain again,

(Continued on page 16)

Egg MNoodles Snack-A-Roni
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3G PRODUCTS CORPORATION

'+ Our customers make
. breads, cookies, cakes,
candies, pasta, mayonnaise,

3%

' unlor lamplu and specificatipns.

) Social! Circle; Georgia 30279
- Telephone: 404/464-2652

-/ 'salad dressings and doughnuts. As

- they are the largest and smallest of com-
panies, we ship in their choice of poly-lined 50
-pound boxes and 150 or 200 pound fibre drums.
You, too, can have your eggs any way you like them.
b Choose ‘between spray albumen, spray dry yolk,
.. spray dry whole egg and spray dry blends of which we
‘have four. Our popular NEPCO #10 has a rising quality. If
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Snack-A-Roni

(Continued from page 14)

Separate any noodles which may
cling together and drop a few at a time
into hot fat (375°). Deep fry just
enough at one time to cover bottom of
fry basket or fryer. Fry about 3 min-
utes or until evenly and lightly
browned, If necessary, separate nood-
les while frying. Spread on paper tow-
cls to drain, Sprinkle, or shake in pa-
per bag, with confectioners sugar, (Or
shake with mixture of cinnamon and
granulated sugar.) Serve with coffee
or tea, fruit or ice cream.

Variation

As a variation of the Egg Noodles
“Snack-A-Ronl” recipe, here is anoth-
er unusual new snack food made from
— of all things — spaghetti. The sl[m-
rhetti is cooked as usual; then, after
draining, it is fried in deep fat. The
slmghetti is twisted into amusing
shapes as it fries. A sprinkle of salt and
dill weed is the finishing touch. Or
if preferred, onion salt is the zesty
seasoning, This fun-to-eat, crunchy
accompaniment to cold drinks is
shown on our Front Cover this month,

Spaghetti’ “Snack-A-Roni”

(Makes about 4 quarts, loosely
packed)

1 tablespoon salt

3 quarts boiling water

8 ounces spaghetti, broken in half

Hot salad oil for deep frying

salt and dill weed

Add 1 tablespoon salt to rapidly
boiling water. Gradually add spay-
hetti so that water continues to boil.
Cook uncovered, stirring oceasionally,
until tender. Drain in colander. Rinse
with cold water; drain again.

Separate pieces of .r;lmghetli which
may cling together and drop a few at
a time into hot fat (375°). Deep fry
just enough at one time to cover bot-
tom of fry Dasket or fryer. Fry about
3 minutes or until evenly and lightly
browned. If necessary, separate spa-
ghetti picces while frying. Spread on
paper towels to drain, Sprinkle with
salt and dill weed, (Or sprinkle with
onion salt only.) Serve with choice of
cold beverages.

Warning: When you think you've
made enough, make that much more,
The appealing shapes, delightful
crunch and tangy flavor are reasons
why this unusual snack food will dis-
appear quickly, If there's any left over
store in a tightly covered container,
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Nissin Noodles Tie-in
With Olympic Games

Nissin Foods has been designated
by the Lake Placid Olympic Organiza-
tion Committee as the “official sup-
plier of soup” to the 1980 Olympic
Winter Games.

“To show our support for the Olym-
pies, we're planning our higgest fall
program to date, featuring our Cup
O’ Noodles brand in an exciting na-
tional consumer premium promotion—
‘The 1880 Winter Olympics Warm
Up,'"” said Mits Arayama, Nissin Ad-
vertising Manager,

Backing the promotion will be a
record multi-million dollar network
television campaign plus a heavy-u
spot TV program schdulcd for fall
and winter.

“Nissin will be featuring a balanced
mix of daytime, primetime and late
night programming on all major net-
works,” said Pierre Joujon-Roche, of
Dentsu Corp of America, the ad agen-
cy for Nissin’s Cup O’ Noodles, “The
intensive TV schu&ule will deliver al-
most 420 million ad impressions with
the network activitly alone, reaching
B4% of all U.S. households an aver-
age of 8.5 times during two five-week
flights,” explained Joujon-Roche,

On the consumer promotion side,
Nissin will offer a self-liquidating pro-
gram of which Olympic figure skater
Jo Jo Starbuck will be an integral part.
Consumers will be offered various pre-
miums featuring the official 1980 Win-
ter Olympics logo, A free Winter
Olympics will also be available with
Cup O’ Noodles labels.

Eye-catching  “Winter ~ Olympics
Village Store” point-of-purchase ma-
terials, featuring Jo Jo Starbuck mod-
eling the premiums will be produced
for ﬁIE grocery trade,

Media support will include fullpage
color ads in fall issues of national
magazines—Family  Circle, Good
Housckeeping, Ladies’ Home Journal
and Redbook. Total national eirculu-
tion will be over 24 million house-
halds.

Through this potent tie-in promo-
tion Nissin will not only be support-
ing the 1080 Winter Olympics, but will
also be establishing a public-minded
corporate image. “And Nissin will be
increasing awareness of Cup O
Noodles by sports enthusinsts,” added
Arayama,

Hot Diggity Hot Dish

Full page full color advertish 1 in
Goodhousekeeping for October pic.
tures Creamettes macaroni with (O
car Mayer wieners and a can of an
to spray a 2-quart casserole along vill
the finished dish. Ad also carries con.
pon to save 35 on Nordic Ware's 2 .
Souffle Casserole,

Weight Watchers

“Lasagna without guilt” is the mes.
sage of a colorful page and by Weight
Watchers International in November
1 and 20 Family Circle—the first ina
new series scheduled for major wo-
men's service and lifestyle magazines.
The ad promotes the 28 different
Weight Watchers Frozen Meals that
are “specially made for a sensible
weight loss program.”

Noodle and Sauce Dishes

Four egg noodle and sauce dishes
have been introduced nationally by
General Mills, Inc. Betty Crocker
brand Side Quicks (™) feature one
pan, range-top preparation. According
to company officials, the produd
cooks in seven minutes with the con
sumer adding only water, Each pack-
age yields four one-half cup servings.
Flavors include beef, chicken, hutter
and cheese,

Consumer Expenditures
Study

Supermarketing Magazine's an aul
consumer expenditures study of -
cery products shows a 7.5 percent ain
between 1977 and 1978, in the st
recent report. Value of total dom stic
consumption by dollars in thous nds
below:

1978 $882,750
Spaghetti $370,080
Macaroni 291,360
Noodles 221,310
1977 $521,060
Spaghettl $345,550
Macaroni 274,000
Noodles 202,200

The magazine reports that two
thirds to three quarters of total con
sumption moves through grocery
channels,

Winter Meeting
Key Biscayne Hotel and Villos
Jonuory 27-31, 1980
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Tre 1surer, Controller
Ne ned at Skinner

1 Joseph Meyers has been elected
tre: urer of the Skinner Macaroni Co.
and Brian C. Henderson has been ap-
poir.ed controller, announced William
A. llenry, president of Skinner Mac-
aroni Co.

Both Meyers and Henderson will al-
s0 he members of the Skinner Execu-
tive Committee,

Meyers has been with Skinner 14
years, serving us assistant secretary
and controller for 11 of those years.
Meyers remains assistant secretary of
the company.

As treasurer Meyers will act us lini-
§ son for financial and legal matters as
well as administer the employee insur-
ance, benefits and pension plans.

A graduate of Creighton University
and native of Burwell, Neb., Meyers
served as a lieutenant in the Navy dur-
ing World War II and was Omaha
controller of the Cudahy Packing
Company prior to coming to Skinner.

Meyers has three children. He and
his wife, Theresa, reside in Qinaha.

Brian Henderson comes to Skinner
from Hershey Foods Corp,, Hershey,
Pa,, where he was a senlor financial
analyst in corporate finance,

As controller of the Skinner Maca-
ronj Co., Henderson will be respon-
sible for all internal accounting, finan-
dal 'ransactions, budgeting and vari.
ous ther accounting and control-re-
late: functions.

H erson is a graduate of the Uni-
vers v of Delaware and a CPA. He
sen | in both Vietnam and Germany
whi in the Military. Henderson and
his ife, Donna, have three children
and  ow reside in Ralston.

Si mer Macaroni was founded in
Om 1a in 1911 and is a subsidiary of
the  ershey Foods Corporation, Skin-

ner narkets pasta products in 32
stat .

San Giorgio Sales Supervisor

Pete M, Markellos an employee of
San Glorgio Macaroni, Inc, for 17
years, has recently been appointed
Sales Supervisor at the Delaware Val-
ley uifice, based in Spring House, Pa.,
which covers Central Pennsylvania
and the Scranton/Wilkes-Barre terri-
lories,

In his tenure with San Giorgio, Mr.
Markellos hus held several positions

D‘Eﬂc‘gmen. 1979
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Pile of Product . . . disployed to show the trade in Buffalo, New York. San Giorgio's Light

‘N Fluffy Noodles. Discussing the product’s success are John Schultz, Sa

les Manoger

(left), Warren Ashburn, Director of Marketing (center), ond Clifford Larsen (right), Vice

President of Sales ond Marketing.

including sales representative, terri-
tory supervisor in the Allentown-Beth-
lehem area, and supervisor of the
chain division in SUIIJI Jersey.

A native of Woodbury, N.J.,, Pete
Markellos resides in Clementon, N.J.
with his wife Peggy Jean, They have
one son, Michael,

San Ciorglo Macaroni, Ine. is a sub-
sidiary ot Hershey Foods, Inc. based
in Lebanon, Pa. The Delaware Valley
office is tun under the direction of
Jomes K. (Jim) Patton, District Sales
Munager for San Giorgio.

Buitoni Promotes Two

Anthony Harper and William
Mohnaes, New York regional sales
manager and Mid Atlantic regional
manager, respectively, for the Buitoni
Foods Corporation, have been promo-
ted to manager-metropolitan  group
sales and  manager-regional  group
.'l'ii]l'.‘l'. ucwrdlllg to an announcement
by Manus M. Gass, executive viee
president of Buitont,

Harper and Mohnaes will undertake
responsibilities  formerly  held by
Frank Cassata, vice president of sales.

“Though we are sorry to lose Frank,”
Guss explained, “I am very pleased
that he will be joining the H. C. Boer-
ner ergganization, our frozen food bro-
ker in New York, in the capacity of
Vice President of Marketing. I am
confident the wealth of ford market-

ing expertise and the very extensive
backgromnd and  experience in the
sales field that both Tony and Bill
bring to their new positions, will insure
superior results and attention to detail
that our customers have come to ex-
peet from Buitoni.”

Hurper and Mohnacs will each e
responsible for all sales of Buitoni's
dry and frozen lines in their respee-
tive territories; with Harper handling
the New York metropolitan arca, and
Mohnaes the rest of the country.,

Harper, with Buitoni sinee 1973, is
a former area sales manager for the
Beech-Nut Life Saver Corporation, He
is a graduate of St. Francis College in
Brooklyn, and resides with his wife
and two children in Oakland, N.J.

Mohnacs, who joined the company
in 1872, is the former sales planning
munager for the Maxwell House divi-
sion of General Foods, He is a gradu.
ate of St. Joseph's University, and has
studied at Temple University and 5t
Joseph's Food Acadamy. He resides
with his wife and three children in
Woodbury, New Jersey,

Hershey General Counsel
Charles E. Duroni has heen elected
Vice President and General Counsel
of Hershey Foods Corporation, W, E.
Dearden, Viee Chairman and Chief
Executive Officer, announced.
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[ -astically reduces the time required in the production cycle.

k gher drying temperatures reduce plate counts 1o well below industry standards while
enhancing product flavor and quality.

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

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

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

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

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

Plate Counts Side Panels Open for Cooking Qualities Drying Time
Slashed, Easier Cleaning Impraved. hopped.
Lock Tight to Stickiness Eliminated

Conserve Energy.
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Automatic Extrusion Press
i with Spreader

Preliminary Dryer

Final Dryer Preduct Cooling Section Storagu Silo Stripper

Braibanli

DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
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The Changing Marketplace
From Kraft, Inc, 1978 Annual Report

One of the new realities in the food
industry is a basic shift from historic
family eating patterns. This change
has been evolving over a period of
years; nevertheless, its effect has been
dramatic. The traditional family,
which included n working hushand,
his wife and homemaker, and thelr
young children, now represents a
smaller percentage of all households
in the United States, In its place, we
find more couples without children,
more young adults living alone, and
more elderly persons also living alone,
all in addition to the emergence of the
working woman, In many cases, the
custom of homemade meals, prepared
in the kitchen and shared each day by
all members of the family, is dis-
appearing from these households,

These social trends are taking place
in other Western nations as well as
the United States. Combined with ac-
celerated interest in nutrition, weight
controls and leisure foods, they have
presented unprecedented marketing
opportunities to the food industry.

Over the years, Kraft has consistent-
ly introduced products that provide
added convenience in the kitchen.
Kraft Singles slices, Sciueeze Parkay
margarine, and the famous Kraft
macaroni and cheese dinners are ex-
cellent examples, The cnm{n’nny's ma-
jor brand names have long been iden-
tiied with wholesome products that
make a significant contribution to a
nutritionally sound diet.

Family Reunion Theme

As 1978 began, the largest and most
successful promotion of Kraft retail
roducts in company history was
|nunched. The Family Keunion theme
emphasized the fact that the Kraft
brand name has been associated with
the bringing together of good food and
families for more than three gener-
utions.

Kraft's averall marketing target is
eventually to participate in all meals,
wherever consumed. Foodservice con-
tinues to be the fastest growing seg-
ment of the U.S. food industry, with
annual sales estimated at more than
8100 billion, Therefore, Kraft's food-
service operation concentrates on the
production and distribution of food
products and related supplies to all
commercial and institutional users,

20

Distribution Centers

In 1978, seven broadline Kraft food-
service distribution centers were
opened, bringing the total to 19, The
new offices serve the metropolitan
areas of Atlanta, Birmingham, Dallas,
Los Angeles, Memphis, New Orleans
and Tumpa. Kraft broadline districts
now cover about 60 perecent of the
major U.S, markets. The remainder are
served by limited-line  distribution
centers, some of which, in turn, will be
converted to broadline operations to
serve the metropolitan areas in which
they are located. Each broadline cen-
ter sells and delivers approximately
1,800 food products and supply items.
These include many products specially
produced by Kraft, as well as top-line
items obtained through other leading
manufacturers,

Advertising Techniques

The creative use of advertising
techniques and media has long contri-
buted to the success of Kraft sales and
marketing programs, Maintaining the
company's standards of good taste and
family entertainment value requires
perseverance and ingenuity. The com-
pany continues to seek acceptable pro-
grams and other advertising vehicles
to reach consumers with the twin
messages of Kraft quality and reli-
ahility.

Conservation Techniques

Among the conservation techniques
tested or adopted at various locations
during 1978 were: utilization of cooler
air drawn in from outdoors for refrig-
eration at northern locations; recycling
of waste heat from process operations
to generate additional steam without
the use of additional fuel or energy;
and continued conversion to trucks
with diesel engines, enabling Kraft to
drive more than one million additional
miles during 1978 alone, while using
600,000 fewer gallons of fuel,

Kraft’s long-standing policy of vol-
untary cooperation with municipal-
ities in matters of environmental con-
trol has resulted in keeping local oper-
ations in compliance with government
regulations, while at the same time
producing improvements in  water
conservation and waste treatment.

Technical Operations Program
The Technical Operations Program,
which was put in place during 1977 at
locations that produce Kraft brand
products, was extended in 1978 to the

company’s dairy product locat s,
This comprehensive quality assur e
program goes well beyond the hu ard
analysis and critical control | it
standards which could become 1 an.
datory under pending legislation. [his
program puts Kraft operating person.
nel in full command of every step i
the production and distribution cliain,
from on-site inspection of raw low
ingredients through processing, pack.
aging, warchousing and delivery. It
extends even to continual surveillance
by the Kraft sales organization of

products in the supermarket, to help

assure freshness and peak quality at
the consumer’s table.

Changes at
Chessbrough-Ponds

Charles J. Chapman, a corporate
vice president of Chesebrough-Pond's
Inc. and president of the company's
Packaged Foods Division, has been
named president of the company’s
Health and Beauty Products Division,
replacing Robert M. Phillips who has
left the company.

George F, Goebeler, vice president
of marketing for the company's Pack-
aged Foods Division, has been nuned
president of the division replacing Mr.
Chapman. Mr. Goebeler's election as
u corporate vice president was recom-
mended to the Board of Directors al
its regular meeting in September

Mr, Chapman joined the com) wy
in 1967 as a brand manager and ! iter
became a product group manag - in
the Health and Beauty Products Di-
vision. Subsequently, he was prom ted
to general manager, then preside: ¢ of
the Packaged Foods Division. A g ad-
uate of Dartmouth College and the
Amos Tuck School of Business Ad 1in-
istration, Mr. Chapman, his wife wd
their four children live in We: on,
Conn.

Mr, Goebeler joined the com) wy
in 1068 os a brand manager in the
Health and Beauty Products Divi:ioi.
Subsequently, he was named a gioup
preduct manager then vice president:
marketing for the Packaged Foods Di
vision. A graduate of Iona College and
the Wharton Graduate Division of the
University of Pennsylvania, Mr, Cot-
beler, his wife and four children live
in Redding, Conn.

Headquartered in  Greenwich,
Conn,, Chesebrough-Pond's is a diver:

(Continued on page 22)
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After 25

T renty-five years ago this year, GATX introduced the Airslide Car.
Based on an extremely simple and ingenious idea, it allowed shippers

its still number1.

t unload finely divided commaodities, like flour, sugar and starch, more easily

a .d quickly than ever before possible.

Today, 25 years later, the Airslide Car is still the most widely used car
0 its typein the U.S., with 14,060 cars built to date and additional cars now
0 1 order. It continues to be produced annually, to meet a demand that lives
0 1and on.

And no matter how hard transportation engineers try, they have yet to
iuvent a more efficient, economical or reliable covered hopper for finely
divided commodities.

This year, GATX proudly celebrates the anniversary of a product with
arecord that is quite probably unequalled anywhere in the railroad industry:

The Airslide Car, still number one after 25 years.

General American Transportation Corporation/120 South Riverside Plaza/Chicago, lllinols 60606

D!_czman. 1979




Chesebrough-Ponds

(Continued from page 20)

sified worldwide manufacturer and
marketer of branded consumer pro-
ducts for the entire family. Among its
best known brand names are Ragu,
Health-tex, Bass, Weejuns, l’onﬁ's.
Adolph's, Vaseline Intensive Care, Cu-
tex, Cachet, Wind Song, Aviance,
Prince Matchabelli, Pertussin, Q-tips,
Aziza and Rave. Worldwide sales for
1978 totaled $969,833,000,

Spaghetti Sauce

Bertolli of America, San Francisco,
this fall will introduce three imported
Italinn spaghetti sauces in tomato, to-
mato and mushrooms and tomato and
clam flavors, They come in 15 and
825 oz fars. A recipe contest, the
grand prize being two-week dinner
tour of Italy for two, will support the
introduction, More than 3,000 prizes
will be awarded nationally.

E.E.C. Clash

At the recent annual meeting of
UNAFPA—the organization of pasta
associations within the EEC—held in
Rome, there was pressure from all
member states to influence Brussels in
their farm price decision-making, to
continue the reduction of the differen-
tial of the premium to be paid for hard
wheat against soft wheat.

While it was accepted that the like-
lihood of a freeze on farm prices and
no increase in the dilferential is the
only likely possible result one could
achieve, this in itself would be a re-
duction, in real terms, of pasta prices
for the next year, and we have to con-
tinue applying this pressure. There
was a violent clash involving Mr.
Freddie Fox, as chairman of a sub-
committee dealing with the problem
of analysis in preparation for some
possible harmonization within the
EEC. The Italians, who have taken
n negative interest in this subject aver
the last three years, suddenly tried to
disrupt the work in this field, which is
likely to be in the fnal year, by pro-
posing a number of quick actions. But
it was clear in everybody’s mind that
they really tried to wreck the project
as such.

It is assumed that the reason for the
Italian change of heart at present is
due to the fact that their exports of
pasta made from a blend of soft and
hard wheat are shawing them a finan-

cial advantage, particularly in Ger-
many and some parts of France.

Imports into the UK are not show-
ing the Italians the same financial ad-
vantage on MCA’s at the moment hut
unfortunately most exporters of pasta
tend to make one quality only for ex-
port so that a large section of imports
into the UK are still of inferior quality.

The final outcome of the annual
general meeting was an appeal to Mr,
Fox to complete his work during the
next 12 months so that the agreed
methods of analysis could be approv-
ed by the Commission in Brussels as
well,

It's the Sauce, Not the Pasta,

That Puts on the Pounds

A food scientist at the Festival of
Pasta in Pescara told delegates that
pasta doesnt make you fat. It's the
sauce and all the trimmings that can
cause problems,

According to a recent Daily Mirror
report, Diana Prataroli said: “Pasta on
its own or with vegetables is a com-
plete meal from the nutritional point
of view, on the same level as meat."
It's rich sauces which add the extra
calories,

“The weightwatcher's encmy is too
many animal fats, For example, a
quarter pound of pasta with ham, oil
and parmesan cheese contains 340 cal-
ories, of which 200 calories are in the
sauce. The same amount of pasta with
tomata sauce and spoonful of olive ofl
only has 200 calories.

The Daily Mirror correspondent
added that experts say Italians wonid
suffer physical trauma if they toully
ceased to eat pasta, after having o-
sumed it as their staple diet for hun-
dreds of years.

Campbell Soup Gains

Campbell Soup Company’s sales and
net earnings reached record levels in
the fourth quarter and 1970 fiscal year
ended July 29, President Harold A.
Shaub reported today.

Consolidated sales for the year rose
to $2,248,602,000, for an increase of
13% over sales of $1,983,659,000 in
fiscal 1978,

Net earnings totaled $132,744,000,
compared with $121,410,000 last year.
Earnings per share increased 10% to
$3.08 from $3.01 last year.

Sales in the fourth quarter amounted

to $539,207,000, an increase of 9%
over sales of $455,086,000 in the ¢ ar.
ter last year, Net eamings in the «uar.
ter were $20,283,000, compared vith
$27,714,000 for the quarter in the prior
year, Eamings per share increased 9%
to 89 cents per share from 82 cents per
share in last year's quarter.

Consolidated sales of Camplell's
foreign subsidaries, after elimination
of intercompany sales, amounted to
$325,221,000, compared with $247.
039,000 in 1978. Excluding foreign
currency translation gains and losses,
net earnings from these subsidiaries
were 813,185,000 or 40 cents per share,
compared with $11,688,000 or 35 cents
per share a year earlier,

“Nearly a third of the Company's
sales dollar increase came from vol.
ume increases, exclusive of our newly-
acquired businesses,” Mr, Shaub said.
“Productivity gains again had an im-
portant impact on our earnings for the
full year.”

Frozen Breakfasts

Mr. Shaub noted that Camphell’s
Swanson Division Is entering national
distribution with the industry's fint
line of frozen breakfasts and entrees
packaged in paper trays suitable for
use in elther conventional or micro-
wave ovens. A recent Gallup survey
shows that 52% of consumers owning
microwave ovens would use more
main dish and entree type frozen food
items if they were packaged in micro-
wavable containers, The new Swauson
products include three breakfasts and
six dinner entrees ranging from alis-
bury Steak with Gravy to Chickin in
White Wine Sauce. We expect st ong
consumer acceptance of this new pro-
duct category.

“We anticipate new products and
continued productivity improvem nts,
coupled with consumer demand fc r es
tablished products, to result in anc ther
5tn:lng year for Campbell,” Mr. St aub
said.

Campbell Completes
Acquisition of
Ohio Pasta Operation
Campbell Soup Company said that
it has completed the acquisition of
German Village Products, Inc.,n Wau-
seon, Ohlo, pasts products manufac
turer,

Campbell announced last April that
it was negotiating to acquire Germal
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For its outstanding contribution

to the macaroni industry

through achievement of a
widespread reputation

for quality pasta among thousands
of diners in Kansas City

since 19256 ...

ITALIAN GARDENS

is hereby recognized by
Seaboard Allied.Milling Corporation

and presented the "Che Pasta" Award,

symbolic of excellence in
Italian cooking...
la buonacucina italiana e famosa.

December 1, 1979
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tieapetts don 't kil around when it comes to digng into good Listing. autntous st thvhis
%u c ’t id Sure, it has to look good, and uf course it has to taste delicious.
aIL But even a 7-year-old “expent” probably doesn’t know how
pasta gets to tasting so good, That's why it's good to have
a Ié‘al Amber Milling around. Our milling and quality control experts
o make sure your pasta operations have a reliable source of
6pagllett1 semolina and durum flours milled from the choicest durum
wheats...Venezia No. 1 Semolina, Imperia Durum Granular,
eX ert or Crestal Fancy Duru'm |’d!i'lll Flour. .
p . Amber also makes it casier to control your production schedule
by meeting your spees and making shipments when promised.

When it comes 1o cating pasta, everybody's an “expert.”
When it comes to making good pasta products, you're the

’, G expert; and when it comes to making good semolina and

durum flours, Amber’s an expert. Call Amboer, now! T

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

""""/ Mills at Rush City, Minn, » General Offices at St. Paul, Minn. 55105/¢hone (012) 646-9481
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Campbell Acquisition
(Continued from page 22)

Village Products, Inc. Consummation
of the merger was subject to the ne-
gotiation oFa satisfactory contract be-
tween the two companies and ngpm-
val of the German Village sharehold-
ers. Campbell is paying German Vil
lage shareholders $3.30 a share in cash
for their shares in the Ohio firm.

German Village's products are sold
mainly to industrial and institutional
customers, Annual sales last year were
more than $3 million.

Golden Grain Expands
Its Candy Subsidiaries

On July 27, 1879, Golden Grain ac-
quired the assets of the Socicte Candy
Company for its Vernell's Candy sub-
sidiary. The Chairman of the Board of
Golden Grain, Mr. Paskey Dedomen-
jco stated that “The Soclete assels
were acquired because of its exten-
sive manufacturing capabilities.” Gol-
den Grain's candy subsidiary, Ver-
nell’s, had outgrown its manufacturing
facility in Seattle, and was preparing
to expand that Vernell's manuﬁnctur-
ing plant, Several problems had arisen
in the planned expansion of Vemell's
The major problem was thatthe facility
was within 200 feet of Lake Union in
Seattle, and therefore, fell under the
restrictions of the newly formed Fed-
eral Shoreline Act. “Societe’s becom-
ing available when it did saved us con-
siderable time and expense”, stated
Mr. Dedomenico.

Societe’s annual sales of about 10
million pounds of candy used only
about 35% of the Societe manufac-
turing facilities capacity. “That low
ratio of use-to-capacity was onc of the
reasons for Societe's non-pmfltahllity".
stated Mr. Dedomenico. With the
combining of Vemell's and Societe
sales It Is projected the facilities will
now operate at 80% capacity. The re-
maining unusued capacity will allow
Societe/ Vernell's to expand their mar.
keting areas into Southem California
and Texas,

Candy Consumption Drops

Today many of the top exccutives in
the food business feel that entering or
expanding into the cai: ly business is
a poor management deciston. The past
decade has sean yearly candy con-
sumption drop from 19.8 pounds per
person to 15.1 pounds. Marketing ex-
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perts believe this trend may continue
due to increasing ‘prices. reduction in
the population of heavy consumers
age 5 to 13 and the resistance to con-
sumption of sugar products by the
general population. Mr. Dedomenico
stated thet “Golden Graln's marketing
department disagrees with the so-call-
ed “experts” and have proved their
point with the Vemell's Candy Com-
pany, which Golden Grain acquired
about 1974, The Vemell's Company
quadrupled it’s sales in the past three
years,"

Ms. Melody Bryant, head of the
Marketing Department, stated, “We
were able to take the Vemell's Candy
Company, acquired in 1674, and de-
velop a total marketing program,
which not only quadrupled sales in the
last three years, but more important-
ly resulted in our customer's candy
sales increasing significantly, Some
customers have reported tripling of
their sales in our line of candy pro-
ducts. However, most customers re-
lated to increases of 20% to 35%".

It's Ms. Bryant's opinfon that de-
creasing candy consumption is the re-
sult primarily of complacency on the
part of the manufacturers, and sec-
ondarily on the retailers for not de-
manding more of the manufacturers.
One of the major causes of decreased
consumption is that manufacturers
have insulted the consu. .r by manu-
facturing and selling candy of sub-
standard quality. This turns people off
to the entire confectionary depart-
ment. Besides, quality manufacturers
are complacent in their packing, mer-
chandising programs, d[n'cmmtiun:nl
programs, advertising and service,

Consumers Demand Quality

Consumers are demanding a qual-
ity product and are willing to pay for
it. This is exemplified by t%m' fact that
candy stores can now be found in
nearly every shopping mall. They sell
candy for $2.88 per pound for jelly
beans to $15.00 per pound for choco-
lates, as compared to 75¢ and $7.00
per pound respectively in grocery
and drug stores. The only difference
is quality.

On the grocery level, candy sales
are 83% impulse sales. Repeat sales
from the candy department are totally
dependent on eating experience, and
subsequent Pavlov response next time
the consumer passes the candy de-
partment. As a result, poor quality
candy is the fastest way to kill sales

in a candy department. For this re: ion
the most important department at
Vemell's, and now Socicte, is the
quality control department. That de.
partment can make or break the ¢
pany.

Regarding the Societe/Vemell's ac.
quisition, Ms. Bryant stated that “the
new Societe facilities will allow us to
expand our line of confectionary pro-
ducts from it's present 150 items to
almost 250 items over the next three
years”,

When questioned about which
brand name would eventually succeed
as the primary brand, Ms. Bryant
stated, “the hard candies, gums, mints,
and other hnnging bag items would
eventually be brought under one la-
bel, either Societe, or Vemell's, This
would be done to make advertising
more efficient and effective. At pres.
ent, an extensive market survey on
both brands is being completed in the
eleven western states by the Vantage
Advertising and  Marketing agency.
The study should be completed by
December 1, 1979,

Bright Future

Ms. Bryant elaborated further . ..
“We forsee a bright future in the can-
dy marketing ficld for those manu-
facturers who develop quality pro-
ducts and marketing programs. We
believe that commodity will begin to
show increased activity when the poor
quality products shake out of the mar.
kel‘rlncc. We believe the expansion of
Golden Grain's candy subsidi ries
should prove exciting and profit ible
for Golden Grain. So far, Godem
Grain has been accurate in its exj s
jons and acquisitions as noted b - it
total corporate sales increases, w iich
will exceed 110 million in 1979,

“We feel that's not bad for a s nall
family corporation, which since Mr.
Dedomenico became Chairman o the
Board, grew from total sales of § 30:
000 to 110 million. I guess he me lea
few right decisions along the vay:
said Ms. Bryant.

Golden Graln is a family owned
company which started out in the
Macaroni business some fifty year
ago. It now markets over 500 items.
including its world famous Rice-A:
Roni. The company also has multiple
divisions and subsidiaries, including:
Mission Macaroni, Holgrain, Mantec?
Bean, Vernell's, Microdry (Microwa\®
equipment), two advertising agencies
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Chii rdelli  Chocolate, Ghirardelli
Cho vlate Shops (fast food), and its
lates acquisition, Societe, It now
rank  as one of the largest family own-
ed ‘o0od companies in the United
States,

Candymakers Oppose
Truck Deregulation

The National Confectioners’ I'raffic
Conference, representing the nation's
candymakers and importers, has an-
nounced its support of continued regu-
lation of the trucking industry,

In a statement released recently, the
NCTC sald it opposes total deregula.
tion of the motor carrier industry as
*inimical to the best interests of the
confectionery manufacturing Industry,
and the consuming public,”

The NCTC is made up of 46 domes-
tic candy manufacturers and includes
such well-known brand names as Her-
shey Foods Corporation, Kraft, Nestle
Company, Standard Brands and Wm.
Wrigley, Jr. Co.

It added, however, that the NCTC
does support some form of re-regula-
tion of the trucking industry “in order

to help bring a stability of rates and
service to the consumer.”

The NCTC also said it supports re-
tention of the current system of rate
bureaus with some modifications and
added that the Interstate Commerce
Commission should continue to over-
sce general rate increases. It further
stated that the publication of tariffs,
either by rate bureaus or individual
carriers, should continue.

“The NCTC sirongly suggests that
any regulatory reform shuu% consider
the impact of cost, service and produc-
tivity that these changes would have
on the consumer,” the statement con-
cluded.

Seaboard Earnings

Net income of Seaboard Allied Mill-
ing Corp. in the first quarter ended
Aug.2 31 totaled $1,962,297, equal to
$1.32 per share on the common stock,
off slightly from $2,043,200, or $1.51

r share, in the first 12 weeks of fiscal

978,

Average number of common shares
outstanding in the first quarter was
1,487,677, compared with 1,350,845 a
year ago.

Sales for the 12-week period totaled
$90,632,285, up from 381,849,145 a
year ago.

“Increased expenses, due largely to
inflation without corresponding price
increases, squeezed domestic profit
margins during the early part of the
quarter,” Seaboard said. “Towards the
end of the quarter an improvement in
margins was noted, Overseas, flour
price relief was granted in some areas
with prospects h)r increases in other
sectors. Consequently, eamings were
only somewhat lower.”

On u fully diluted basis, earnings
per share were $1.32, compared with
$1.37 a year ago.

General Mills Meets Plans
First-quarter eamings of General
Mills, Inc., met management expecta-
tions, E. Robert Kinney, chairman, said
at the annual meeting of shareholders
Sept. 24 in Minneapolis, Mr. Kinney
said that General Mills in fiscal 1980
will see significant growth as it attains
new records in sales and eamings, and
announced that the board of directors
had voted to increase the uarterly
(Continued on page 32)
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(BUHLER-MIAIJONG GOODS LINES

Performance YoWan Depend

Reliable Performance

o Sturdlly-constructed 2- or 4-stick spreaders allow selection of
: |deal extrusion area for a given capacity.

Spreader, Dryer and Stick Storage are continuously drlven and
controlled by one variable speed drive.

o' All stick conveying chains and drives are heavy duty and con-
‘taln automatic tensioners. Dryers have lubricating systems re-
quiring an absolute minimum of maintenance.

Automatic climate controls ensure proper conditions at every

stage. Zones are completely separated, cutting down on requir-
" ed supervision.

""Molora. sprockets and drive chains, In addlition to electrical
. and climate controls, are standard U.S. components.

Efficient Energy-Saving Design

¢ New dryers are smaller sizad. High temperature and high

humldity drying requires a minimum volume of fresh air. Fan
motors for alr circulation are mounted Inslde dryers, utilizing
100% of electrical energy. (New style, energy-efficlent motoris
optional). A most energy-efficlent designl

* Panels are 1%" thick with polyurethane foam core. Aluminum
lining on inside for heat reflection and absolute vapor barrier,
No heat bridges.

Bacteria Control

* High temperature drylng controls bacterla growth. Dry bulb
temperature Is adjustable from 100°F to 180°F.

* Dr.erls absolutely tight, yet easy to clean, maintain and super-
v 3, Swing-out side panels extend entire dryer length, allow-
In‘; fast cleanout and service.

To; Quality Product

* Hi 1h drying temperatures In both final drying stages improve
pr.duct texture, cooking quality and appearance.

T"BDu

Long goods line with maximum capacity of 3000 ibs/hr. Line consists of Double Screw Prassm * St:ady, high temperature drying ensures a straight product,

Spreader TSSA, Dryers TDEC-3/TDCA-4/TDFB-11, Stick Storage TAGB, Cutter TST and Stick Retu Id-al for the high speed packers of today. The high humidity
drying climate glves the product an appealing golden color.

Three Standard MOdQIS ...500t0 4500 Ibslhr Contact us for Information on Buhler-Miag Long Goods

Lines and other Macaronl Processing Equipment.

Super sanitary design for easy
maintenance. All-plasiic panels
swing oul for easy access to all
machine parts. Extra-thick poly-
urethane Insulation and off-the-loor
construction prevent condensation.

Each spaghetil sirand travels exacily
the same path, so you can count on
consistent drying results. Positive
contro! stick elevalor keeps sticks
from rolling or sliding from transler
point to the drying tlers.

LONG GOODS DRYERS Pr Od‘;"t quality ”an d W "
— 1 consistency sell. !// 7)
MODEL CAPACITY
TDECTDCA | _ 500 to 1000 Ibs/he Buhler-Miag quality = (B“HIIER-MIAG )
TDCATDCA_|_1000 to 2500 Ibs/hr. and reliability give =
Do [smosintu] you the selling eqge. |7 WP  EMmMtesc ot e

Decemper, 1979
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the Pure, Golden Color of Quality

King Midas Semohina and Durum Flour
Where Quahly Pasta Products Begin
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General Mills Meets Plans

(Continued from page 27)
dividend from 29¢ to 33¢ per share
on the common dstock.

Net income in the three months
ended Aug. 28 was $42,800,000, equal
to 85¢ per share on the common
stock, ofF 09% from $43,200,000, or
86¢ per share, In the first quarter of
fiscal 1970, Sales totaled $673 million,
up 7% from $906.6 million a year ago.

In discussing first quarter operating
highlights, H. B. Atwater Jr., presi-
dent, told sharcholders that the sales
gain reflects disposition of English
snack and travel operations and the
closing of the Kimberly women's ap-

arel operation.

Mr. Atwater said that with the ex-
ception of creative products, all of the
company's five major business arcas
achieved programmed levels of earn-
ings or reported increases over the
prior yea. Creative roducts, he said,
was nearly $3 million short of its
earnings target.

Food Processing Up

Food processing, Mr. Atwater said,
met objectives and recorded a 3% unit
volume growth in domestic package
and frozen foods, This performance,
he sald, included volume gains of 6%
each by ready-to-eat cereals and con-
sumers flour, 7% by instant potatoes,
10% by baking mixes and 8% by Gor-
ton’s retail seafoods. Operating profits,
he said, grew moderately despite plan-
ned major increases in marketing ex-
penditiures for new products and geo-
graphic expansion and start-up ex-
penses at two new plants.

Restaurant oEemting profits, he
said grew more than 20% in the guar-
ter, recovering strongly from weak
customer traffic patterns experienced
early in the quarter when gasoline
shortages were most severe.

Peavey Annual Report
Flour Milling

Although sales increased as a result
of higher wheat prices, flour unit vol-
ume was down slightly and profits de-
clined as a result of strikes at two
mills during the first quarter, unsatis-
factory margins, and transportation

roblems caused by severe winter
weather during the third quarter, Mar-
gins improved, somewhat, late in the
year and currently are at more satis-
factory levels, Labor contracts were
negotiated at six mills without work
stoppages as the 1080 fiscal year be-
gan,
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When their new mill at Hastings,
Minnesota comes on stream in late fall
of this year their nine flour mills will
have a total daily milling capacity of
105,000 hundredweights. This repre-
sents 10 percent of the estimated dally
capacity of all US. flour mills,

In contrast to many years of steady
decline, domestic per capita con-
sumption of flour has been %.owlng in
recent years and reached 118 1bs. per
person in 1978, Part of the reason for
this improvement is the cnntlnuln%
discovery by the American public o
good tasting, high quality, nutritious
specialty breads like those produced
by Brownberry. Their flour mills have
unusual capabilities to produce a
broad range of the specialty flours
used in this type of bread,

About 22 percent of their capacity
is devoted to the milling of semolina
and durum ﬂrour wbk::d m’?‘h in the

uction of pasta ucts. The pas-
lt);or:nrket oong:suesplts growth during
the year as meat and other high pro-
tein foods escalated in price and more
consumers reacted to the highly favor-
able price-value relationship of pasta
foods. Consumer packaged flour had
a most satisfactory year although vol-
ume was down because of first quarter

strikes.
Outlook

Based on improving flour margins,
increased milling capacity, and con-
tinuing growth in demand for all
segments of their flour milling busi-
ness, they anticipate improved results
for fiscal 1880,

Sadok Heads Milling Division
Of Psavey’s Food Group

Albert A, Sadok is named Vice
President-General Manager of the
Milling Division of Peavey's Food
Group, Marcus W. K. Heffelfinger,
Group Vice President, announced.

Reporting to Sadok are: E, Robert
Kern, Vice President-Operations; W.
M. Wingate, Vice President-Sales;
Kenneth N, Hanson, Vice President-
Grain Procurement; and O. H. Hend-
riksen, Credit Manager,

Sadok has more than 34 years ex-

srience in flour mlllin% operations
and sales. Most recently he was Vice
President and Assistant General Man-
ager for Peavey's former Industrial
Foods Group.

Winter Meeting
Key Biscoyne Hotel and Villas
Jonuary 27-31, 1980

IM Second Quarter Earning:
International Multifoods Corpe a-

tion announced increased sales for 1

second quarter ended August Il

Earnings for the quarter declin d,

Erinclpnlly due to the Duluth gr.in
andlers strike.

Net eamings for the quarter were
$4,469,000 or 55 cents per common
share which compares with 4,840,000
last year or 60 cents per commonshare,
Sales for the quarter were a recond
$260,258,000, compared to 3228241,
000 for the same period last year, This
increase in sales represents principally
higher mw material costs passed
through to selling prices.

For the first six months of fiscal
year 1980, net earnings were 38,177,
000 or 8101 per common share, up
from first half net earnings last year
of $7,884,000 which is 98 cents per
common share, Sales for the first six
months were a record $502,308,000
which compares with sales of $433-
609,000 last year.

William G. Phillips, Multifoods
Chairman, explained that in addition
to the Duluth grain handlers strike,
lower than expected reaults from sev-
eral of the company’s Consumer mar-
ket areas and higher interest costs af-
fected second quarter results, Mr
Phillips went on to say that “due pri-
marily to the growth of certain busk-
nesses, notably the specialty cheese
and seed corn business, where more
earnings contribution is generated
during the fall and winter mon'hs,
there will be in increase in the wer-
centage of total earnings der
from the company's operations du ing
the second half.

Darrell Runke, Multifoods’ P k-
dent, stated that the sales and ¢ m-
ings of all market areas were up « ver
last year, with the exception of the
Consumer area which had lower ¢ m-
ings. “The slowdown facing the { o
sumer area is belng experienced by
most packaged food producers. Mlti
foods expects this situation to impiove
and to finish fiscal year 1080 with i
creased earnings and, for the first tim€,
over a billion dollars in sales,” sai
Runke.

Robin Hooid Enters
Pizza Businsss

International Multifoods Corp.
nounced that its Canadian operation
Robin Hood Multifoods, has entered

Ca n’s  away-from-home  eating
mi ~et with the aequisition of nearly
all f the Ontario assets of the Pizza
De ¢ht and Pizza Patio companies,
Inc aded in the purchase of this fran-
chis: business are 68 Pizza Delight
and two Pizza Patio outlets, The ac-
quisition, for an undisclosed purchase
price, was finalized September 27.

Coincident with the purchase, Rob-
in 1lood has appointed Karel Geysen-
dorpher as general manager, restaur-
ants, to oversee the new business ven-
ture, Geysendorpher, who has had ex-
tensive hotel and restaurant experi-
ence in Europe, the Far East and Can-
ada, was recently involved in the re-
development of a major Toronto res-
aurant complex, He is currently presi-
dent of ihe Canadian Hospitality In-
stitute,

Robin Hood Multifoods is a leading
food processing company, which pro-
duces and markets a wide range of
products for consumer, industrial and
agricultural markets,

Pizza Delight Corp., Ltd. is Cana-
da's largest pizza chain with over 200
outlets in Canada and 10 in Japan, The
company ranks 15th in the food service
industry in Canada with sales last year
totaling $42.5 million.

Promotion

David J. Anderson has heen pro-
moted to the newly created position
of director of administration for the
U.S. Industrial Foods division of Inter-
naticnal Multifoods Corp.

In this position, Anderson will he
responsible for quality assurance, mill-
feed marketing and personnel admin-
istration for the division,

A 1986 graduate of the University
of Minneosta, Anderson joined Multi-
foods in 1070 as personnel director for
the King Foods division, Before that,
he was a personnel manager for the
Fingerhut Corp.

L7 5. o e L A
Poolside at Key Biscayne Hotel, Miami, site
of the NMMA Winter Meeting, Jonuary 27-
31, 19800, .

Fast Food Trends

With franchise murkets becoming
more competitive, large fast food
franchisors are stressing heavier na-
tional advertising programs, stronger
marketing strategies, increased use of
drive-up window service, expansion
into the central city areas and an ever
expanding menu base, nccording to a
U.S. Department of Commerce re-
port. These moves are all aimed at
enlarging franchising’s share of the
restaurant  business. Sales of Ffran-
chised fast food restaurants reached
$17 hillion in 1977, up 17% over 1976
and sales figures for 1978 expected to
iumr to $20 billion. Franchised fast
food operations numbered 46,898 in
1976, increased to 52,163 in 1977 and
these fgures should rise to about
60,000 units in 1978. The highest con-
centration of franchised units con-
tinues to be in California, Texas and
Ohio. Employment in fast food fran-
chising was 1,084,618 in 1976 .nd
accounted for 28% of total franchising
employment more than any other tran-
chise sector. Fast food restaurant
employees account for over 30% of all
persons employed in eating and drink-
ing places in the United States.

—
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WHEAT MARKET REVIEW

From the North Dakota State Wheat Commission

Large U.S. Grain Crop—Lower World Crop Estimate—Transportation Big Factor
in Price Direction and in Meeting World Demand

Glo‘bnl production of all grains in
1879-80 is expected to be 5% less
than last year's record 1,208 mil. t.
(44,382 mil, bu,) world crop. The re-
duction is attributed primarily to crop
shortfalls in Eastern Europe and the
Soviet Union, The 1978 Soviet crop
estimate has been further reduced to
170 mil. t. (8,246 mil. bu.) as compared
to an earlier estimate of 185 mil. t. and
a 1978 total Soviet grain harvest of
238 mil. t. (8,745 mil. bu). World
wheat production this year is currently
estimated at 400 mil, t. (14,698 mil.
bu.) compared to last year's 440 mil.
t. (16,168 mil. bu.). World consumption
of wheat in 1979-80 is expected to be
420-425 mil. t, causing a drawdown of
world stocks and Increasing world de-
endence on exporting countries.
heat production is down sharply in
the USSR this year at 83 mil. t. com-
pared to the 121 mil, t. produced last
year, Incrensed wheat production in
the US., the People’s Republic of
China (PRC) and India has reduced
the impact of smaller wheat crops in
Western Europe, Canada, and Austra-
lia to some extent.

Weekly U.S. exports of wheat and
corn in the first week of October
reached 475 mil. bu. the highest
weekly wheat inspection figure since
October 3, 1076) and 58 mil. bu., re-
spectively, demonstrating the current
strength of world demand for U.s.
grains, It is interesting to note that
nearly 30% of the wheat inspections
for that weck moved through the
G cat Lakes ports. At present the U.S,
is the only major exporter with large
supplies available to the market. The
increase in world demand and expand-
ed exports are seen as the primary
forces behind this year's higher wheat
prices.

Winter Wheat Progress

As the new calendar year ap-
yoaches price direction will be in-
‘luenwd considerably by the pro-
gress of the U.S. winter wheat crop
and wheat production in the Southern
Hemisphere. Harvest occurs there pri-
marily in December and January. In
the nearest term, however, prices have
been and will continue to %e directly

24

3

related to exports and the movement
of U.S. wheat and feed grains to port
facilities. This year's heavy U.S. corn,
wheat and soybean crops have placed
some downward pressure on commad-
ity prices and may have trimmed fur-
ther potential gains as the strain on the
entire transportation system in the U,
S. continues, Here is the major spring
wheat and sunflower production area,
the already scarce transportation sup-
rly situation is compounded by a
\eavy buildup of c!d crop stocks in
addition to a large new crop wheat
and sunflower harvest.

197 1978
us. Oct. Sept.
All Wheat
(Mil, bu.) 2,114 2,123 1,799
HRS (mil, bu) 361 367 380
Durum
(mil, bu.) 104 107 133
Sunflower
(mil, Ibs.) 7,656 3,853
HRS 161 167 180
Durum 83 L1 102
Sunflower 4,767 2,580
Stocks at High Levels

N.D. wheat stocks on June 1 (begin-
ning of new marketing year) were at
an all time high of 210 mil. bu, Hard
Red Spring (HRS) and Durum wheat
production in 1978 decreased some-
what from last year's levels and also
from the mid-September estimate but
this year's sunflower production in-
creased dramatically from year earlier
levels. N.D. producers are now able to
move some grain and sunflower to
country elevators since the storage ca-
pacity situation has eased somewhat
with the reopening of the port at Du-
luth/Superior. The port elevators at
Duluth/Superior are again running at
full capacity and ship loadings are pro-
gressing well.

During the past marketing year
(1978-79) U.S. wheat exports reached
a record 1,300 mil. bu. For the re-
mainder of the present marketing year
export loadings must average 27 mil.
bu, per week in order to fulill USDA’s
1,400 mil. bu. wheat export projec-
tion, even though sales commitments
and shipments are currently running
30% ahead of last year's performance.
The avallability of adequate transpor-

tation has become a critical market

factor as demonstrated by the logisti.
cal problems plaquing our competitor |
exporting countries and the market re-
stricting setbacks which have occurred

recently in the US. Further disrup-
tions of the flow of grain to domestic
and exrort markets should surely be
avoided.

Provisions of the 1980 Farm Program,

Due to the 1970-80 world wheat
supply-demand outlook with world
consumption and production moving

toward an equilibrium position, USDA

decided some time ago to do away
with the wheat set-aside program In
1980. It also appears unlikely there
will be set-aside program for feed
grains due to strong world demand
and heavy weckly export inspections
of U.S. comn, sorghum and barley,
However, a 1880 wheat program does
still exist and all wheat producers will
be eligible for the program bencfits
in the form of loans, target price pro-
tection and participation in the pro-
ducer-owned reserve if it is re-opencd.
The wheat loan rate has been increas-
ed from $2.35 level of the past 'wo
years to $2.50 in 1980, Producers ho
seed no more than their 1870 w!eat
acrenge plus set-aside and graze wt
acres will be eligible for target | ice
protection, Those whose acreage cx-
ceeds that amount will have ta tet
price coverage allocated on 80 to 00
percent of their wheat acreage A
similar allocation factor has been t
in the past,

Because there will be no set-n e
program in effect the target p ice
(based on pravisions of the 1977 I wd
and Agricullure Act) may decreas - 10
$3.07. The target price has been §:40
while set-azide provisions were In
place. The target p {ce ssue will b re-
viewed early next year with the aw
nouncement of a final price level by
March 15, 1880.

The issue of re-opening the farmer:
owned reserve program for wheat a
feed grains is of little significance 3t
present with all grains in the reserve
either in release or call status, How-
ever, with increased loan rates the “re-

(Continued on page 36)
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s fog
auce (a lightly different one
or each and every dish), she
nows exactly how much of
wverything to put Into the pot
-without measuringl A pinch
here. A dash there. She gets
it right, every single time. Not
frominstinct, From experi-
ence. From years of lasogne,
"_eﬁ'uclnl alfredo. ..ravioli...
rigatoni con salsicce.

pas 'ltm.‘wmﬁ' : oxperi years of

with pasta at Diomond Pack- - providing the leading names

oging Products Is an art—and  in pasta with complete single-

a marketing science. source packaglng service:
Like Mama, we know that  mouth-watering grophics,

no two pastas are allke. product-protecting structural

Each pasta needs its own deslign, and machine-appli-

special kind of packageor  cation engineering.

label fo oppeal to shoppers' The ingredients that go

Increasingly discriminating into your package’s paper-

fastes. board are golng o be right,

@

DIAMOND INTERNATIONAL CO
B A iNG PROBLGTS DIvisON A TIeN

407 Chorles Street, Middletown, Ohio 45042
Atin: Morketing Dept.

 board ourselves —at our
Diomond Paperboard Divislon,
You ond Mama know that
all pasta Is not the same. At
Diamond, we know that all
carfons and lobels are not the
same, Let us give you the
Diamond recipe for a perfect
posta package, Call (513)
422-2772 today. We're
waiting to serve you.
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Wheat Market Review
(Continued from page 34)

lease” price for wheat will also move
upward from the present level of $3.29
to $3.50 (140% of loan rate). The “call”
price for wheat will also advance from
the current $4.11 level to $4.38 (175%
of loan rate), The new release and call
rates will eventually apply to all te-
serve wheat stocks eftective June 1,
1980,

A cautious approach to planting Is
urged in 1980 nE I(::?.'essively large B.S.

" acreage coupled with optimis-

‘orld production prospects may

. downward pressure on prices.
Early reports of seeding in the South-
ern Wheat Belt indicated increased
acreage in 1880 although dry condi-
tions are now said to be of concern in
some areas,

Quality of North Dakota Spring Wheat
and Durum Crop Rated Goed.

North Dakota’s Hard Red Spring
Wheat crop is generally considered to
be of good quality. Protein levels com-
pare fuvorably with last year's crop
although test welghts and vitreousness
are slightly lower, Milling and baking
quality is considered good. The durum
crop is also rated good. Test weight is
down slightly but color, condition and
processing quality of the crop is some-
what better than the five year average
for N.D. durum crops. Earlier fears of
sprout and frost damage have lessened
considerably. Although evidence of
damage is present in localized areas
(both HRS and Durum) the overall
quality of the North Dakoata crop ap-

ears not to have been adversely af-
Fectul.

West German
Wheat Delegation

A sixmember wheat tradedelegation
consisting of grain tradc,s, millers and
government officials from the Federal
Republic of Germany (West Germany)
visited North Dakota October 10-13,
1079

Neal Fisher, NDSWC Marketing
Specialist sald that West Germany is
an important and regular customer for
U.S. and North Dakota wheat. Over
the past five years the West Germans
have imported an average of 17 mil.
bu. of U.S. wheat annually. Approxi-
mately half of those &:urchnses were
hard red spring and durum, the two
major classes of wheat produced in
North Dakota.

ar

West German millers import higher
protein US, wheats to blend with
their domestically produced wheat
which typically has a lower protein
content than U. S. hard red spring
wheat. Blending the two wheats en-
ables the millers to produce a higher
protein flour with better baking char-
acteristics and in turn allows bakers to
place a higher quality product on the
retail shelli

While In North Dakota the team
discussed milling technology and ob-
served milling processes nt the North
Dakota Mill and Elevator in Grand
Forks. A farm tour and a country ele-
vator visit were scheduled during the
team’s journey to Fargo where the
delegation attended tc;ﬁnlml sessions
at NDSU, The program at NDSU was
cooperatively conducted by the De-
partment of Agronomy and the De-
partment of Cereal Chemistry and
Technology and concentrated on the
varietal development and wheat qual-
ity research programs regarding hard
red spring and durum wheat.

The West German Wheat Trade
Mission sponsored by the North Da-
kota State Wheat Commission in co-
operation with Great Plains Wheat,
Inc., and USDA's Forelgn Agricultural
Service.

U.S. Durum Sold to
North African Countries
Notwithstanding the export sales of
European bread wheat to various
North African countries because of
the payment of export subsidies, U.S.
durum wheat was purchased by sev-
eral of these countries. Algerin pur-
chased 90,000 tons (3.3 million bushels)
of No. 3 Hard Amber Durum at prices
ruﬁ;artcd by the Great Plains Wheat
Office in Casablanca, Morocco, for
15,000 tons (551,000 bushels) at around
US $306.50 per ton (US $8.34 per
bushel) fob the St. Lawrence for No-
vember shipment; and 75,000 tons (2.6
million bushels) in the range of US
$308.00 to US $315.00 per ton (US
$8.38 to US $8.57 Fer bushel) c&f Al-
Ferlan ports. Tunisia also rerurtedly
Jooked 64,000 tons (2.4 million bu-
shels) of No. 3 Hard Amber Durum
for shipment in October and Novem-
ber. These sales were reportedly in
the price range of US $251.35 to US
$254.40 per ton (US $6.84 to US $6.62
per bushel) fob St. Lawrence for Oc-
tober and November shipment, with

an additional 20,000 tons (735,000 1.
shels) at a price of US $277.00 per w
(US 87.54 per bushel) c&f Tunis w

ports.

USDA Begins Evaluation of
Agriculture Structure

Citing a lack of uny long term goals
and nbljectives of US, IDcpurtmcul of
Agriculture farm fcy, Secretu
Bg:glnnd has cx.llc(ﬁur an Inlensi\'we
review and evaluation of the “struc.
ture” of agricultere and the various
factors that influence it. Research is
being carried out buth within the
USDA and at agriculturally oriented
universities to determine such issues
as number and size of tarms, land
ownership and control, barrier. to en-
tering and leaving farming, produstion
efficiencies as they relate to sizo of
farms and level of technology, influ:
ence of government programs, me:
keting systems and many other. A
series of ten public meetings were to
be held around the United States in
November and December, tollowed
by a national meeting in Washington
after the first of the year to give pro-
ducers and others an opporttnity to
raise and discuss the varicus issues.
According to Bergland, the results of
the study wil be used as the basis for
developing the Administration’s pro-
posal for the 1981 farm program. e
indicated that up to this time, fam
policy has reflected the mood and he
concerns of the moment and cha ge
from month to month as the diffe
sectors of agriculture require at ‘n-
tion. The USDA indicated that he
ultimate goal is to establish a nati 1l
farm policy and programs that il
“best promote the kind of agricul 1re
and rural life Americans want for he
future,” Bergland also indicated at
the Administration was planning 1
submit no substantive farm prog
legislation to Congress before 185 .

Durum Prices Soar

A twelve week strike of grain huad-
lers at the Duluth port lm:l:,lwd up ¥
port shipments until the end of Sep-
tember, just at the time of heavy do-
mestic pasta production.

Export demand ran the price of No.
1 Hard Amber Durum from a $5 level
in June to $8 during October. Seme-
lina hit $16.50 compared to $0.50 a
year ago.
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Advisﬁry Committes Meeting of
Cereal Chemistry and Technology at
North Dakota State University

An advisory committee meeting
took place at Fargo, ND at the State
University. This meeting was attended
by representatives of the mills, bakers,
malt companies, and pasta industry.
Hepresenting the Fnsta industry were
the following: Val Bremer, and May-
nard Herman of the C, F. Mueller Co,,
C. Mickey Skinner, Vice President of
the Skinner Macaroni Co., James ],
Winston, Director of Research, Na-
tional Macaroni Manufacturers Asso-
ciation,

This group was welcomed by Dr.
Roald Lund, the new Dean of Agrl-
culture, who gave us a picture of the
airms of the University and its objec-
tive to increase its staff with forth-
coming funds.

Professor Leonard Sibbitt reviewed
the Cargo Sampling Project for Hard
Spring and Durum Wheat and his da-
ta indicated that the current Durum
Wheat will have a lowered Proteln
content of about 1% According to
current data obtalned, % of the new
crap sampled shows a USDA Grade
of 1 with 20-30% showing a USDA
Gracle of 2 and 3,

Durum Wheat Quality

Dr. V, L. Young elaborated on ihe
fun tion of the Durum Wheat Quality
Lal wratory and it was gratifying to
lear : that the newly developed Dur-
um breed of Edmore has excellent
gl -n quality and hopefully, in about
23 ears there should be a substan-
tial quantity of this wheat available
for ndustry. Another new wheat de-
velopment is Dic which also shows
exc: llent gluten quality, However, it
wil' be & number of years before this
stricn will be in abundance,

Fiofessor Orville Banasik discussed
Duium Quality Research which Is car-
ried on constantly by the Cereal Tech-
nology department with further ob-
jectives to continue to develop a
strain with good gluten quality and
‘ll;l:]mtlty and with resistance to sprout

mﬁf‘ The evaluation of the present
¢rop shows a small amount of sprout
mage, However, it will be another

month or two before definite results
will be known.

The Cereal Technology Department
is continuing to researcﬁy high temper-
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James J. Winston

ature drying using temperature of
about 180°F. The results indicate that
a good product can be produced under
laboratory conditions with acceptable
cooking qualities, Further study in
this area is necessary to determine re-
producible data and then to carry on
this project if possible, on a commer-
clal scale,

Dr. B. D'Appolonia reviewed his
study on Carbohydrate and Wheat
sprout damage and some of the datn
indicates that the amylose compon-
ent undergoes significant changes dur-
ing the formation of the sprout dam-
age. The falling number decreases
with increased sprout damage due to
reduced viscosity of the starch.

Dr. C. E. Mc Donald is continuing
to research Protein and Lipids in flour
products and this study requires the
accumulation of more data which is in
progress.

Dr. R. E. Pyler presented a talk on
Barley Quality Research and Malt
which stimulated interest among the
few barley producers present.

Winston Honored
At the banquet dinner, a plaque
was presented to Mr., Winston which
read as follows:
Presented to James J. Winston
In Appreciation for 17 years
of Service on the Cereal Chemistry
and Industrial Advisory Committee
by
North Dakota State University
Sept. 20, 1979

Technical Study Tour
Seven couples and seven individuals
have signed up for the NMMA techni-
cal study tour March 16-27, 1880 to
the IPACKIMA Show in Milan, visits
to macaroni plants of Agnesi in Im-
peria, Barilla and Braihanti in Parma,
Corticella in Bologma. A weekend in
Zurich, Switzerland followed by o
two-day Mucaroni Schoo! conducted
by personnel of Buhle:-Aiag, Inc. will
offer the following topics:
o Hyglenc—requirements of today's
plants und equipment,
o Sanitation and prevention of hac-
terin contamination,
e Bacterin control in the drying pre-
cess.

o Pasta and dough quality.

o Extruding—design and purpose of
all components.

o Dryers: design and purpose of short
and long goods dryers.

o Basics of drying theory.

e Quality control.

@ Preventive maintenance,
Plant visit to Buhler works at Uzvil

and R, Emst macaroni plant at Kra-

dolf Is planned for final day.

Cost from New York is 81154 per
person, double occupancy; $230 a:ﬁlc .
tional for single supplement; $620
land rate only, per person double oc-
cupancy, Deposits of $200 are re-
quired now; full payment by February
1. Rooms are at a premium for the
IPACK-IMA Show so if you are in-
terested, nct now. Write the NMMA
office, P.O. Box 338, Palatine, IL 60067
for brochure and further details.

Egg Production

Nation's laying flocks produced
555 billion eggs during September;
layers on October 1 totaled 287 mil-
lion, both 1% more than last year,
Eggs in incubators on Oct, 1 at 354
million were down 3% from a year
ago.

Egg Products

October Price Range

Central State Nest Run=81140 to
$13.50.

Southeast Nest Run=3$11.40 to
$13.20.

Frozen Whole—41-47¢.

Frozen Whites—31-35¢.

Dried Whole—$1.68-$1.82,

Dried Yolks—$1.62-81.74.
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Preventive Maintenance
From Triangle Package Machinery
Co's. Packaging in Action,
with permission
Easiest, Least Costly Way
to Keep Production Up
You may think nobody intentionally
lans downtime, but when a machine
reaks down due to lack of preventive
maintenance it almost amounts to the
same thing,

Preventive maintenance {sn't o com-
plex concept dreamt up in an ivary
tower on a slow day. Preventive main-
tenance is simply a program for mak-
ing routine InsRcctlnns of equipment
to discover and correct minor faults
before they develop into major prob-
lems, Read that line over again, It real-
ly is that simple,

The whole idea of preventive main-
tenance is to save money, minimize
downtime, add safety and extend the
operation life of equipment.

Fortunately, preventive mainten-
ance doesn't ro:t money. It is basically
free becaus s, most of all it takes only
you to put irte practice the knowledge
you already liive—and a little he
from a maintenance schedule we'ﬁ
talk about next time,

Critical Factors

Now, let's explore why preventive
maintenance is more critical than ever
before.

First of all, we have a changing
work force. Without passing judg-
ments, we can say that the work has
changed from “live to work” to “work
to live.” The results of this new ethic
can have a significant effect on your
operations.

The economy is another factor. Un-
less you have an unlimited budget and
work force you know you are being
asked to do more with less—without
the luxury of backup equipment.

A third area is increasing govern-
mental rugulaﬂnns—paniculnrﬁl those
that apply to safety. OSHA has carried
the safety concerns into your mainten-
ance facilities and operations prac-
tices, Part and parcel to this is the in-
creasing awareness of the employee of
his rights under these new regulations,
with the increasing evidence that an
employee may take action should he
or she be injured or exposed to danger.

You must be on alert to limit your
potential lability by establishing and
maintaining programs that monitor
complinnce with regulations.
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People Oriented

How do you handle these problems?
You face the facts squarely, and chart
your course to avold obstacles.

So the new preventive maintenance
definition include a broader definition
in that it becomes a way of life, a con-
cept that plays a role in short and long
term decisions.

The new concept requires that you
become people oriented. A greater
number of people are immune to the
pressures of perfoimance and will
simply not respond to “hard line” de-
mands, Today, hard management usu-
ally results in lost production, low
quality performance, increased wear
and tear on resources, and in some
cases, legal problems,

Begin by becoming people oriented.
Through leadership, direct activities
in a positive and clear manner, and
then you can expeet, and you will un-
doubtedly receive, quality perform-
ance. Let people know they're import-
ant, too.

This initial step can save you time,
money, materials and add to equip-
ment longevity.

Started down the right road with
people orlented policies, you now need
to think preventive maintenance in
your equipment and supplies pur-
chases. Here you want to avoid econo-
mic pitfalls by planning—avoid an in-
correct selection that, because of poor
performance, will cause increased dol-
lar outlays for maintenance, downtime,
or in the worst cuse, complete replace-
ment.

The Poyoff

The payoll is knowing what a given
system can do for you in your particu-
lar operation and by planning a pur-
chase that will do the job, and still
have a reserve factor, This factor is
the preventive aspect of your selec-
tion, Ignoring it invariably leads to
higher maintenance and increased op-
erating costs,

In terms of the economy and how
you can avoid the pitfalls or unexpec-
ted and unbudgeted expenses, a pre-
ventive maintenance attitude will let
you manage rather than be managed.

Lastly, your preventive maintenance
attitude will dictate that you must set
up a program of preventive mainten-
ance in the traditional sense. That is,
a routine of inspection and correction
before minor faults become major
crisis,

A changing work force, n tight - .
nomy whlcllli!mits the luxury of b ck-
up equipment and supplies, and in.
creasing  governmental  regulatons
arc among the challenges which .ou
face. Your job is to recognize and 1 1en
minimize their potential effects on
your operation by a preventive muin.
tenance attitude in your daily work
and future plans.

in any kitchen.

New Canadian AR
Representative

A 25-year career in packaging is the
resource Chuck Downer brings to Tri-
angle customers ard prospects in
Canada.

As of August 1st, Chuck's fin,
Charles Downer & Company, Ltd,
began representing Triangle packag:
ing systems and allied equipment and
serving as a clearing house for re-
placement parts.

Chuck and his staff are eager to
make their considerable knowledge
available to firms contemplating sys-
tems.

You can contact them by writing:
Charles Downer & Company, Lid,
201 Consumers Rd., Willowdale, On-
tario, Canada M2J4G8.

But if you're in a hurry call (416)
498-8580.

Fibre Box Handbook

The 15th edition of the corrug ited
industry’s basic reference, the *1 bre
Box Handbook,” is available fron: box
maker members of the Fibre Box . so-
ciation, accurding to Thomas E. h 4in,
chairman of the FBA committee ¢ iid-
ing the publication, )

Kigin, executive vice presider of
Acorn Corrugated Box Co., Chic o,
IL, unveiled details of the book a the
Association’s Annual Meeting,

gler:\ibers of utim trade group 'ﬂ'\‘f
ordered more than 50,000 copie: lor ) { st
distribution to box buyers m.ﬁ u ers, W high ?&cstg%mnrghn%{?gd the clock
Kigin said. This brings the total dis- [ bythemselves, Delivering exceptional
tributed since 1930 to a half-miilion W &curacies, Requiring less crewing.
coples, The first edition was published lachwe pul plenty of gnglnaerlng and
in 1919; the most recent was in 1076, wgf::] fBSOurGiest work with cereal

The 104-page manual, subtitled “A" 1 smooth w:&;‘m'ﬁa}ﬁgﬁﬁhae
illustrated reference for designe s. ¢ Bhal keaps product out of sa%ls and 9
gineers, buyers and marketing sp* [ Lonirols bag ‘deflation to make packages
cialists,” is divided into three sections. | 88y lo incartons. And easy to open

Introductory material describes the WONAS_DBOWIBW drive to provide
protective ability of corrugated, ar ?mper settling time. And lots, lots more. 3
the versatility which can be obtained Il 10

(Continued on page 42) I RlANGLE ;

THE MACARONL JOURNAL o WI'. always ahead when you start with the very best.

a 'y
viaaly

cere ' packad

*ho, ning 95% of the bag'n box lines i
m‘ha"ivarwolu!lonlzeﬂoeraalq_mkagflm-
mﬁ}i Dast five years caling for Triangle ™

name in cereal

~ All this is in addition lo our a0V
solid-state Flexitron net weighers, those
Wonderful Wizards of Oz. And our equally
_automatic solid-state Pulsamatic

o bag machines.

_Find out wh,
Triangle is big in
ready-to-eal rereal
packagirg. Big in
other Industries, too.
Write or call for our
free Packagln&
Performance Kit.
Trian?le Package
Machinery Company,
6655 Wesl Diversey
Avenue, Chicago,
lllinois 60635.

(312) 889-0200.

il L ks =

i faian dei binciidil o st Ab i a2 Ty

i)




S —

QESaTer d ol it o fi Lk

|
1
H
|
i
|

Fibre Box Handbook

(Continued from page 40)
through design, graphies and other
teehniques. A ‘checklist for hox users'
lists many of the factors to be consid-
ered in box selection. Basie data on
metric measurements is also provided,

The second section, “The Basic of
Boxes,” offers definitions of industry
terminology, a deseription of hox con-
struction, and illustrations of common
box styles. Standardized testing pro-
cedures, voluntary standards for man-
ufacturing tolerances, and  recom-
mended practices for box storage and
the use of adhesives are among other
topics covered.

The final seetion on “Regulations”
begins with a guide to the use of the
rail, truck and other ‘classifications’
which govern the selection of boxes
for shipment. The basic regulations,
with the latest changes, are given,
along with summaries of those used
less frequently.

The  Association  members’ 550
nlants which will be distributing the
lmuk are scattered throughout 42
states. They are listed in the classified
sections of local telephone directories
under “Boxes—Corrugated and Fiber.”

The Key Biscayne

Hotel and Villas

Mimltu.\' from Miami International
Airport there’s an island, An is-

land of towering palms and shimmer-

K

Scene of the NMMA Wi

Key Biscayne Hotels and Villas

nter Meeting, January 27-31, 1980

e

)
; s :
‘_/, o 9%

ull-weather Plexicushion 11 courts for
tireless playing. An 18-hole, par 3 golf
course nestled in the area of a swim-
ming pool of Olympian proportions,
And relaxation at the Pool Patio Bar,

The hotel offers a variety of dining
areas and menus, Breakfast and lun-
cheon on the Patio beside the pool.
Elegance and fine food in the Cape
Florida Room,

The choice is yours. Either the ulti-
mate luxury of a one, two or three

hedroom villa, with a fully equipped
kitchen . . . or a spacious hotel room
with a view of the ocean and goll
course or island.

To insure a definite reservation,
request for accommodations must be
received thirty days prior to the offi-
cinl meeting dates u} January 27-31
Reservation Department of the Key
Biscayne Hotel & Villas is at 701
Ocean Drive, Key Biscayne, Flurida
33149; phone (305) 3615431,

WINSTON

EST. 1920

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

1—VYitomins and Minerals Enrichment Assays.

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

3—Semolina and Flour Analysis.

4—Micro-analysis for extraneous matter,

5—Sanitary Plant Surveys.

6—Pesticides Anolysis.

T—Bacteriological Tests for Salmonella, etc.

8—Nutritional Anolysis.

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

Ridgefield Park, NJ 07660
(201) 440-0022

Flexible Packaging

Costs?

ing beaches, A very private islind—yet
one that offers a multitude of pleasur-
able diversions.

The island is Key Biscayne. And it is
here you will find the Key Biscayne
Hotel and Villas, A magnificant ocean-
front resort-estate situated in the very
heart of the Key, Nearby are the his-
& toric Cape Florida lighthouse, the 18-
hole Championship Par 71 Key Bis-
cavne Golf Course, the Crandon Park
Marina, Planet Ocean, the Marine Sta-
divm and the Sev  -ium.

Just onshore, the Gulf-stream con-
pled with the trade winds . . .a wonder
of nature that cools the island in sum-
mer and warms it in winter. You will

RALPH RIGATONI SAYS:

Go with the CSI TOTAL PRO-
GRAM and watch those costs £ |
decreasel!! 1
CSl has proven techniques for ‘
supplying flexible packaging at
the lowest total cost.

How much extra are

you paying without
the CSI TOTAL PROGRAM?

Call and find out.

e e e e e

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

T e MACARONI JOURNAL
P. . BOX 336

P# LATINE, ILLINOIS

Pl. 152 enter one year subscription:
C $10.00 Domestic [ 12.50 Foreign

g e s pes eyt S8 0 1R,

delight in the broad quarter-mile Nome .
white sand beach that n[L'rs an un- Firm -

. ecqualled combination of sun, surf, and

i luxuriant natural beauty, Address. _ cool‘%" szl‘;as! INC.

' The hotel provides a sporting choice Cit (913) 362-6120

of activities within the estate ground. Y and State S SUITE 112 6025 MARTWAY
For example, o tennis center with ten o ‘ Renewal 5 New Subscription SHAWNEE MISSION, KS. 66202
courts, including two clay and cight Tennis Center with ten courts, site of the Tuesday Tennis Mixer, —
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Supermarkets will celebrate the 50th
anniversary of the uniquely American
self-service grocery store in 1880,

Historians date the supennarket
from the depression in 1830 when self-
service, which had already been intro-
duced, was comhined with mass mer-
chandising and one-stop shopping to
;:reute a new kind of retail food out-

et

“The object of this 50-year auniver-
sary celebration is to draw attention
to the supenmarket as a unique Ameri-
can ‘invention’ which was developtd
and has evolved to meet consumer
needs,” stated Food Marketing Insti-
tute (FMI) President Robert O, Aders.
“During 1980", he added, “we want
to emphasize positive achievements of
the supermarket system and talk about
the tremendous contribution which
the supermurket has made to the
American way of life.”

Smithsonian Exhibit

The Smithsonian Institution is plan-
ning a special exhibit for next August
to celebrate the first half century of
supermarkets and has documented the
advent of original supermarkets, FMI
has been asked by curators of the Mu-
seum of History and Technology,
which will house the exhibit, to help
in collecting supermarket memorabi-
lin.

FMI will prepare a communication
program to focus public attention on
the supermarket as a unique Amerl-
can institution which makes our way
of life possible. Mass grocery mer-
chandising and self-service resulted in
operational economies which cut gro-
cery prices by 25 percent and provid-
ed the convenience which allowed the
development of a variety of new life
styles,

A motion picture documentary on
supermarket history using original
newspaper ads, illustrations and
photographs gathered from around the
country is being produced. FMI also
plans publication of a historical book
of photographs and illustrations with
un informal text on the growth of the
supermarket system.

Information Kit

Other elements of the program will
include publication of an FMI {nfor-
mation kit of facts about supermarket
history and operations and creation
of a 50th Anniversary logo which will
appear on all campaign materials.
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FMI Plans 50 Year Anniversary of Supermarkets

FMI member supermarket companies
~from independent supermarkets to
large food chains—will participate in
the commemoration by distributing
campaign materials locally and work-
ing with local news medin and com-
munity groups.

FMI is now collecting relics, pos-
ters, pictures, ete,, which it might be
able to use in the strongly graphics
oriented information campaign,

The anniversary campaign is the first
information program of its type ever
undertaken EI;’ the industry and is
planped to serve as a source of data
about development and the future of
the nation’s 33,000 supermarkets.

Food marketing Institute, a non-
profit organization conducts programs
in research, education and public af-
fairs on behalf of its members—food
wholesalcrs and retailers, from corer
stores to supermarket chains—and
their customers. FMI's 1000 member
companies operate 24,000 stores with
a sales volume of $90 billion yearly,
half of all grocery sales in the United
States. FMI membership includes
food chains, independent grocers, vol-
untary wholesalers and cooperatives
in the United States, Canada and
about 30 foreign countries,

The Food Marketing
Industry Speaks

Grocery sales increased in 1978 but
at a slower rate than in two of the
three previous years. During the same
year lEc food economy sul#ured from
relatively low production of several
key farm crops, due mostly to bad
weather, and a sharp decline in beef
production,

The newly released annual report
on the state of the food wholesaling
and retailing business, entitled The
Food Markelinﬁ Industry Speaks,
shows that retail sales for 1078 in-
creased 3.4 percent, adjusted for infla-
tion to measure real growth, Increases
in 19768 and 1977 were, respetively,
3.9 and 3.0 percent.

As 1078 prices for food at hiome rose
125 percent above the previous year,
labor's share of the food dollar hit 48
percent. This fgure equaled the farm-
er's share but was down sl[Fhlly from
1977, when labor's share of the food
dollar exceeded farm value for the first
time in history.

Farm Prices Up Sup:

Increases in farm prices accou ‘e [l occuried much of the attention of a
for about half of the retail food p ice ¢! discussion that followed the ses-
rise during 1878. Forty percent - /s slon’ three speeches,
due to processing, distribution Puelists were Volkhardt; Theodore
marketing costs, One tenth of the Khec!l, mediator and arbitrator of la-
Frlce ‘ump was due to higher prices bor disputes; James L. Hayes, presi-
or fish and imported foods, dent of the American Management As-

Net grocery store profits before sociations, and James L. Moody, Jr.,
taxes increased to L7 percent, up from g::sldent of Hannaford Bres, Co,
L4 percent for 1077, with average uth Portland, Me. Moody was chair-
gmss margins for typica] Sl.lpl'l'l'l'lﬂl’kl‘h man of the session, Klll!(?| and Haycs
also up slightly from 22 percent in [ also were speakers, The panel modera-
1977 to 22.6 percent of the consumer's [ tor was Robert MacNeil, anchorman
dollar in 1978. Gross margin is the dif. of the television MacNeil-Lehrer Re-
ference between what the retailer pavs port.
for merchandise and the price for
which he sells it

Labor Costs Up

Store labor costs rose slightly in
1978 at 8.5 percent of total su%cs from
84 percent the previous year in real
terms. With increasing energy and
labor costs, however, productivity in
the supermarket fell nﬁ' very slightly
in 1678 measured by sales per square
foot, In real dollars, supermarket sales
leveled off at $500 per square foot
against 85.24 per square foot the pre-
vious year.

Operational Developments
Among significant operational de-
velopments, there was dramatic prog-
ress in energy conservation efforts and
introduction of scanner checkout sys-
tems. Ninety-two percent of all stres
built in 1978 had built-in heat rec vim
systems, recycling heat from refriy -ra-
tion equipment compressors to seat
store space. The number of scm
in operation by the end of 1978~ i
was nearly triple those in operatic
the end of 1977-206.
The eurvey of the retail and wi ile- value,
sale industy was based on data ur- Fd companies are not even kee,
nished by 240 companies as we o5 | Ing breast of thelr counteiparts in
information from government wd mﬁr industries, he stated, with only
Forbes magazine. thou. 12% of total disposable income
In this country spent on eating at
hom . compared with 19% in 1950,
The :ndustry has lost its world leader-
ship, in addition, and now coples ideas
from Europe and Japan.

Volkhardt was particularly  eritical
of over-reliance on price as a competi-
tive weapon, when surveys show it Is
the most important shopping factor for
only about one-third nF all consumers.

“There are those,” he said, “who pay
more {or convenlence, there are those

0 pay more for items with a quality
erence and there are those who not
Yy pay more for, but demand, extra

Potential Dangers

There is Jvo'lenlial danger for the in-
dustry in the next decade, Volkhardt
said. No matter what any company or
its competitors may do, he pointed
out, the average American will con-
linue to consume the same amount of
food as he has historically—1,500 Ibs.
a year, This factor, he said, can no
longer be obscured by a steady popu-
lation growth that no longer exists,

To maintain growth in such a situa-
tion, companies will have to abandon
negative, defensive and protective
marketing, which is becoming wide-
spread.

In this category le put generics,
limited assortment stores, discount
pricing and double and triple coupon-
ing by retailers, along with a de of
innovative products by manufacturers,
coupled with “me too-ism in promo-
tion nd advertising and margin-erod-
ing trade deals.”

Promote Increased Value

Veikhardt instead called for a mar-
ketir 1 Y.Pmtl.lre: based on promoting in-
oreaso

New Approaches Needed

With no further population gro vth
for added sales, the food ludustr}' will

prosper in the 1980s only if its mem-
sers abandon their present fiitative

marketing practices and begin 2
search for innovative prmnot{mml apr
proaches,

This was stated during the NAWGA
midyear executive conference by John
M. Volkhardt, president of CPC North
America, Englewood Cliffs, N.J., and
reported upon by Steve Weinstein in

THE MACARONI JOURNAL
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services, extra niceties, extra freshness
or extra friendliness.”

A 'blockbuster’ program isn't need-
ed, according to Volkhardt, “All it
takes is a little improvement—a little
distinctiveness.” As possibilities he
mentioned low calorie and other diete-
tic foods with taste appeal, portion
control for single persons and weight-
conscious eaters or unusual foods for
gourmets or for entertaining,

Perhaps part of the problem, he
said, is that the industry is too inbred.
“We are so much alike, We spend so
much time just talking to each other,
listening to and researching each
ather, learning only what we already
know. We and our people have the
same background and experience, the
same schooling and training, have
learned the same case studies and
have the same motivations and chal-
lenges.”

MacNeil, the panel moderator,
asked if Volkhardt were suggesting
that companies should not try to im-
prove their businesses by competitive
pricing in these inflationary times,

Volkhardt said he was merely sug-

esting alternatives to exclusive re-
ilance on price, This was seconded by
Clarence G. Adamy, partner in the
consulting firn of Adamy - Foley.
“Price competition is fine,” said
Adamy, “But there’s also aflluence,
and not everyone wants price. We
must satisfy the others, too. If price
were the only factor, this would be
a very shoddy and dull world.”

Problem with Deals

Volkhardt suggested that reliance
on deals can confuse shoppers about
the real value of a product. “If they
can buy it one time for 29¢ and the
next time at $1.19, they must wonder
what it's really worth; probably a
dime.”

In his opinion, pcolplc will always
buy a g roduct if they think the
price is a foir one. CPC products,
which are not low-priced, are doing
better than ever in Puerto Rico, where
80% of the people get food stamps,
Volkhardt said.

Moody agreed with Volkhardt on
the need for innovators, but pointed
out that consumers are influenced by
what competitors do, and this cannot
be ignored by retailers.

Retailer advertising departments
could be doing a better {]nb, he said.
“We just hired a man from a New
York ad agency, which we wouldn't

have done seven or eight years ago.”

Manufacturers can do things to
make products more valuable to con-
semars, \ olkhardt noted, but consum-
ers must recognize the ndded value, It
was pointed out that this also is true
of scanner-equipped checkouts. The
indu:try tends to measure the success
of systems in terms of checkout rings
per minute, said Moody.,

But the important factor is time
spent at the checkout. If there's a
bottleneck in the bagging process, the
number of rings per minute is unim-
portant, he said.

Volkhardt suggested that a super-
market might use a slogan, such as
“Watch the time you spend at the
checkout counter. If we don't get you
out in 5 minutes, you get $5 off on
your order or a free bag of groceries.”

The CPC executive was critical of
some types of couponing, Couponing
is an excellent form of promotion for
introduction of a new product, he said.
“But it doesn’t make sense for an ac-
cepted product. We're betting on the
wrong horse, especially in view of
theft and misredemption.”

Product Innovations

‘There have been product innova-
tions in the past decade, he sald, in
response to a question by MacNeil, He
mentioned advances in frozen food,
such as sauces, butter and boil-in-bag,
and products for “exotic” cooking,
such as Japanese, Chinese and stir-
fried products, If emulsifiers can be
developed with good taste and fewer
calories, there could be a mojor break-
through, he said.

The industry does not do a good job
of telling the public how much prod-
uct introductions cost, said Hayes, and
the fact that not all new porducts “fly.”

It s possible to “sell” nutrition to-
day, Volkhardt said. But good taste
and smell are important. Unfortunate-
ly, he snid, the medical profession has
not dealt with nutrition. There is no
consensus about what is needed.

“But there is o consensus that natu-
ral foods are not necessarily better and
that additives aven't necessarily bad;
they can be quite beneficinl”

Scanning Imperative
Supermarkets doing $40,000 a week
or less will be the only ones without
scanning in five years, a Ralphs Groe-
ery Co. executive predicted at the Na-
tional Deli Seminar in San Diego.
(Conlinued on page 48)
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bassano pasta equipments

long pasta line

Rolinox

o Bassano exclusive patent

e Macaroni, Ziti and special pasta
o Fast drying at medium and high
temperature

e Standardized productions ;

500 1o 1.800 kg/h

Cannelux

o Traditional process on canes

» Spaghettl

® Medium and high temperature drying
e Standardized productions :

250 o 2.500 kg/h

short pasta line

Processing and drying lines
for

e Soup, noodles or small sizes pasta

o Pasta of all sizes

e Large pasta

o Standardized production from 250 to
2.500 kg/h according to the different
dryer lines

acb

atellers el chantiers
de bretagne - acbh

Division Agro-Alimentaire
48, avenue Kléber

76784 Paris cedex 16
Téléphona : 502.14.13
Télex 613-103

nasurs LA
ALBTHOM ATLANTIOUN

3.rue Bouchet

69100 Villeurbanne
Téléphona : (78) 54.07.681
Télex 370-470

r.c. Lyon 55 B 131 - Chapuis-Richard
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Scanning Imperative
(Continued from page 45)
Scanning will be one of the changes
retailers will have to adjust to if they
to be successful in the 1980, ac-
cording to Stan Coop, vice president,
roceries, for the Compton, Calif.-
ed chain, :

“Those who are not prepared for
change should resign now and make

. way for those wIIIInJ; to face the chal-

lenges of change,” Coop declared.
“We must constantly try the untried
and condemn those unwilling to meet
the new needs of the future,

Ralphs will be scanning in all stores

. sometime next year,” Coop said—the

second full-scan operation in the U.S,
(The other is Glant Foods, Washing-
ton).

S)uppllers will have to understand
the impact scanning will have on re-
tail strategy “and the effect of the
scanning information on marketing de-
cisions,” Coop said.

Marketing Changes

He discussed sorne of the marketing
changes scanning will allow retailers
to make, based on his company's ex-
perience:

— Scanning will allow operators to
develop tailor-made J)Ians for each
store, based on area demographics.

— Retailers will be better able to
determine the effectiveness of promo-
tional devices—such as coupons, cents-
off packages and special displays—
through quicker and more accurate
feedback.

— When evaluating new products,
“what used to take three or four
months to measure will take three or
four weeks now, and it will prove more
accurate than other methods.”

— Shelf alignments and space allo-
cations will ﬁe adjusted for a more
profitable profit mix.

— Retnilers will be able to deter-
mine the right Frices to change, “and
we will be able to tell at precisely
what point prices meet consumer re-
sistance,” Coop noted,

“The marketing expert of the "70s,
without the kind of information scan-
ners will generate, will be out-of-date
in the '80s," Coop declared.

The food industry is moving into an
era of accelerated change, he con-
tinued. “To be a leader during such an
era, you must act, not react.”

Winter Meeting
Key Blscaype Hotel and Villas
January 27-31, 1980
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Fleming Unifies
National Ad Drive

Fleming Cos,, the nation’s second-
largest wholesaler, launched a ret
advertising campaign in which Flem-
ing's central ad services provided a 16-
!R;e four-color circular supl:oned by

and radio spots, and each division
filled in prices.

Four million clrculars were distri-
buted by its voluntary groups and cor-
porate supermarkets throughout eight
operating divisions. A total of about
1,000 supermarkets in 20 states particl-
Satud. according to David Dulr;rhy.

irector of sales promotion for Flem-
ing Foods,

Super Savings Spectacular

The promotion Is the first major,
unified advertising effort by Fleming,
Dunphy said, adding, however, that 10
or 15 years ago Fleming, then much
smaller, did have some combined pro-
motional activity, The booklet, carry-
ing illustrations of Pat and Shirley
Boone standing behind a cart loaded
with merchandise, has a front cover
reading: “Pat and Shirley Boone invite
you to our SuPer Savings Spectacular
. » .« the most fantastic sale in town.”

According to a spokesman for Flem-
ing’s Thriftway p‘roup. the cost to
stores is no more than the usual four-
page circular,

Dunphy stressed that each division
had determined its own prices and
promotional campaign. “We give them
the tools and they, with their retailers,
determine how they want to use them.
Each division determines retail prices
and prints the black plate in the circu-
lar.” Each division chose whether to
use the circular as a newspaper inscrt
—as in Topeka or Wichita—or in a
mailing, as in Thriftway's program,
Dunphy explained. “Five 30-second
commercials—generic spots—and  30-
and 60-second radio spots were taped
at headquarters.” He said the spots
had been planned around a general
theme of aggressive pricing, national-
brand items and emphasis on quality
perishables and meat,

Shop & Save with Boones

“After each spot,” he said, “the local
announcer will lead in with, ‘Shop and
save with the Boones at . . . the local
operator’s store,” Each division de-
cided what type of media support
would be most effective in its area,

The Spectacular Savings theme will

be used by Fleming for the remainder
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of the year, Dunphy said. P-O-P its
are supplied for in-store reinforce: ent
of the theme.

Over 40% of Fleming's whol sale
business last year came from its volun.
tary groups, which operated unde: the
names of'1GA, United Super, Piggly
Wiggly, Thriftway, Miniwax and
Dixie Dandy,

Fleming's Dixieland, corporate units
and voluntary groups from the follow.
ing divisions are participating in the
promotion: Lincoln, Neb.; Kansas
City, Mo.; Joplin, Mo.; Topeka, Kan;
Oklahoma City; San Antonio; Wichita,
Kan,, and Philadelphia.

Promoting Private Label Sales

A case of salad dressing is worth one
trip point; canned apricots net two,

The prize won by Roundy's Better
Foods retailers who rack up enough

ints—each worth 10 cents—is a trip

or two to ., . .

This year it was Hawaii-worth
20,000 trip points ($2,000). Next year’s
qualifiers will visit Spain. And the re.
gional food chain, whose private label
sales have hit record highs since the
program started, sees it as an ongoing
merchandising tool.

“We started running a trip six years
ago to create additional volume for
our private label program,” explained
Al Patin, Roundy’s merchandising
;{nnnugcr. at headquarters in Milwau-

ee,

Several factors have contributed ©
the record growth of the line, which
includes over 700 items. “But the !of
has been one of our greatest touls.

The destination is normally &
nounced one year in advance of !
departure date, “Then, the qunlifY:lt
period runs 85-45 weeks, usually. €7
ing about a month before the trip
Patin sald.

e q

THREE-STAGE
DRYER
15 X2r

-
|

THE PIONEERING IS OVER

T'a microwave dryer Is standard 24
he un7 day equipment for any size
mcaronl or noodie plant.

[ Jp to 4 times the production in

it same feet of floor space (a bar-
g "in itself with construction costs
it he $40 sq. ft. range).

[ 3educes Infestation up to 99.99%.

K s bacleria, Salmonella, E. Coll,

S 'Iforms, mold, yeast, weevils and
1)8.

[ Most easlly sanitized dryer. Hose
It own or steam it clean,

| Makes a richer looking product;
no blanching.

[ Energy savings reporied: 52% less
BTU's; 8% less KW's.

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

a “All future equipment will be

Icrodry” . Tech,
lant ry" - Tech, Olr,, Large pasia

=

I

— & b

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

Microwave dryer compared with con-
ventional dryer

MICRODRY Carp. World leader
inIndustrial microwave healing

e

Dept. ,3111 Fostoria Way

CEMBER, 1979

o

San Ramon, CA 94582, 415/837-8108

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

[ GOLDEN GRAIN,
San Leandro, Calilornia
2 units

| GOLDEN GRAIN,
Chicago, illinois
2 units

[ D'AMICO,
Chicago, Illinois
1 unit

| ] CATELLI,
Montreal, Canada
1 unit

'] GOOCH,
Lincoln, Nebraska
1 unit

1 0.8,
Fort Worth, Texas
1 unit

- LIPTON,
Toronto, Canada
2 units

] GILSTER MARY LEE,
Chester, lilinois
2 units

[ WESTERN GLOBE,
Los Angeles, California
1 unit

(] SKINNER,
Omaha, Nebraska
1 unit

500
400
300

200

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

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

pressures.

It
)
3
4
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Promoting Private Label Sales
(Continued from page 48)

Any of the chain’s 170 retailers can
qualify by accumulating the pre-de-
termined number of trip points, avail-
able only on certain items.

“They have to be on those items on
which we've given special allowances,”
Patin said, Tir’m products are included
in Roundy'’s regular merchandising
Frogram. which offers several ‘In-store
eatures’ each week. These are pro-
ducts on which the retailer is offered
a better-than-usual deal, which in tum
lets him pass on savings to customers,

A one-page flyer notifies retailers of
the specials, including cost, quantities,
suggested retail pﬁce-and(}or quali-
fying items, the number of trip points
given per case.

Most of the incentive items are pri-
vate label (‘'Old Time’) products, “but
sometimes suppliers wiﬁ‘ offer a spec-
fal too." One week last summer, for
instance, retailers were offered four
trip points per case of Milky Way,
Snickers, or Three Musketeer ‘Fun
Size' candy bars,

“We keep the retailers posted each
month as to how they're doing,” Patin
said, “We send them mailings regular-
ly to promote the trip.”

Those retailers who earn more than
the needed number of qualifying
points can apply them to the next
year's trip, the planner added. “It's an
ongoing program.”

Retailers are asked to sign up for
the trip at the start of the qualifying
period, “But they can continue to sign
up all year. As long as they end :Jr
with the qualifying points they need,
they can earn the trip.”

Attendance Handle

The sign-up method gives Patin a
handle on how many will attend. “We
get cancellations from some who origi-
nally sign up, and we get additions,
s0 it evens out,

“If wo aren't getting the numbers
we want, we'll sometimes go out and
talk with the retailers, We'll encourage
them to try to qualify for the trip.”

The “numbe.s” Roundy's get on the

trips range from 160-225 qualifiers and
rests, “We encourage them to bring
hlelr spouses. However, we only allow
people on who are over 18 years old,”
Patin added.

“The attendance depends upon
where we're going, and what the costs
are. ’

\While costs vary by location and
trip length, the $2,000 tag on this

year's trip for two to Hawaii is typical.
The trip ran eight days and drew 160
rsons,

“We take the cost of the trip to us,
and add a small markup to take care
of inflation and administrative costs.

“It’s a good value, If they would go
out and iy to buy the trip, they
wouldn't be able to get it for the same
price.

“The trip includes everything ex-
cept maybe a lunch and incidentals. It
covers ground transfers, tipping, and
everything else,”

Yet a small number of qualifiers
each year opt for the cash award of-
fered in lieu of the trip.

Destinations have included the Ba-
hamas, Mexico, and Jamaica. Trips
have run five to eight days in length
and have been taken during the win-
ter months.

As for the structure of the trip itself,
“we try to put together an itinerary
that allows some personal time, as well
as pre-determined group activity.

“We set up business meetings—with
‘meaty’ sesslons—as part of the trip.
Theyll include our own input as well
as outside professional speakers.

Socializing Benefits

And Roundy's allows time for social-
{zing, which has proven one of the
most beneficial byproducts of the in-
centive programs,

“We've got a line of communication
with our retailers that we didn’t have
before,” said Patin, who said that the
company sends eight-to-10 couples
along as hosts each year,

“And it's gotten the retailers to know
each other better. Now, when two
people have a problem area, the one

rson knows the guy on the other end
of the telephone. It's easier for them
to work things out.

“And it's cemented our relationship
with our retailers.”

Plus Discount Stores

More than 50 “Plus” diszount food
stores, reportedly offering savings of

to E(WEOIH name brand and private
label items, are scheduled to be open-
ed by Plus Discount Foods, Inc., a sub-
sideary of the Great Atlantic and Pa-
cific Tea Co., in a 150-mile radius
around its Florence, New Jersey ware-
house,

An estimated 850 grocery products
will be stocked in the new stores, Al-
most half of the products in stock will

be national brand labels with the ithe
half Plus private label brands pr. cess
ed in A.&P.-owned facilities,

Plus discount stores are a con nter.
part of the 800 Plus stores operat d by
the Tengelmann Group in West C.em.
any. Tengelman acquired 42% of A,
&P, stock earlier this year, 4 : : Bl 4 i

A&P, said it will be able to pus AR : ety o T
on low costs to consumers by oflering 0 b -

a limited assortment in only the mos
popular sizes and in addition by re.
ducing operating costs in the stores,

Customers will be required to selet
their purchases from cartons and pack
groceries in boxes which the stores
provide. Use of paper bags from the
stores will cost an additional 3¢ per
bag,

(gfhccl:s and distributor coupons wil
not be accepted, but food stamps will
be honored.

The stores will utilize 17 part-time
employes and two full-time managers.
in contrast to the 50 to 75 employees
used In conventional supermarket
chain stores, Signs on all sections wil
indicate prices, replacing prices on in-
dividual items. Plus store hours will
also be shorter than conventional su-

INNOVATION ~— DESIGN
COMPLETE LINE MANUFACTURERS OF PASTA AND
UIEMENT

Ui Y

|

CANNELONI-ANICOTH LINE

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

A precooked Lasagna strlp or strips can be made
without using the fill apparatus — and cul 1o your re-
quired lengths,

! wioml S it COMPLETE LINE OF PASTA COMPLETE LINE OF CHINESE NOODLE
permarketsyand the stores wllbe 0" i EQUIPMENT FEATURING: MACHINERY MANUFACTURED BY VOLPI:
*Ravioll Machinery Sheeters (Single and Two Station)

Limited Assortment Conce)it

“The limited-assortment concept of
providing low prices by reducing op-
erating expenses has a particulir o
peal to bargain-consclous shopoers,
Fritz Teelen, president of Plus Dis
counts Foods, said.

“Our customers will also reali ¢ ad:
ditional savings as we feature pre lucs
purchased in special buys fror ou
suppliers,” he said.

According to A.&P., there is . pos:
sibility that another 150 stores ould
be put into operation in a large ared
by next year.

One pound packages of elbow mac
aroni or spaghetti reportedly st | for

*Tortellinl Machinery
*Sheeter—Kneaders
*Also Avallable Combination Ravloli/Tortellini
Gnocchi Machinery
Extruders

Compactors

Skin-Cutters

Three and Five Bag Mixers
Fortune Cookle Equipment
Folder/Stackers

*Ate U.8.0.A. Approved

33¢ compared to 39¢ for most the VOLPI NOODLE CUTTER SHEETER/KNEADER/ CONTINUOUS NOODLE
stores, Large production Noodle Cutter for CUTTER LINE
Uhinese Noodles featuring five sets stainless Takes your mix and sheets, Press a button and you're pro-

sleel cutters to your specifications (Instan-
lansous removal of same for clunlns ur-
poses); automatic length — outting and fold-
Ing/stacking to your specifications as well as
automatic dusting, *

VOLPI & SON MACHINE CORP.
SSBROOK"®

2043 Wellwood Avenue, East Farmingdale, L., New York 11735
(516) 2034010 » (212) 409-5022 « TELEX: 647031
Represented on the West Coast b,. Smith & Green, 407 Dexter Avenue North, Seattle, Washington 98109, Phone; 206-682-2611

kneads and cuts In one opera-
tion,

ducing 600 # to 1750 # per hour of noo-
dle automatically — blending, mixing,
kneading, sheeling, cutting and folding
In one Continuous Line.

giacomo toresant

Americans Eat Bettor

Americans spend about $17.5 billion
for one of the world’s best bargein
in terms of dollars spent and benefit
received. That amount of food pack:
aging materials is the equivalent o
only 8.5 cents out of every food dollx
spent for food in this country.

Without packaging at least $28 bil"
ion worth of food would be lo¢
through rot and decay.
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FDA Proposes
Revisions to CGMP

‘The Food and Drug Administration
has proposed revisions to its rules gov-
erning the more than 77,000 U.S. food
l:mcessing. manufacturing and ware-

ouse facllities,

Known as Current Good Manufac-
turing Practices (CGMP), the propos-
ed revislons would update require-
ments for food production in such
areas as sanitation, equipment, pro-
duct coding, warchousing, distribu-
tion, and recordkeeping.

FDA enforces these rules by regu-
larly inspecting plants where foods are
made or storedl.) Any food made or
stored in a plant that does not meet
CCGMP requirements is subject to
FDA regulatory action.

FDA originally issued food CGMP
regulations in 1969, The proposed re-
visions reflect changes in sanitary and
processing procedures that have oc-
curred since that time.

One important revision will streng-
then the ability of firms to retrieve
products during a recall, The proposal
requires each product to be coded
with a lot number and mark identify-
ing the plant where it was made, Al-
though many companies already are
coding their products, this procedure
is not now mandatory for most foods,
Under the proposal, the code would
have to be easily visible on an unopen-
ed package.

The proposed CGMP's also will
strengthen the requirements for rec
ordkeeping. They require that manu-
facturers and warehouses keep records
for two years or for the shelf life of
the product, whichever is shorter.
Currently there is no requirement for
how long records must be kept.

Because of the broad-ranging effects
the proposed regulations could have
on the food industry, FDA held public
hearings in Chicago, San Francisco
and Atlanta, NMMA President Paul A.
Vermylen, James J. Winston, Director
of Research, and Maynard Herman of
the C. F. Mueller Company attended
the Atlanta hearing representing the
pasta industry.

A report on the proceedings will ap-
pear next month.

Small Business Gets
FDA Help

Food and Drug Admiuistration is
implementing a new small business
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assistance program by providing serv-
ice desks in four regional offices speci-
fically for small businesses.

F.D.A, employees at the service
desks will advise and assist small busi-
nesses in complying with F.D.A. regu-
lations, Sherwin Gardner, acting com-
missioner, said the program resrnnds
to President Carter's directive of June
14, 1078, that regulatory agencies give
special assistance to small businesses.

Through the service desks, F.D.A,
will help small business understand
agency rules, obtain information, fill
out applications and, on invitation, vis-
it a small company to discuss its con-
cerns.

Two of the regional offices with
service desks will help small busi-
nesses on food matters. These are the
regional offices in Atlanta, Ga., and in
Chicago, Ill: The other two offices, in
New Jersey and California, will deal
only with medical devices.

A second part of F.D.A.'s small busi-
ness assistance program Is to encour-
age small manufacturers to comment
on proposed agency rules and to serve
on ndvisory committees. The commis-
sioner’s office has established the posi-
tion of “coordinator” for small busin-
nesses to insure that small business
views are reflected in agency rules and
to coordinate F.D.A.'s activities in this
aren,

About Labels on Meat
And Poultry Products
Frankfurters, canned spaghetti and
meatballs, frozen turkey potpie, chic-
ken soup, chili con came, pizza with
sausage—these are a few of the pre-
pared meat and poultry products that
are subject to Federal (or comparable
State) inspection and labeling require-
ments,

Any prepared food product contain-
ing more than 3 percent meat or at
least 2 percent poultry comes under
government inspection rules, This
means that such products must be pre-
pared under Federal (or State) inspec-
tion supervision and that their labels
must contain certain information, If
the products are to be sold interstate,
the inspection must be Federal,

All labels for meat and poultry pro-
ducts must be submitted to inspection
officials for approval in advance of
their use, Inspectors in the processing
plants verify that the products being
produced do, in fact, conform with the
approved labels,

The U.S. Department of Ag al
ture’s Food Safety and Quality on.
ice (FSQS), which administers the
meat and poultry inspection prog am,
is now considering whether pr sent
labeling is adequate or whethe: ..
ditionu%mnndatory information should
be included on the Inbels.

USDA Requirements on All Labels

The I'ullowlnp]' information must ap.
pear on all labels of meat and poultry
products: product name; ingredients

(if there are two or more); net quantity

of contents; USDA inspection mark;

and the name and address of the man.
ufacturer, packer, or distributor.

e Product name must be the name
as defined by a standard, the com-
mon or usual name, or descriptive
name, It canot be false or mislead-
ing. FSQS sets minimum meat ot
poultry requirements for a long list
of products. For example, a pr-
duct to be labeled “beef with
gravy” must contain at least 50 per-
cent cooked beef; “gravy with beel
must contain a minimum of 35 per.
cent cooked beef,

o Ingredients must be listed in order
with the ingredients present in the
greatest amount listed first and so
on down to the least, Spices and
flavorings may be stated simply a
“spices” and “flavorings™ withmt
naming each.

e Net Quantity must be an acourate
measure of the contents, sta'ed in
pounds and/or ounces, The v cigh
of the container is not includ .

e A USDA Inspection mark mi tap
pear on all packaged meat o1 ol
try food products—soups to s; ealls
—that have been federally i pec-
ted and approved for wholi ome-
ness. State inspection marl ar
required on State inspectec pr-
ducts,

o The firm name and address n 1 I
that of the manufacturers, packer
or distributor of the product

Other USDA Requirements

o If products are perishable, Specil
Huondling Instructions must 10 00
the label. Examples are: “Keep
frozen” and “Keep refrigerated.

o Nutritional information is not mar
datory, but some processors volur
tarily put it on their labels. Wher
used, nutritional information ¥
based on an individual serving
The label will state the size of ¢

(Continued on page 54)
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Christmas Seals from the past for the future.

When the American Lung Assoclation was founded 75 years ago, TB was a death sentence.
quay it can be cured. Thanks to millions of generous Americans and miracles of modern
Sctience. But the same technology which provided medicines against TB also created new
threz_ats tothe lungs. In our workplaces. In products we use daily. In the very air we breathe.

Give to Christmas Seals. Then and now, it's a matter of life and breaths.

AMERICAN LUNG ASSOCIATION

75th Anniversary
$Pach Conrtuted by he publsher a4 & pubic service. *  TheChrisimas Seal” People
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Meat and Poultry Labeling
(Continued from page 52)

serving in  common  houschold
terms such as cunces, cups, pieces;
the number of servings in the con-
tainer; the calories and the protein,
carbohydrate, and fat content per
serving; and the percentage each
serving provides of the US. Rec-
ommended Daily Allowance (U.S.
RDA's) of protein and important
vitamins and minerals,

e Open Dating (a calendar date on
packaged food) is not mandatory,
When used, however, it must be
easily read and understood, The
date may rep:esent the last date
the product can be sold, the last
date the processor thinks the pro-
duct will Ee at peak quality, or the
date of packaging or processing,
The packer must indicate what the
date represents. Examples are:
“Use by Dec. 8," “Sell by Dec. 8,
1979" and “Best if used by 12-8-79.”
Time beyond “sell by” dates is pro-
vided for home storage and use,

e If a photograph or drawing is on
the label, it must accurately repre-
sent what is inside the can or pack-
age. For example, if five slices of
neat are shown, there must be at
least five slices of meat inside the
container, If a product is shown in
a serving dish or with a gamish
not part of the contents, the pic-
ture must be marked, “Serving sug-
gestion” or “Suggested serving.”

e Country of Origin must be shown
if the meat is imported. This ap-
plies to meat and meat products
sold in the United States in the
same form as imported. Examples
are canned corned beef and can-
ned ham. However, imported meat
used as ingredient in a meat pro-
duct manufactured here loses its
identity. For example, foreign beef
that is combined with domestic
beef in producing frankfurters or
other types of sausage is not identi-
fied on the Inbel.

e When nitrite is not used, “uncured”
must be part of the product name
for meat products — such as
frankfurters, bacon, and ham—tra-
ditionally cured with nitrite. The
statement, “no nitrate or nitrite
added”, must also be on the label,
for example, “Uncured Franks—No
Nitrate or Nitrite Added.” And
unless such nitrite-free meats are
preserved by other methods—such

54

as therma) processing, drying, fer-
menting, or pickling—their labels
must include the waming: “Not

reserved——Keep refrigerated be-
row 40°F at all times.”

Other ltems on Some Labels

e Computer Symbol. This symbol
consists of a rectangualar block of
vertical bars over a code number.
This symbol automatically registers
the name and price of the item at
special checkout counters now in
use in many supermarkets across
the Nation. The cashier passes the
symbol across a scanner which
reads the number and transmits it
to a central computer, The name
and price of the item are electroni-
cally flashed on a screen next to
the register and printed on the cus-
tomers receipt,

e Rccipes or Directions for Use,
These are not required and not
tested by USDA.

School Lunch Rates Increased

Federal payments to states for the
school lunch and breakfast programs
have been raised to reflect a 6.68%
advance in the Consumer Price Index
for food eaten away from home dur-
ing period November, 1978, through
May, 1870, The new national average
payment for school lunches is 17.0¢
per luuch, up 1.25¢. States and terri-
torics are authorized to pay schools up
to 23.0¢ per lunch. Special assistance
payment for lunches served to needy
children has been raised from 71.5¢
to 76.25¢ for a free lunch, with the
maximum reimbursement states may
pay raised from §1.0225 to $1.0825 for
afree lunch.

Forty-three states have established
n  maximum reduced-price lunch
charge to children of 10¢ or less, and
these states will also receive special
assistance reduced-price payments of
06.25¢ per lunch served, The remain-
ing 13 states charge the maximum 20¢
for reduced-price lunches and will re-
ceive 56.25¢ in speclal assistance for
cach reduced-price lunch served.

For the school breakfast program, the
national average payment was raised
from 12.75¢ to 13.5¢ per breakfast. The
additional average payment for each
reduced-price breakfast was increased
from 23.75¢ to 25.5¢, while the addi-
tional average payment for a free
breakfast increased from 31.75¢ to
33.75¢

Product Liability Bill
Gets Carter Backing

Legislation designed to help ct npa.
nies obtain product liability insu nce
has received udministration ba:king
and awaits action in Congress.

Developed by a Commerce Depart.
ment task force, the proposal would
permit the formation of groups to
make insurance available to compa.
nies now unable to afford it or et il

The legislation has the support of in-
dustries with product liability prob-
lems, but is opposed by the insurance
industry, whicl:;n contends that exempt-
ing such groups from most state regu.
lation would lead to unfair competi.
tion with established insurance com-
panies,

Groups could be formed by manu-
facturers, distributors, and retailers.
Commerce Department officials envi-
sion these groups providing complete
insurance for companies that, even
with good records, are unable to pet
insurance, and first-dollar coverage for
companies that have been forced o
accept high deductibles,

Industry experts say such groups
might have trouble obtaining reinsur
ance for three reasons: Lack of a tradk
record for the reinsurers to examine
no provision in the legislation for man-
datory insolvency funds; and perhaps
too much reliance on reinsurance.

Depreciation Proposal
Gathers Support

A bill designed to stimulate p ivale
investment has picked up enthu ‘asti
support on Capitol Hill,

Introduced by key members o con

Ercsslu:ml tax-writing committe: , the

ill has 145 cosponsors in the I st
where hearings are expected so: .

The bill, The Capital Cost Rec wery
Act of 1879, is intended to pr.mote
rivate investment by streamining
and simplifying the depreciatinn of
buildings and equipment. Buildings
and thelr structural components, othet
than residential rental property, coul
be depreciated fully in ten year; ™
chinery and equipment in five year™
and automobiles and light trucks, V7
to $100,000 a year, in three years.
The proposed changes would he!
small bl:mIrI::sses, mos% of which ﬂﬂs
the present asset depreciation rang*
system too mmpllcalcd to use.
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“Qur Clybourn cartoners
helped us meet the de-
mands of an expanding
market, yet control man-

power costs through auto-
mation.

"We depend on the accu-
racy of our Clybourn car-
toner with net weight scales
to carton grass seed. For
packaging corn, peas and
beans, we get very uniform
performance from the two
| Clybourn volumetric fllling
machines we are using.
These machines require
very little maintenance. We
are now adding automation
equipment to a Clybourn
machine that has served us
lor more than 11 years|

"We especially like the
compactness and simplic-
it of the Clybourn design,
wiich saves space and

| mikes operator tralning
| @ sy
|

L e
. 1MORIN
‘| Superintendent
shrup King Co.
1u.pellljdlnnuou
It sour product packaging
¢t uld benefit from the same
w: Ightaccuracy, uniformity
ard dependable operation
erjoyed by Northrup King,
foin the family of satisfied
Clybourn customers.

For mare information, or a
Quote, call orwrite us today!

R

CLYBOURN MACHINE COMPANY
4 division of Paxall, Inc,

7818 N. Linder Avenus

Skokia, Illinolis 60077

312) 677.7800

h-'--_;

GOLDEN
CRAIN
SAY 66 99

‘“We Prefer Clybourn ... to
carton all our products]"
“We have eight Clybourn
cartoners at work In lllinola
and several more on the
west coast. We use them
to package our complete
product line Including mac-
aronl and cneese, Rice-A-
Roni®, Noodle-Roni® and
more."

“QOur Clybourns range in
age from 12 years to recent
deliverles of two fully-au-
tomatic vertical cartoners
with volumetric fillers. All
the machines are operating
efficlently. Our oldest Cly-
bourn Is still running at orig-
nal speeds and dellvering
the accuracy we require."

""We prefer Clybourn for
its simplicity of design,
dependabllity, and the
quick service we get when
needed. . . . And we'll be
buying more Clybourns in
the future."”

EAW A

g

Golden Graln Macaronl Co.
If your product packaging:
could benefit from the
same accuracy, sift-proof
seals and dependable oper-
ation enjoyed by Golden
Graln, Join the family of sat.
isfied Clybourn customers,

For more Information, or a
quote, call or write us
today!

s

CLYBOURN MACHINE COMPANY
a division of Paxasll, Inc,

7618 N. Linder Avenus

Skokle, llincls 60077

(312) 677-7800

ALBERT
CULVER y
SAY 66 99

“Clybourn cartoners are
dependable! We've been
running one of our Cly-
bourn vertical cartoners
with a volumetric filler
for over 10 years ... In
elght different locations
. .. and It's still running
well.

“We are running Sugar
Twin®, a granulated su-
gar replacement, on our
Clybourn cartoners. The
machines adapt to a vari-
ety of carton sizes and re-
quire little maintenance.
When factory service is
needed, Clybourn is right
there to help.”

Moin Bocl-

Morris Binder

General Manager, Operations

Alberto Culver Company

Household/Grocery
Products Division

Melrose Park, lllinols

If your product packag-
ing could benefit from
the same accuracy, sift-
proof seals and depend-
able operation enjoyed
by Alberto Culver, join
the famlly of satisfied
Clybourn customers.

For more information, or
a quote, call or write us
today!

N

CLYBOURN MACHINEZ COMPANY
a division ot Paxsll, Inc,

7816 N. Linder Avenue

Skokle, Illinols 60077

(312) 677-7800
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