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Remembery eonmies

An B=ouace package of To fil long spagheitl sirands
mscaronl, noodles or spagheitl inlo & medium-size pan
Place ends of spaghetil Into bolling water.
A spaghetil softens, gradully
coll It arvund the pan ualll it
s completely under the wilsr,

To keep food from sticking and
from foaming, messure snd sdd
1 tanapoon bland ccoking oil,

Bhorien cooking time slightly i
macaronl, noodlei paghattl are
ADD GRADUALLY 80 o u_h used |a & recipe thal will

BRING TO A FULL, BOILING DOES NOT STOP, “nied lruther cooking ar baking.
HOLLING BOIL,

LEAVE.PAN UNCOVERED,
STIR OCCASIONALLY TO KLEP
FROM BTICKING TO PAN
READ DIRECTIONS ON PACKAGE
FOR COOKING TIME, ‘when "eader”, drsin sl o
L L ’ Use 8 colander or siralser if avallsble,

) US. DEPARTMENT OF AGRICULTURE

prop CONSUMER AND MARKETING SERVICE
SMART SHUPFER RECIPE mﬁ%l%&%oécno%:un




CORPORATION

~ " FOLD-PAK
IS package appea

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

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

You will be too. ¥

%

Fold-Pak Corp., Newark, New York 14513/315-331-32007
Englewood Cliffs Sales Office: 110 Charlotte Place D
Englewood Cliffs, N.J. 07632/201-568-7800
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W ho eats pasta? Everybody does—~
but some more than others,

History has it that Marco Polo
brought pasta from the Orient and
its beginnings are lost in antiquity.
Without a doubt the Italinns popu-
larized the food ever *hough it is uni-
versal,

In the United States the first com-
mercial macaroni manufacturer was
a Frenchman, Antoine Zerega. But
the Italians popularized the food here
in demandiny their ethnic items such
as olive oil, tomato paste and pasta.
Up and down the Eastern seaboard
as well as in the port cities of New
Orleans, Los Angeles, San Francisco
and Seattle you find the Italian in-
fluence and you find fancy pastas sold
in groceries and served in restaurants.
Easterners prefor long goods — spa-
ghetti — Naples style.

As you move towards the Mid-West
short cut elbow macaroni takes over
as the most popular cut, but nationa!-
ly racks up about 30% of total sales
against spaghetti's 40%.

Egg noodles have another ethnic
background. They are favored by the
Teutons and Slavs and the Jewish
communities in metropolitan areas.
They account for about 20% of total
national sales,

Another ethnic influence is felt in
the Southwest where folded noodles
called fideos are loved by the Chi-
canos,

All the other sizes and shapes make
up big numbers in total variety, rang-
ing from alphabets to ziti, but in sales
only account for about 10%.

Back in the 1930's the energy trio
of macaroni, spaghetti and egg nood-
les were publicized because of their
caloric content. Now athletes like
Olympic gold-medal skater Eric Hei-
den eat pasta for quick energy, but
the emphasis is on the protein con-
tribution as well as being a carrler of
the vitamin B complex and iron,

Pasta consumption has doubled in
the past three decades. It has always
been a favorite of children because
of its bland taste and interesting tex-
tures and because It picks up the char-
acteristics of thé sauce or related
items served with it.

Heavy users have been found in
large families that have a number of
children, Pasta has budget appeal —
it makes expensive foods go much
further,

4
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Pasta is used with noticeably great-
er regularity among families on the
Eastern seaboard, including the New
York City metropolitan area. Heavy
users are least evident in the Mid-
west, While this region includes some
very Inr[i-,e citics, the large farm pop-
ulation lowers the overall consump-
tion level when compared to other
regions of the country.

In recent years the changes in de-
mographics have had an impact on
the grocery business and fmgservice
industry, With more wives working
and fewer children being produce
supermarket sales have leveled off as
fast food sales soar. The National
Restaurant  Association quotes the
Bureau of Census projections that
singles account for 22.3% of house-
holds today although they are only
8% of the population,

Pasta must expand its sales to this

[The Macearonl Seller of Naplen]

market segment in the form of i
mac recipes, frozen foods (see e
40 “Upgrade Profits”) and by s ng
more in the foodservice market ¢
page 28 “We Mean Business”)
Pasta products can utilize th ro-
mantic heritage of its Italian | &
ground, but today it is as popul. «s
roast beef and fried chicken, It 1as

to be promoted to increase its iv vr-

ent popularity and frequenry of v

The product prometion coam. tee
of NMMA continues the work ol :he
National Macaroni Institute starte!' to
pick up the loss of tiic export maiket
after World War 1I. This committe¢
oversees the efforts of Burson-Mars-
teller to publicize pasta in consumer
media and in the foodservicr field
These efforts are cooperatively sup-
ported by the Durum Wheat Insti-
tute of the millers and the North
Dakota Wheat Commission.
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“Our 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 welght scales
to carton grass seed. For
packaging corn, peas and
beans, we get very uniform
performance from the two
Clybourn volumetric filling
machines we are using.
These machines require
very little maintenance. We
are now adding automation
equipment to a Clybourn
machine that has served us
formore than 11 yearsl|

“We especially like the
compactness and simplic-
ity of the Clybourn deslign,
which saves space and
makes operator training
2asy."

W \}’)’law;»c

BUD MORIN

Plant Superintendent
NoﬂhmpKlngu‘.:a.

Minneapolis, Minnesota

If your product packaging
could benefit from the same
welght accuracy, uniformity
and dependable operation
enjoyed by Northrup King,
Join the famlly of satisfied
Clybourn customers.

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

o

CLYBOURN MACHINE COMPANY
# division of Paxall, Inc,

76158 N. Lindar Avenua

Skokie, Illinols 80077

(312) 877-7800

GOLDEN
GRAIN
SAY 66 99

“We Prefer Clybourn ... to
carton all our products!"
"We have eight Ciybourn
cartoners at work in lllinols
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."

“Our Clybourns range in
age from 12 years to recent
deliveries of two fully-au-
tomatic vertical cartoners
with volumetric fillers. All
the machines are operating
efficiently. Our oldest Cly-
bourn s stlll running at orig-
nal speeds and dellvering
the accuracy we requlire.”

“We prefer Clybourn for
its simpliclty of design,
dependability, and the
quick service we get when
needed. . . . And we'll be
buying more Clybourns Iin
the future."

CARLOVARESCO

Plani Manager

Golden Grain Macaroni Co.
If your product packaging
could benefit from the
same accuracy, slft-proof
seals and dependable oper-
atlon enjoyed by Golden
Grain, Join the family of sat-
Isfied Clybourn customers,

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

CLYBOURN MACHINE COMPANY
s divislon of Paxall, Inc,

7516 N. Lindsr Avanue

Skokie, lllinols 80077

(312) 677-7800

ARM &
HAMMER
SAYS<< >

“We llke our Clybourn
cartoners because they are
easy to maintain, adjust
and clean.

“We run all of our prod-
ucts on Clybourn vertical
cartoners with volumetric
fillers. The products In-
clude Arm & Hammer Bak-
ing Soda, Laundry Deter-
gent and Washing Soda, in
carton sizes from 8 ounces
to 4 pounds. The machines
have taken considerable
pounding over the years,
yet still give us the weight
accuracy, carton sealing
and overall performance we
expect.

“And one of the big rea-
sons we are so satisfled
with Clybourn is good ser-
vice, We always get a quick
response when a problem
arises."

!"rﬁ (_()n..-.. fm]’;

ROBERT COMSTOCK

Projecl Manager

Church and Dwight Company, Inc.
Piscataway, New Jersey

If your product packag-
ing could benefit from the
same weight accuracy, sift-
proof seals and dependable
operation enjoyed by Arm
and Hammer, join the
family of satisfied Clybourn
cuslomers.

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

i

CLYBOURN MACHINE COMPANY
a division of Psxall, Inc,

7515 N, Linder Aveanue

Skoklie, |llinois 60077

1312) 677-7800
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Making the Most of Pasta

Craig Claiborne with Pierre Franey
Writes in the New York Times

Magazine:

If we had to make a list of the major
developments in American taste
within the past decade, it would most
certainly include the discovery that
there is more to Italian pasta than spa-
ghetti and lasagna with tomato or
meat sauce, During the 1970's many
Americans began to do as the Italians
do — serve their pasta with a variety
of subtle sauces made with vegetables,
cream, fish, poultry, game or meat.
Here are some recipes for these “new”
kinds of sauces, which emphasize
toasted peppers, peas and broceoli.

Linguine con peperoni freschi
(Linguine with roast peppers)
4 sweet red or green rs or,
preferably, a cgmbingggrlr::f bath
1 small onion
Y4 cup olive ol
1% teaspoons finely chopped garlic
Y4 teaspoon hot red-pepper flakes
1 cup fresh tomato sauce (see
recipe)
Salt and pepper to taste
Va cup finely chopped parsley
1 pound linguine, cooked accord-
ing to package directions.

1. Preheat the broiler to high. Place
the peppers on a sheet of heavy-duty
aluminum foil and broil, tuming often,
until the skins are burnt all over.

2, Hold the peppers under cold run-
ning water and pull off the skin with
the Aingers. Cut the peppers into strips
(julienne). There should be one and
one-third cups.

3. Cut the onion in half. Slice it
thinly. There should be about one cup.
4. Heat the oil in a skillet and add
the onion. Cook, stirring, until onion

starts to brown, Add garlic and cook
«ickly.

5. Add the cooked pepper strips, |

pepper flakes, tomato sauce, salt and

pcp{wr to taste, Cook, st[rrinpi gently,

until tomato sauce is piping hot. Stir

in the parsley. Serve with linguine.
Yield: Four to six servings.

Salsa di pomodoro fresca
(Fresh tomato sauce)
2% pounds tomatoes, cored and
eeled
galt and freshly ground pepper.

1, Cut the tomatoes in half. Cutthe
halves into two-inch cubes. There

should be about four cups.

2, Put the tomatoes into a skillet or
saucepan and cook about 20 minutes.
This should reduce to about two cups.

8. Add salt and pepper to taste,
Yield: Two cups.

Rigatoni con brocceoli
(Tubular pasta with broccoli)

1 bunch broceoli, about one and
one quarter pounds

8 tablespoons olive oil

2 teaspoons finely chopped garlic

Y% teaspoon hot red-pepper flakes

Y5 cu re:lh or (;ﬁnncd chicken broth
Salt and freshly ground r

1 pound rigatoni, c%)o'ked am?;ing
to package directions,

1. Cut the broceoli fowerettes off
the stems. Cut the stems into ample,
bitesize pieces (You can use the large
stems, too,) Cut away the outer skin,
Cut the stems into one-and-one-quar-
ter-inch lengths. Cut the pieces into
half-inch slices, Cut the slices into
quarter-inch strips, There should be
about six cups of stem pieces and
flowerettes,

2, Bring a large quantity of water
to the boil and add the broccoli. Cook
about one to three minutes and drain.
Do not overcook. The broccoll must
remain slightly crisp. Run cold water
over the broceoli to chill quickly,

3. Heat the oil in a skillet and add
the pgarlic. Cook briefly, without
browning. Add the broccoli and toss
to heat through. Add the hot red-pep-
per flakes. Add the broth, salt and
pepper to taste and bring to the beil,

4. Toss with hot cooked rig iton
and serve immediately,
Yield: Four to six servings.

Pasta con salsa marinara
(Pasta with tomato and garlic s

6 tablespoons olive oil

2 teaspoons finely chopped gurlic

2 cups fresh tomato sauce (sec
reci

1 teaspoon dried, crumbled oregam

Y teaspoon hot,.dried red-pepper
flakes

2 tablespoons chopped fresh hasil

leaves or 1 teaspoon dried

2 t?blespoons finely chopped par.
sley

Salt and freshly ground pepper

1 pound spaghetti or saghettini,
cooked

Freshly grated Parmesan cheese.

1. Heat four tablesoons of the oil in
a saucepan and add the garlic. Cook
briefly, without browning, add all
ingredients except the pasta and Par-
mesan’ cheese, Bring to the boil and
simmer briefly.

2. Toss the cooked pasta with the
remaining two tablespoons oil. Serve
with the hot sauce. Serve spriLied
with the Parmesan cheese.

Fettuccine con piselli
(Fettuccine with peas)

1 cup freshly shelled peas or 1-10-
ounce package frozen peas
¥4 cup heavy cream
1 pound fettuccine
8 tablespoons butter, cut into wall
pieces
% cup freshly grated Parmes:
cheese
Y& teaspoon freshly grated nuti g
Saftm lreshly’;;gound pepp -

1. Drop the peas into boiling v ter.
If fresh, they should cook abou e
or two minutes, If frozen, they sl uld
cook 10 seconds or just until the eas
are no longer sticking together, 1 ain
and run brefly under cold w ter
Drain again and retum to a sauce .
Add cream; set aside.

2. Cook the pasta accordiny. to
package directions. Drain quickly

3. Put the butter in & hot serving
dish for tossing the pasta, Add the hot
pasta,

4. Heat the peas in the cream Drief-
ly. Add the peas in the cream to the
pasta. Add the cheese, nutmeg, salt
and pepper to taste, Toss well and
serve hot.

Yield: Four servings.
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Even the rich
can be seen
goingincircles...

With aWright Machinery Rotary NT Welgher, going
in circles can be a very prolitable idea.

Macaroni and noodle products are packaged in
rigid containers at speeds from 120 to 220 weighings
per minute, depending upon product and charge
welght. And the Rotary NT Welgher allows the
packager to maximize speed without acompromise
in accuracy.

Wright offers two models of the Rotary NT
Weigher: the 12-scale and the 18-scale NT Weighers.
It greeter speed Is required, two 12-scale NT
Weighers may be combined into a Dual Rotary Net
Weigher that boasts a total of 24 weighing heads.

So don't hesitate if your application requires
something different from the well-known Wright
Form/fil/seal Systems or Wrighl Modular Welighers.
Go In circles with a Wright Rotary. You'll be in fast,
top company. Write or call Martin D, Cicchelli, Vice
President—Sales, for technical literature and price/
delivery information.

WRIGHT MACHINERY DIVISION

P.0.BOX 3811, DURHAM, N.C. 27702 » 919-682-8161 ﬂ

Rexham
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SUCCESSFUL WINTER MEETING

Fy*he Winter Meeting was marked by
4 good weather, excellent turnout,
and an interesting program,

President Paul A, Ve.mylen review-
ed the accomplishments of the past
vear, noting the merger of the Nation-
al Macaroni Institute with the Na-
tional Macaroni Manufacturers Asso-
ciation, the retention of the Wash-
ington Attorney, the development of
the Foodservice Manual, a good year
for Association meetings and pro-
grams Including promotion and publi-
city.

A collection of flms from Sports Pro-
ductions, Inc, Box 2968, Rumson, NJ
07760 (toll free phone: §00-631-2180)
were shown while committees held
their meetings for reports to be given
the next day.

Standards Committee

Standards Committee Chairman
Mickey Skinner reported that the
Food and Drug Administration has re-
spondad on the Oriental Noodle Peti-
tion but has taken no action because
of hudgetary considerations. Flagrant
violators have been told to comply
with the standards for airiental noodle
labeling, He urged macaroni inanutac-
turers to respond to the Hearing Clerk
of FDA noting that egg breakers have
been most cooperative,

Mr. Skinner also reported that testi-
mony was given in Atlanta on the Um-
brella Good Manufacturing Practices
Hearings. He reported that weights
covered in Handbook #867 is still be-
ing drafted, but the present allowance
for moisture loss at 3 percent for pasta
is “something we can live with.”

He reported that milling tests at
North Dakota Mill and processing
tests at the Skinner plant on the new
variety Edmore=high gluten durum,
added extra strength with less break-
age and made a much better product.
It was not quite as good agronomical-
ly as Vic which wil pmb:ﬁjly replace
it. Details will appear in the Macaroni
Journal,

National Affairs Committce

Counselor Gary Kushner reported
for the National Affairs Committee
stating that committee members will
focus on commenting or testifying at
Congressional Hearings on matters of
general interest to the food industry
und those in particular to the macaro-
ni industry. Wewill continue eoordina-

8
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ting efforts with allied organizations.
Mr, Kushner urged that political clout
be exercised on the oriental noodle
problem and a visitation program with
three or four people meeting Con-
gressmen in Washington periodically
would help the cause, He reported
that federal open dating is not on the
docket—there will be no food bill this
year, but food will come under seru-
tiny for campaigning for fall :ections.

Durum Relations Committee

Durum Relations Chairman Lloyd
Skinner reported that the agronomy
program at North Dakota State Uni-
versity underwritten for the past five
years by the National Macaroni Manu-
facturers Association, Durum Wheat
Institute, and North Dakota State
Wheat Commission has $7,000 from
each partner, will now be increased to
$10,000 per partner for continuation
of such work as that which has pro-
duced Edmore and Vic, high gluten
wheats. Annual contributions to the
Crop Quality Council will be increas-
ed 5 percent. Vance Goodfellow of
that organization gave a brief report
on the durum situation which will be
reprinted in the Macaronl Journal,

Mr. Skinner announced that regis-
tration for the Wheat and Wheat
Foods Order Referendum had to be in
by February 5. Passage of the 1¢ per
bag assessment will generate $200-300
thonsand per year for research and
nutritional promotion,

Norman Weckerly of the U. S. Dur-
um Growers Association said the crop
in 1979 was good, but there was some
frost damage. He looks for acreage to
be up in 1980, to be influenced hy

hard red spring prices and sunflo ¢p,
Sunfloweracreage is now equal tc lur.

um, He said the embargo had v 4§

shock, but the market had been csi.
liant. He noted there is a thre.t of
war, but otherwise, the markit is
bearish,

NMI Committee

Nick Rossi, Chalrman of the Pro.
ducts Promotion Cammittee, said the
objective of the NMI program is to
increase consumption in the domestic
market. Contributions to the Institute
were up 14 percent in 1979, and the
durum mill grind was up 10 percent

for the first ten months, 1980 should 8

be a great year,

Bill Henry of the Trade Relations
Committee reiterated that good com-
munications and laison with the trade
were essential, He reminded the
group of the National Association of
Wholesale Grocers meeting in March
and the Marketing Institute in May.
He observed a high turnover of buyers
and declared space allocations for dry
pasta needs increasing,

How to Get Rich

Financial analyst Fred ], Young
gave a light but thought-provoking
talk on “How to Get Rich and Stay
Rich” describing a formula written in
the book by the same name published
in May, 1979, by Frederick Fell, I'ib-
lishers, Inc., 386 Park Avenue South,
New York, NY 10018. The book -¢lls
for $9.95 and is good rending.

Product Promotion

Elinor Ehrman of Burson-Mars!
gave the product promotion n
stating that 1979 was the year
pasta met the challenge of infla ¢
the need for nutritious on-th @
meals, meatless meals, gourmet m
menus for singles and doubles, as
as pasta for a crowd. A box sco
placements and circulation will g«
with the Progress Report in the : id-
dle of the inonth, but highlights s
that 118 major storfes in const
magazines reached a circulatio
584 million. Eight stories appearc.. in
syndicated Sunday Supplements lIIh
a combined total of 1,908 papers with
a circulation of more than 130 million.
Major market newspaper coverdgt
was extensive and ranged from fea-
tures like “Pasta Power” to “Pasta Fit
for a Pope.” NMMA's 75th anniversary
was observed at the annual Macaroni
Family Reunion—New York Press Par-
ty in the fall,
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GOLDPIECE!

The value of this "goldpiece”
increases dramatically when
used in your food processing
extruder.

Let us show you how. Call

LT
R o,

D. MALDARI & SONS, INC.
557 Third Ave., Brooklyn, NY 11215
Phone: (212) 499-3555

America's Largest Macaroni Dic Makers Since 1903 — With Management Continuously Retained in Same Family

Armit, 1980




Winter Meeting

(Continued from page 8)

1680 starts out with a bang with
February's Good Housekeeping Mag-
azine showing 50 Plus Ways to Eat
Pasta, Family Weckly, February 17
issue, Food for the Olympics, leads off
with our color photo of chicken noodle
soup, Weightwatchers will have a ma-
jor pasta story in the March issue, and
Modemn Bride will have a full page
color of stuffed shells in “Easy Enter-
taining” in the May issue.

Food editor Marilyn Norton Moore
of the Miami News gave us a page
plus with a color photo of macaroni,
spaghetti and cgﬁ; noodles in a story
“Use Your Noodle—when the palate
craves pasta, there’s a choice, what-
ever the size or shape, it's the perfect
food.”

Coples of the Pasta Foodservice
Manual will be sent to each member
of the Association. Additional copies
will be sold at cost of 810 plus hand-
ling and shipping from New York.
Quantities are ?imited, so if Iar%e size
orders are required, please let us
know so a run can be prepared.

R TR e T N IR o eI Y TINESCIT A I g S heee s b o

Frymaoster Equipment

Crawford Hicks of Frymaster des-
cribed his equipment for fast food
operation. The Spaghetti Magic Ma-
A cEInc takes 82 inches left to right and
i, 80 inches front to back. The cost is
$2,000, and they have sold 15,000 in
\ in the past five years. Six pounds of
dry product yield 15 pounds of wet
spngﬂetﬂ. Key statement: “A system

is essential.”

: Foodservice Panel
7 Ken Murphy of Catelli Ltd. explain-
& ed where Tooclservim pasta fits into
the overall business picture, Fonserv-
ice business in both Canada yud the
U.S. is /rowing in excess of 10 percent
annually, As an industry we must in-
sure we obtain our fair share of the
foodservice volume. In the retail busi-
ness the supermarket shelf is your si-
lent salesman, In foodservice it is the
] menu, We must get macaroni products
on all menus,

Catelli's has a special products di-
vision, They have designed a food-
service brochure, They have equipped

3 their sales people with information on

what pasta is and how it is made, how
it is cooked, the importance of timin

- in rinsing and cooking, and the proo

: is in the eating. Mr. Murphy's points

! were illustrated with audio-visual,

10
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and his comments will appear in the
Macaroni Journal,

Phyllis Larsen of Golden Grai Ma-
caronf, San Leandro, said we must
learn to communicate with pcople on
a new planet—the foodservice bosiness
has many segments and variations,
and you must learn what the customer
needs and wants. She reemphasized
the basic points made by Mr. Murphy
and suggested a Convention booth at
restaurant shows as an excellent way
to meet foodservice prospects and
make sales,

Gus Capollupo of San Giorgio ob-
served that on a whole foodservice
pasta is not as good as at home, but
the restaurant is a sampler that pic-
ques the consumer’s desire to serve the
product at home, He observed that
various food councils and segments
of the food industry are vying for the
food dollar, so we must advertise uses
and profit potential,

Pasta use can be e*janded greatly
by emphasizing recipns using other
than red sauce. White sauces or vege-
table combinations are neglected areas
full of opportunity. Foodservice dis-
trlbuﬂonll’ms become big business, he
abserved, and price is not on top of
the list any more. Better quality is re-
quired to ensure product perform-
ance. Education cannot wait nor be
meEmented. Each manufacturer must
make his own plan but look to the
Association for background assistance.

Customer’s Viewpoint

From the customers’ viewpoint
Mary Duffy of Interstate United says
her company has annual sales of $375
million. She complained that the pasta
industry had not been agpressive
enough stating, “You must provide
us with tools, We need: (1) multilin-
gual recipe cards; (2) cooking instruc-
tions; (3) cost-yield information per
portion; (4) new ideas for serving; (5)
merchandising programs,

Joseph Sciortino, Plantation Sysco,
has been in foodservice 23 years start-
ing at Heinz. Ten years ago Sysco
didn’t exist—today it sells $1 billion
worth of products, Fifty men call on
5000 customers with 3,000 items.
Sales meetings are the vehicle for
training people. Restaurants sell by
the serving,

David Steadman, editor and pub-
lisher of Ideas for Restaurant Profits,
caters to white table service restaur-
ants in 17,000 hotels and motels and
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5,000 private clubs and military w ts,
He noted that manufacturer must re.
spond to local market conditions, \ a.
jor concerns include: (1) food o s
(2) customer traffic; (3) energy cuts;
(4) help training and turnover; (5) the
manager works 12 hours a day, 8 d.ys
a week and usually grew up in the
business. Also, he begrudges time with
salesmen. 2

Look to the innovators, Upgrade
your presentations, Side dish alterna-
tives in European and Continental
menus, Work with the chef, He is a
different kind of animal. A good way
is to run contests to create new ideas
for new recipes.

Social Program

On the social side suppliers under-
wrote the Suppliers’ Socials preced-
ing dinner each evening, Top winners
in tennis were Charles Niskey and Jo-
an Henningsen. Ted Sills bowls for
golf prizes were won by Joe Viviano
and Kitty Katskee,

Qur thanks to the hosts of the sup-
liers” socials:

ADM Milling Company
Shawnee Mission, Kansus

Amber Milling Division
St. Paul, Minnesota

Ballas Egg Products Corporation
Zanesville, Ohio

Bender Goodman Co.
New York, New York

Boise Cascade - Composite Can Div.
Hazelton, Missouri

Braibanti Corporation
New York, New York

Brown Produce Company
Farina, 1llinois

Buhler-Miag, Inc.
Minneapolis, MN

Clermont Food Machine Co.
Brooklyn, New York

Clybourn Machine Company
Skokie, Illinols

Cooley Sales, Inc.
Shawnee Mission, Kansas

De Francisci Machine Corporatio
Brooklyn, New York

Dinmond Packaging Products Divis' m
Bala Cynwyd, Pennsylvania

The Egg Company (Cutler)
Libertyville, Illinois

Egg Corporation of America
Westwood, New Jersey

Faust Packaging Corporation
Central Islip, New York

Fold - Pak Corporation
Englewood Cliffs, New Jersey

(Conlinued on page 38)
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G anna “Mama D7 1 Agosting, of tv-eooking and cookbook 1

If it looks good and tastes good. That's good pasta!

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

Thanks to uniform high quality, color and
geanulation, these ingredients make your pasta
cperations run more smoothly,

Amber works exclusively with the finest durum
wheat grown by farmers of the northern plains. And
Amber grinds this fine durum in its modern efficient mill,

And Amber serves you right...by matching your
spees and by shipping when promised. And the
consurer gets a break, too, because the proof is in
the cating. Call Amber now for your own proof,

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn. » General Offices at St Paal, Mica. 55165/ Phone (612) 646-9411

is inthe
passta




Durum Perspective

U.S. durum wheat production cen-
tered in North Dakota with 8,250,000
acres harvested and production of 84,
500,000 bushels in 1979, is a success
story not to be taken for granted. It
is the result of a broad partnership be-
tween macaroni manufacturers, dur-
um millers, durum growers, university
sclentists and allled groups to solve
common problems associated with

rain quality, stem rust resistance and
ependability of durum supplies for
processing, This shared interest has
significantly contributed to a sound
expansion of durum research that has
meant increased income profitability
and growth throughout the durum in-
dustry.

The research records of the last
decade — the release of nine new
durum varieties, increased yield po-
tential up 15 percent, maintenance of
high quality and color with the addi-
tion of strunf; gluten characteristics
improving tolerance to cooking and
better protection ngainst stem rust
dest.uction — are remarkable achieve-
ments. For the 1980's a similar vigor-
ous commitment to research must be
made by all segments of the industry.
The Crop Quality Council represents
this {nterest and will continue to press
for adequate research funding assur-
ing needed durum production to meet
anticipated domestic and export de-
mand,

Newer Durum Varieties
Expand in Acrenge

High grower acceptance is again
demonstrated by the use of newer dur-
um varicties, The 1870 North Dakota
variety survey showed Ward in first
place at 39 percent but down from
1978. Rugby held second place at 17
percent of the acreage, an increase of
4 percent, An increased acreage also
was shown for'Cando, the Erst semi-
dwarf durum that checked in at 12
percent, The three varieties represent-
ed 68 percent of the North Dakota
durum acreage last year. Edmore, the
first high gluten varicty released, mov-
ed on to the chart at 1 percent. It is
anticipated that Rugby will increase
in 1980 replacing some of the acreage
now seeded to Ward and other varie-
ties.
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CROP QUALITY COUNCIL REPORT
by Vance V. Goodfellow, President

The newest high gluten variety, Vic,
released last spring shows yield
tential similar to Rughy and should
become a strong competitor when
seed becomes available, Approximate-
ly 120,000 bushels of Vic will be avail-
able for spring seeding about 80,000
acres, 1880 production will be mostly
for seed Increase thus it will be 1081
before commercial quantities will be
marketed,

Winter Seed Increase

The annual increase of experimen-
tal durum breeding lines during the
winter months in Mexico continues
to provide a vital link in develuping
new commercial durum varieties, Now
in its 26th year, the Mexican nursery
location has permitted the rapid in-
crease of durum germplasm. Most
all durum varicties grown in Upper
Midwest states were first iucreaseﬁn
Mexico,

The release of Vic durum in 1079
by the North Dakota Experiment Sta-
tion points to another program suc-
cess story. Dr. James Quick, durum
breeder at North Dakota, has made
effective use of the nursery that re-
sulted in the release of Vie six years
after the original greenhouse cross in
in 1973. Vic was grown in the Mexico
nursery in the development sequence,

Economic importance of the pro-
gram to U Per Midwest grain produc-
tion is h{gE y significant. Dr. Quick, in
a recent rescarch report, stated the
Winter Nursery Program in Mexico
had significantly accelerated durum
wheat research efforts resulting in re-
lease of pew durum varieties, He in-
dicated this allowed producers and
other segments of the industry to util-
ize plant genetic advances more
quickly than would be possible with-
out the winter nursery. Additional
monetary benefits to North Dakota
durum producers were calculated on
the earlier availability of seven new
varieties for the period 1961 - 1970
which showed an increased return of
150 million dollars due to Ligher yield
and improved ruality.

Dr. Quick predicted that the new
high gluten durum types, Edmore and
Vic, would add an estimated 118 mil-
lion dollars in producer income dur-
ing the next 10 years due to increased
market demand,

New variety Edmore durum Is served at
Spoghetti Break ot the Crop Production
Conference In Minneapolls, Chef In check-
ered cop is Mel Maler, North Dakota Wheat
Commission; Vance Goodfellow, Crop Qual-
ity Council (center); Dr. Jim Quick, plant
brehenger, North Dakota State University (far
right).

Wheat Stem Rust

In a review of grain variety devel-
opment research in the December,
1679 issue of Cereal Foods World, a
publication of the American Associa-
tion of Cereal Chemists, Dr. Walter
Bushuk, University of Manitoba, Win-
nipeg, stated that “plant breeders have
managed to stay ahead of the rust
problem.” He further indicated that
“stem rust is the most serious disease,
since it can cause 100 percent loss, It
is under control through the use of
resistant varicties but the potential for
loss is always there. Breeders continue
to incorporate more resistance into
new varieties,”

Scientists at the National Cer: il
Rust Laboratory, St. Paul, MN, o 2
indicated that without present st n
rust resistance in commercial dur n
and spring wheat varieties, an eco -
mically serious epidemic could oc
two out of every three years in Up
Midwest production areas. Each y v
hundreds of durum lines are screer d
for stem rust susceptibility. The id

tification of new genetic sources ' §

rust resistance must be sought ¢

stantly to “stay ahead of the rust pr - §

lem.” Annual stem rust surveys d
ing the growing season, help monit ¥
changes in rust races that may be p»
tentially destructive to future produce
tion. Present commercinl durum var-
feties have excellent stem rust resis-
tance,

Labxratory Funds Restored

Throvgh urging by the Crop Qual-
ity Council and others, Congress re-

(Continued on page 14)
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Could it be the durum people?
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WILL HAUE
THE MOST
DERN
SEMOLINA MILL

the durum people
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NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
Phone (701) 772-4841
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Crop Quality Council Report
(Continved from page 12)

stored $100,000 for the USDA Spring

and Durum Wheat Quality Labora-
tory at Fargo, ND, that had been cut
earlier in the President’s budget. The
total 1980 budget for the laboratory is
$279,000, the same as in 1979. Durum
quality research conducted by the
USDA Laboratory compliments the
rl|Juality work of North Dak?ta S!at.ti
niversity's Department of Cere
Chemistry in expanding the practical
application of new technology for use
by industry.

Current Moisture Situation

Fall top and subsoil mosture in
North Dakota was rated much below
normal with shortages reported in ov-
cr 35 percent of the state, Soil mois-
‘wre was also short over much of Mon-
tana. Some snow has been received
but amounts have been generally light
and high winds have caused soil blow-
ing. South Makota also reported short
moisture supplies in north central and
westemn sections. 1850 crops in these
regions will be extremely dependent
on good spring and summer molsture,
Additional snow now would benefit
fall seeded crops and reduce wind
erosion. Minnesota soil moisture Is
considered adequate.

When considering moisture poten-
tials for the 1980 crop, climatologists

tell us we should be guided by the soil
September through November. These
months are referred to as the “re-
charge” period when moisture is ac-
cumulated in the soil and provides a
reserve for the next crop season.

Planting Intentions

Durum plantings were indicated at
4.9 million acres, up 20 percent from
last year primarily I;)ecause of strong

rices relative to competing crops.

ntentions in North Dakota were up
17 percent and Durum acreage in the
Southwest is likely to be nearly double
last year.

Crop Quality Council

Earl Nr;ll Sonnesyn, fvic&praidem
and general manager ol n opera-
tIons,glntemaﬂonnf Mulﬂf:)‘lods Co:ppﬂﬂ..
Minneapolis, was re-elected chairman
of the Crop Quality Council at the or-
nization's 58th annual meeting in
finneapolis, He has served as a direc-
tor of the Council since 1977,

William W. Hay Jr., vice-president
and general manager of flour milling
operations of The Pillsbury Co., was
clected vice-chairman. J. M. Selover,
vice-president of Northwestern Na-

tional Bank of Minneapolis, was nam-
ed treasurer,

Elected to the board of direc ony
moisture present for the months of was Boyd C. Bartlett, senfor \ ce

* president, agriculture and consu ner

products, Deere & Co., Moline, 1|l
Vance V, Goodfellow was re-ele: ted
Council president and J. Charles \al.
ters was re-elected secretary.

Durum Stocks

Durum stocks included in the all
wheat aggregate as of Jan, 1 made up
107,642,000 bus, 8% less than 117,
006,000 bus a year earlier and 1%
less than 108,415,000 bus held on Jan,
1, 1978.

Durum holdings at the start of 1980
included 87,384,000 bus on farms and
20,258,000 bus in off-farm positions,
against 98,094,000 and 18,312,000, re-
spectively, in 1979, October-Decem-
ber aurum disappearance was 45
849,000 bus, up 38% from 33,315,000
in same quarter of 1978.

Prince and Italgrani Plan Mill

Prince  Macaroni Manufacturing
Co., Inc.; Lowell, Mass., and Italgrani
US.A,, Inc, the US. subsidiary of a
major Italian grain company, have en-
tered into an agreement in principle
tn form a joint venture to build a
durum mill adjacent to a grain export

{Continued on page 21)

1979 UNITED STATES DURUM PRODUCTION
U.S.D.A. Annual Symmary January 15, 1980

Acreage Harvested Yield Per Acre Production (bw.)
(bu) Prospective Planiin. °
State 1978 1979 1978 1979 1978 1979 198 1980 u
Indicated % of 1V 9
Minnesota 98,000 77,000 38.5 37.0 3,773,000 2,849,000 90,000 13
North Dakoia 3,240,000 3,250,000 315 26.0 102,060,000 84,500,000 3,900,000 1nm
South Dakota 190,000 165,000 20,0 220 3,800,000 3,630,000 240,000 137
Monltana 290,000 325,000 30.0 21.0 8,700,000 6,825,000 390,000 116
California 115,000 45,000 75.0 80.0 8,625,000 3,600,000 85,000 181
Arizona 91,000 70,000 70.0 75.0 6,370,000 5,250,000 140,000 187
u.s. 4,024,000 3,932,000 33.1 271 133,328,000 106,654,000 4,845,000 120

* U.S.D.A. figures released January 21, 1980,

1979 CANADIAN DURUM PRODUCTION
(Based on Statistics Canada November, 1979 estimates of production)

Acreage Yield per acre (bu.) Production (bu.)
Province 1978 1979 1978 19791 1978 19791
Manitoba 250,000 150,000 29.2 240 7,300,000 3,600,000
Saskatchewan 3,000,000 2,300,000 283 215 85,000,000 54,000,000
Alberta 400,000 350,000 3.2 243 12,500,000 8,500,000
Prairie Provinces 3,650,000 2,800,000 28.7 23.6 104,800,000 66,100,000

! As indicated on the basis of conditions on or about November 15,
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What do you want with Len DeFrandsc?
Look at it this way.

3 catalog, plug in, and forget aboul.
I's a major project.

specific location it's going to occupy in your plant, and for the
particular environmental conditions it will meet there.

attention with which it was designed.
And, because it Is a major plece of machinery, it should be

While every machine or vital component s erected and
tested In our plant, It has to be dismantled for
shipment. When it's set up In your plant, we
want to be sure it's set up just so.
We do this — not because we
doubt a customer's ability to put one
of our machines into operation —

A macaroni production line Is not something that you order [rom

Properly. it should be spedifically designed for your plant, for the

It should be Installed with the same skill, and the same care and

kvingly attended to by its designers and builders until it Is working
1o perfection — and for as long after that as it remains in operation.

Len DeFrancisci is
standard factory
equipment on every
Demaco macaroni plant.

it's just that we want you to get everything oul of our machine
we designed and built Into it.

So Len, Jiggy, Joe DeFrancisdl, or someone just as skilled {in
engineering, assembling. or praduction), stays with you all along
the line, He's part of the package. He's there to protect your
interests and gel the machine into profitable production for you
soon after it amives, lHe's a prolessional skeptic. He makes sure the
macaroni production line does exactly what we say it will. And,
when he says it works right, it works right.

This is precisely the way we work. In fact. since we stangd
serving the macaroni industry in 1911, it’s the only way we've ever
known how to work.

1f you'd like to work with people who work that way, why not
conlact us? Ask us to make travel

arrangements for Len or one of
our men st like him.

==




Lrastically reduces the time required in the production cycle.

igher drying temperatures reduce plate counts to 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 Quolities Drying Time
Slashed. Easier Cleaning Improved. Chopped.

Lock Tight to Stickiness Eliminated
Conserve Encrgy.

I_.FI - Tad =1 N
gt = ‘ -
e, -
4 L _ - ) 1
s TY A ] i s - -
AuiomﬂcsEp:r:;;;orn Press Preliminary Dryer Final Dryer Product Cooling Section Storage Silo Stripper

:{xﬁf@%@ﬁ%ﬁi corporakion

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

Braibanli

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

ApRiL, 1980 17

PHONE (212) 682.6407-682.6400 . TELEX 12-6797 BRANY
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The Wheat Situation
from the
U.S. Department of Agriculture

Wheat Prices Return to Pre-
Suspension Level
Record Exports Likely

Wheat prices remain well above a
year ago despite the January 4 sus-
pension of grain sales to the Soviet
Union, Prices weakened initially but
have recovered and advanced above
pre-suspension levels in most areas,

To soften the expected market im-
pact of the sales suspension, the Gov-
emment immediately implemented a
number of program changes. The
most significant action was the an-
nounced intention to purchase 150
million bushels of wheat, including
the assumption of contractual obliga-
tions on up to 135 million bushels that
will not be shipped to the Soviet Un-
fon. This wheat would not be resold
on the market but would be used
to insure future U.S. foreign food-nid
commitments.

Other program changes Increased
the 1879 loan rate from $2.35 to $2.50
a bushel and raised the farmer-owned
release and call levels. All these ac-
tions helped maintain prices at earlier
forecast levels, The average farm price
is expected to range from $3.70 to
$3.80 a bushel compared with $2.88 in
1978770,

Prospects for a record export sea-
son still overshadow the expected in-
crease in wheat carryover stocks. Ov-
erseas shipments during June-Decem-
ber were at a record setting pace, to-
taling nearly 900 million bushels.
The suspension of grain sales caused
prol]ccted 1679/80 U.S. wheat exports
to he lowered 75 million bushels to
1,325 million. This exceeds the 1873/
74 record season by over 100 million
hushels, Despite the projection of rec-
ord wheat disappearance in 1978/80,
yearend stocks are expected to be
slightly higher than in 1878/79 be-
cause of the near-record 1979 crop.

When winter wheat producers were
firming up their planting decisions
last fall, farm prices were nearly $4
a bushel and prospects for 1980 crop
prices continued strong, This outlook,
coupled with no set-aside require-
ments in 1880, led winter wheat grow-
ers to seed nearly 57 million acres, 5
million more than a year ago and the
largest aren planted since 1976, On

January 1, Durum and other spring
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wheat growers indicated they may in-
crease 1080 planted acreage 1 million
acres over 1879, Although 1980 winter
wheat developments indicate that
yields will be down from last year's
record, it appears that the 1980 U.S.
wheat production may again top 2 bil-
lion bushels. Weather still remains
the big determination for both the
winter and spring crops.

The 1979 world wheat crop is cur-
rently estimated at 405 million metric
tons, substantially down from 1978's
record 439 million tons, but still the
third largest ever. Globel wheat trade
is projected at a record 78 million tons
despite recent curtailment of U.S.
sales to the Soviet Unlon.

The Durum Situation

Little Change in Durum Stocks
Prices Considerably Higher

Durum stocks on January 1 totaled
108 million bushels, modestly below
last January, Increased 1979/80 carry-
in stocks mostly offset the 20 percent
decline in the 1979 crop, so this year's
Durum supply is only slightly below
last year's record 200 million bushels
(table 8). In the same tone, June-De-
cember disappearance was about on
par with the heavy use early last year.
A slow starting export season, caused
by the Duluth-Superior work stop-
page, uccclerated when loading re-
sumed, A record 17 million bushels
of Durum left U.S. parts in Novem-
ber. Mill grind also increased despite
prices that reached $6.00 per bushel

during October. For 1978/80, Durum -

disappearance is expected to reach an-
other record, cutting in the large sup-
ply and reducing year end carryover
stocks,

June-December exports totaled 55
million bushels compared with 60 mil-
lion for the same period a year ago.
But mid-January outstanding sales
slated for future delivery were 9 mil-
lion bushels ahead of last year. Thus,
1979/80 exports may be near or ex-
ceed last season’s record (table 3).

Durum market prices declined from
an early October high of over $8 a
bushel when Great Lake seasonal ex-
port demand ended. Domestic buying
was cautious at the $1.50 October
spread over hard spring needed to
narrow considerably to induce ex-
panded buying. Durum market prices
may be expected to weaken from cur-
rent levels as the crop year progresses

0 I 2 Ve el L e T b W

because of the expected large inerc s

*in 1880 Durum acreage.

Favorable prices and no set-us de
induced producers to plan a sharp .
crease in 1880 Durum acreage. Gr w.

ers intend to seed 800,000 acres ni e [§

than the 4.0 million in 1979.

Dietary Recommendations

The Federal Government set down
a list of seven general dietary recom-
mendations which they claim could
improve American eating habits and
maintain health,

The guidelines, announced by Sec-
retary of Agriculture Bob Bergland
and Surgeon General Julius B. Rich.
mond, urge Americans to eat a varicty
of foods, especially those with ade-
quate starch and fiber, but avoid fats,
sugar and salt.

The recommendations are “purcly
advisory,” Bergland emphasized,

The seven guidelines, published in
a small booklet available from USDA,
include:

1. Eat a variety of foods daily. In
this category, USDA and HEW in.
cluded fruits; vegetables; whole grain
and enriched breads; cereals and grain
products; milk, cheese and yogurt;
meats, poultry, fish and eggs; and le-
gumes (dry peas and beans),

2. Maintain ideal welght. USDA
and HEW specifically urged Ameri-
cans to ent slowly, prepare smaller
portions and avold “seconds,” while
encouraging them to exercise, av i
teo much alcohol and eat less fat s d
S'ngﬂrc

3. Avoid too much fat, saturated t
and cholestrol. Specifically, the fede il
government urges Americans 0
choose lean meat, fish, poultry, ¢ ¥
beans and peas, while “moderatii .
use of eggs and organ meats, such
liver,

4. Eat foods with adequate stai h
and fiber, Starches should be sub: -
tuted for fats and sugars, the guic' -
lines urge.

5. Avold too much sugar. USL\
and HEW specifically wamned of tooth
decay and urged Americans to eat lc s
snacks, fams, jellies, candies, cookits,
soft drinks, cakes, ples, breakfast ctr-
eals, ice creqm, flavored milk and even
catsup,

8. Avind teo much sodium. The
federal government specifically cited
the assoclation between too much so-
dium intake and heart disease, saying

w

(Continued on page 61)
THE MACARONI JOURNAL

Introducing Hoskins Company

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

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

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

Charles M, Hosking

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

We acted as consultants in designing a number of new factories and expundi?g 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 natuie 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 noodle
production lines, crepe manufacturing lines and related equipment.

HOSKINS COMPANY, P.0. Box F, Libartyville, lllinois 60048
Phone (312) 362-1031; TWX 910-684-3278 (HOSKINS LIBY)

ArriL, 1980




IMPROVED PASTA QUALITY WITH EDMORE DURUF

by C. Mickey Skinner, Executive Vice President, at the Crop Quality Conference

£ M WER

C. Mickey Skinper
Executive Vice President

Skinner Macaroni Company

Thc first thing I would like to do is
compliment Dr. Jim Quick and his
associates at North Dakota State Uni-
versity for the research that they have
done in durum. I'm sure many of you
may not be aware of the fact that the
funding for this development of strong
gluten durum was shared by The
North Dakota Wheat Commission,
The Durum Wheat Institute, and The
National Macaroni Manufacturers As-
sociation, If these three groups had
not joined forces, Dr. Quick and North
Dakota State University would not
have been able to adequately staff
for this research and would be at least
two years behind., I would like to
make a pitch at this time to those three
groups and ask their continved sup-
port in funding additional research on
durum varieties.

As many of you are aware, semolina
is the raw material of choice to pro-
duce a quality pasta product. Semo-
lina, of course, is a granular product
which is milled from the endosperm
of amber durum wheat and contains
less than 3% flour. Pasta products
made from a good quality duruin se-
molina are characterized by a bright
clear, yellow color, The quality of
good lpn.stn products depends upon
several factors: How the products hold
up in cooking; how much water is ab-
sorbed; the loss of solids to the cook-
ing water; and, especially, the final
firmness. It will be these quality char-
acteristics that I ndd.ressr‘nter in this
presentation.

To measure progress, one must have
a basis for comparison. 1 have been
actively working in the pasta business
for 28 years, During that period of

20

time, I have seen the technique of pro-
ducing a pasta product go from an art
form to a highly sophisticated, scienti-
fic, and technological process.

Some of the things 1 remember from
my early days in the business are con-
versations between Lloyd Skinner and
the late Al Ravarino about product
quality. Both of these gentlemen were
convinced that if you made a quality
pasta product, it would ultimately in-
crease the per capita consumption in
the United States. Both men had a
dedication to using semolina, but Al
Ravarino always felt that the product
produced in Italy had a higher quality
than that produced in the United
States. His measurement of quality
was how well the product withstood
overcooking. He knew that there was
a difference between American semo-
lina and Italian semolina, but he could
never put his finger on it. How proud
Al would be today, if he could test
the product that we have manufac-
tured from Edmore Durum.

Project Goes Back

We have known for some time that
Dr. Quick had been working on the
development of a strong gluten durum
variety. At the Durum Show in 1978,
Jim reported that seed for the new
Edmore variety was available on a
limited basis and that any of the far-
mers who wished allocation of this
seed should make their desires known.

Upon hearing this, T had a discus-
sion with Sam Kuhl, General Manager
of North Dakota Mill & Elevator, and
asked if it would be possible to pur-
chase enough of the Edmore varicty
to mill approximately 300,000 pounds
of semolina, Some of us had seen pas-
ta products produced from Edmore
at the test facilities at North Dakota
State University—we were impressed
with what we saw. What we sid not
know was how this new variety would
react in the commercial operation. Af-
ter numerous phone calls, meetings,
and frustrations, arrangements were
finally made with certain farmers to
grow enough Edmore and to keep it
segregated from the other varieties.

Finally, in October, approximately
12,000 bushels of Edmore were collec-
ted and : hipped to North Dakota Mill
& Elevator. They processed this new

varicty through the mill without mak-

ing any significant  operaticnl
changes, They noted that the oy
was larger and plumper than we.e
Ward or Cando; hut, all in all, they
had little difficulty grinding the new
variety.
Production Process
When we recelved the milled semo-
lina, we segregated it at our storage
silos and started the actual production
process.
In the continuous mixer, we noted
that the new variety seemed to al.
sorb more water than the standard
varieties, The mixing time was in.
creased slightly by raising the level
of the mix in the press, The extrusion
pattern on the cut goods product was
comparable with standard semolina;
but the extrusion of the long goods
was a little slower, and there was a
greater variation in product length
across the stick, The moisture content
of the extruded product was 31%,
which was no different than our stan-
dard moisture, We noted no addition-
sl headpressure, although the amps
pulled on the main saw were sllghl?,'
higher, We used a standard drving
curve on the test product and found
that it was not necessary to make any
changes in these drying curves. The
finished product had a golden color
and seemed to be stronger, The o idi-
tional strength of the product vas
proven when it got to the cutting ta-
tion. It was very obvious, even to the
novice, that there was less breakag - of
the product through the cutter. It vas
particularly noticeable when the est
run of lasagne got to the cutter.
As any pasta manufacturer will ell
you, lasagne is the most difficult ; ro-
duct to extrude, dry and cut. It is w0t
uncommor to see 15%, 20%, « en
25% hreakage or splitting of the | ro-
duct ducing the cutting process, (ur
experience with the Edmore lasa, e
was a breakage of less than 10%. \ll
of this was very encouraging; but, Iike
they say at the Metropolitan, “1he
Opera isn't over 'til the fat lady sings.”
e real test would be in the cooking
qualities and their resistance to over-
cooking,

Comparative Cooking Tests

We did some comparative cooking
in our Test Kitchen and were pleas-
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at'y surprised at the results. Our
lo ne Economist was so pleased with
the results that she gave the product
an excellence in all categories,

We then sent samples of the pro-
duct to some 40 individuals or firms
anit asked them to compare this pro-
duct with the products that they pro-
duce or find in their markets, Most of
these individuals or frms have re-
lied, and 1 will now present excerpts
rmm their comments:

The most recurting comment was
that the product has more specks than
they normally were used to seeing,
but they graded it superior to any pro-
duct that they produced or found in
their market.

In one test, the product was boiled
tontinuously for 50 minutes, It started
suffing a little at 35 minutes; but at
50 minutes, it looked quite good. You
could pick up a piece of it, and it did
not I'aﬂl part. The commercial product
it was compared to when boiled 50
minutes started sluffing at 25 minutes,
and at the end of 50 minutes there was
nothing left of the product,

Just to quote other comments made
by individuals:

*Thank you for the trial package of
high gluten spaghetti, We trled it o
couple of different ways, and 1 can
again confirm to you what I told you
in our telephone conversation—1 be-
lieve it is the best 1 have ever had. It
wis quite remarkable in that it not
only had a better ‘bite,” but it also
ac'ually had a better flavor than the
te qular spaghetti, which I tried at the
sane time and with which 1 com-
peced it.”

'l have tried the Edmore spaghetti
ar 1 have been extremely pleased with
th: flavor and texture, It is by far su-
pe rior to anything we can buy on the
sh:lves in North Dakota.”

“The spaghetti provided by you for
te ting is an excellent product with the
e ception of the relatively high num-
ber of yisible specks. 1 have no doubt
that these strong gluten durum wheats
we the products of the future and will
[t‘lcully enhance the overall quality of
:.llu products produced by the pasta in-

nstry,”

"\\?:a found it cooked al dente in
about 8 minutes, held firm during a
ten-minute period before serving, had
excellent color, taste good, and was
most satisfactory.”

“As you can sec by the attached re-
port, we have tested the product
against our regular thin spaghetti and

ApriL, 1980

found significant differences in the
cooking quality. I would appreciate
your passing on any information you
can about the new variety and its
availability.”

“Color of our test results showed
that the cooked Edmore spaghetti is
naturally yellower, Cooking water for
Brand X spaghetti is somewhat more
cloudy than Edmore, The texture is
the most outstanding characteristic of
the Edmore spaghetti, although the
Brand X spaghetti withstood excessive
cooking very well, The Edmore tex-
ture at 20 minutes of cooking could be
compared to the texture of Brand X
at 10 minutes.”

Well, enough of the comments and
testimonials. It is not difficult, how-
ever, to see why I am so excited about
this new variety.

Good News, Bad News

Good news, bad news stories are
in vogue today. The bad news about
strong gluten durum is that the Ed-
more variety agronomically is not as
good as Ward or Cando. The good
news is that the newer strong Fstcn
variety, Vie, developed by North Da-
kota State University has all of the
good Edmore characteristics but is ag-
ronomically equal to Cando and
Ward,

If 1 have seemed excited and en-
thusiastic about strong gluten durum—
that was my intent, I am Brmly con-
vinced that with the further develop-
ments of these varieties there will be
a greater difference between the qual-
ity producer and the blender, and that
the quality producer will have a pro-
duct that the housewife will absolute-
ly perceive as superior, Maybe then
we can get toa point of making a goof
proof pasta product.

Prince-ltalgrani Mill
(Continued from page 14)

complex at the port of Providence, it
was wnmnounced by Anthony J. della
Selva, executive vice-president of Ital-
grani US.A, Initial plans are for an
elght-floor mill with daily cu}multy
0[‘5 5,000 cwis and provision for future
expansion,

Italgrani plans an export elevator
with capacity of abont 3 million bus.
Cost of the complex is estimated at
$30 million.

The durum mill, to be named Pro-
vidence Milling Co., will supply semo-
lina for Prince’s pasta manufacturing

complex at Lowell, Mass,, which is in
the process of being consolidated into
a single operation with a weekly ca-
pacity of 7 million lbs of pasta.

Semoling production in excess of
Prince’s requirements will be market-
ed to other pasta manufacturers.

The export elevator will be oper-
ated by Italgrani U.S.A,, and the com-
plex is expected to be completed by
the spring of 1982, Mr, della Selva
said at the company's Minneapolis
headquarters, Ilnllgmni USA, will
originate grain, Frimnrlly corn and
soybeans from the Middle Atlantic
states, for export into world markets,
Durum for the milling operation will
move by the St. Lawrence Seaway and
by rail from the Upper Midwest.

Cando Plant
Nears Completion

Work is nearly complete on the 56,-
760 square feet of roofing that has
gone into the construction of the 132
by 430 foot pre-stressed concrete Pas-
ta Plant in the Durnm Triangle In-
dustrial Park in south Cando, North
Dakota.

“We will he able to produce 168,
000 pounds of pasta products per day
once we get into full production
around mlttsumnwr,nf 1980" devel-
oper Leonard Gasparre told a group
of interested local residents, plus At-
tormey General Allen Olson, at the
Towner County Bank recently,

“Depending on the amount of air in
the package of the particular pasta
product, |hvn.' will he from four to
seven truckloads of the finished pro-
ducet shipped out of Towner County
each day, primarily by local indepen-
dent truckers, if possible”, Gasparre
explained as he elaborated on the pro-
gress of his $8,000,000 brainchild, a
fully integrated pasta-producing plant
in the Iu-urllnm‘ of the Durum Tri-
angle,

The developer pointed out that the
roofing, plumLIug and electrical work
Is near completion, windows are being
inserted and a new door will soon he
installed in the larEu opening in the
northwest area of-the wall, after
which an attempt will he made to heat
the building for further indoor work.

“Our Swiss-made equipment is on
the way and should be installed some-
time in February and we'll Le able to
take applications for approximately
150 jobs in late April or carly May,”
Gasparre said,
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own transportation networlgreeds the flow of wheat and flour-
S allows total control of product delivery.

¥
H !

| ADM has the largest and most modern transportation network of any milling company in the
*  United States. The figures are impressive by any standards.

This network includes more than 400 hopper grain cars and more than 700 airslide flour cars.
' § ADM owns more than 50 hopper trailers for grain and more than 175 bulk trailers for flour.
¢ il In addition, the company owns and operates more than 50 river-going grain barges.

... ADM has steadily and carefully built up this transportation network to
e k) ensure the smooth and uninterrupted flow of grain to its milling centers
‘(,,,».«-,- - ,/ and the timely and efficient delivery of flour to its customers.
M PV’ Instead of allowing itself to become heavily dependent on common catriers,
‘ ADM's grain and flour shipments are handled by the company's own transportation
4]
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network, thereby avoiding potential problems of availability, scheduling, and delay.
The key word in this innovative system is “efficiency” — and it'll work in your favor every time,
In this respect — and in many others — ADM Milling Company is unique in the market.
But all you really have to remember is that ADM assumes total responsibility for — and
maintains total control of — the quality and availability of its products.
And that’s a definite advantage to you.

ADM Milling — supplying Breadwinners since 1902,

ADM MILLING CO

4550 W, 109th Street * Shawnee Mission, Kansas 66211 « Phone (913) 381-7400
ADM also suppiies quality baker's shortening, corn sweetners, soy protein and vital wheat gluten for the baking Industry.
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icient Energy-Saving Design
High temperature and high humidity drying, requiring a mini-
num volume of fresh air. The most energy-efficlent design!

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

smaller, high-efficiency units require less floor space.

Circulating alr fan motors are mounted Inside dryers, utilizing
100% of electrical energy. (New type of energy-efficient motor
is available).

Bulit-In heat recovery system (optional) utilizes exhaust air heat.

7Product conveyor belt made of special heavy
lerla and SBI’I“E“O" Control duty roller chains, extruded aluminum alloy

“S'.ghaped slements and anodized aluminum
High temperature drying controls bacterla. Dry bulb  productside guides. Automalic conveyor chain

lemperature adjustable from 100°F to 180°F. tensioner and lubrication system.

B toors are In front panel for product control during operation.
They also glve easy accessibllity for weekly cleanouts, Swing-
wi side panels extend entire dryer length, allowing fast
tleanout and service.

Dryer is absolutely tight, yet easy to clean, maintain and super-
vise,

p Quality Product
Each dryer Is equipped with a patented, U.S.-bullt BUHLER-MIAG
De'ta-T Control System that allows the product to adjust its own
drying climate. The result is a stress-iree, nice yellow-colored
final product.

High drying temperatures, in combination with ideal drying
iire, increase cooking quality of final product.

Prduct losses are minimized through the entire production
prc cess, including startups, shutdowns, production Interrup-
tio1s and die changes.

Each dryer Is equipped with iwo drive sta-
st B duct Quality is What Really Counts! &5 aihied oisie sanss for long
' op grade quality is yours from BUHLER-MIAG equip- 'JL:@S:" se&:.vd;:;rvti; Acbfﬁn Dd?lv;arlcaatgﬁ
Models TRBB and TTBB  Capacity: up to 10,000 ivs/

ent. Your customer recognizes and deserves it. Can ponents.
o afford to give him less?

act us for Information on BUHLER-MIAG Short Goods Lines and other Macaroni Processing Equipment

MODEL
PRE-DRYER | FINALDRYER | CAPACITY, LBS/HR ] \
ThT T Saen) UGB, . BUHLER-MIAG
| TANA TTNA 1,000- 4,000 n deSlgn
, TRNG TING 2,000- 6,000 1 : "
! ,000- 0 UHLER-MIAG, INC., P.O. Box 9497, Mi lis, MN 55440 (612) 545-140
[ TRBB TTBB 4,000-10,000 In Con s tr u Ct ' on " gunten-MiAG {Canada) LTI;J.( Ontario 12?2? 3405;910 o .
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1979 is the yeoar that Pasta Met the
Challenge. This was the year-round
theme of our Basic Program, and we
adapted the slogan to the many seg-
ments of our consumer andience on
n variety of topics:

Inflation, with pasta the answer to

families on a tight Tood hudget
the need for nutritious on-the-go

meals prepared in a hurry
meatless meals, low-calorie meals,

low-cholestrol meals

gourmet meals and ethnic menus

pasta combos for parties, and family

style dishes and left-overs
menus for single/doubles as well as
“pasta for a crowd”

We informed the trade of the year’s
theme, with a release in the early
Spring.

To give you our results by breaking
out the media, we totaled 118 major
stories in Consumer Magazines reach-
ing a total circulation of 384,000,000,

Supermarket Magazines

So that you will get a better idea of
our consumer reach, we have taken
magazine classifications, and reported
on our performance in each category.
The two traditional Supermarket
Magazines are Family Circle and
Woman's Day which are available at
check-out counters in supermarkets
nationwide. Here is November's
Woman's Day with a Cover Story on
“10-Minute Pasta Sauccs”. This was
a speed-up on our 1878 indusiry recipe
booklet of Quarter-of-an-Hour Pasta
Recipes. The inagazine copy reads:
“Put the water on to boil, start the
sauce—a main dish in minutes.” We
had three other majo: leatures in this
magazine category which ran in
January, February and March, stress-
ing pasta’s versatility and convenience,

The “Big Three” Women's Maga-
zines are Good Housekeeping, Me-
Call's and Ladies Home Journal, The
June's Journal Cover Story on Mac-
aroni and Cheese is geared to nutri-
tion. Story copy: “Here, we've created
eight main dishes (4 with meat, 4 with-
out), with enough protein for your en-
tire family meal. And we promise
your kids will love every one.” Seven
other pasta features In this magazine
ran throughout the year highlighting
asto in “Terrific Dinners for Working
Mothers; After-Ski Parties; 60 Super
Salads.”
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Elinor Ehrman

Total circulation for the category:
45 million plus,

Shelter Books
In the Shelter books bighlighlil;{; in-
1

terior decor and design, we chose
House & Garden’s December cover
story entitled “On the Night Before
Christmas—Pasta  Sauces that Need
No Cooking™8 recipes for easy, fes-
tive holiday meals, In April and Sep-
tember, Better Homes & Gardens fea-
tured pasta in economy dishes and
make-ahead salad menls,

Total category circulation: 17

million

Young Couples

We called this category Young
Couples rather than Young morried to
include Cosmopolitan, Redbook and
Apartment Life. These books, targeted
to the 20's and 30's age groups, are
big on nutrition and diet.

Cosmopolitan’s May issue highlights
Pasta Primavera with copy: “What
the New nutrition is all about—fresh,
delicious, no-fuss food. Toss an array
of your favorite garden vegetables
with steaming hot pasta and serve
with a chllleg Orvideto. Perfection!”
Two other feature articles ran in Jan-
uary and June Redbook on pasta
dishes for dieters. April's Apartment
Life was n complete 7-page in-depth
story on history, nutrition, shapes,

Tatal category circulation: 11'%4
million

Romance Magazines
Another populur reading category
with this age group are the Romance
Magazines. October's True Story car-
ried 4 pages on “The Best of Pasta”
introduced by our Cheese and Vege-

Pada Fikisie i Gk ettt i b o ks

PASTA PROMOTION UPDATE

by Elinor Ehrman, Burson-Marsteller, at the Winter Meeting

table Casserole photo, along with
illustrated chart on shapes, cooking
directions, nutrition, Three other pasta
features ran in True Love, True Cun.
fessions and Personal Romances.

Total category circulations:

2,324,502

Youth Category
In the youth category, September's

Seventeen ran a full-page color of
Pastitsio as a perfect make-nhead meal
and then pop it in the oven after
schooll A similar story on Spaghetti
Primavera ran in 17 July issue.
April’s Forecast for Home Economics
dida cnm.plelc in-depth story on “Pas-
ta Pronto™ covering Listory, nutrition,
proper cooking for classroom use,

Total category circulation:

3,788,750

Black Market

For the black market, a major story
in the March issue of Ebony highligh-
ted pasta in an economy meal, The
lll:u:};l Sunday Supplement of Dawn
with a 2 million circulation in 38
newspapers, devoted a full page to
our National Macaroni Week sugges-
tions.

Total category circulation:
3,264,718
Regionals

The top Regional publication is
Sunset which documents Wester
lifestyles. An article in October issuc
features four pasta recipes on the
theme: Lickety-split is the Microwa:e¢
Way With Pasta, The March issue f
Sunset and January's Southern Liviig
also carried pasta features,

Total category circulation:
4,388,361
Gourmet

In the gourmet class we had three
major features this year, two in Bin
Appetit. Here is the August issue with
Farfalle in a summer salad. In May
Bon Appetit featured pasta on its cov-
er along with a Pasta Pronto featur:,
and Cuisine ran a color story in Janu-
ary/February,

Total category circulation:

2,800,000

Specinlty Books
Little Sister publications to the
gourmet books are the Specialty
Books published by some of the major

{"ontinued on page 26)
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ASEECO “revolutionary new vibratory

distribution system obsoletes existing designs”

d dam-
Problems common to conventional product distribution systems are sanitation, difficulty of cleaning, product reci rculation an
age, and inability 1o respond to varying demands of multiple-machine packaging line resulting in excess or starvation of product.

HEART

of the

SYSTEM

*Crossieader has dual @

ol foed Capabié
at adjustable flow rates.
Eliminates plows, gates, blowers.”

Arri, 1980
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‘ 'ASEECO MODUITRAN X can be Integratod with all types

of multiple-machine distribution systoms.
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The modest investment to equip your plant will be paid off
quickly by higher quality, reduced scrap and improved packag-
ing machine efficiency.

MAJOR BYSTEMS IN OPERATION WORLDWIDE
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ASEECO 8857. Otyplc Boulevard, Beverly Hills, Calif. 90211 + Telephone (213) 652:5760 * TWX No.910-4902101




Pasta Promotion Update
(Continued from page 24)
magazines such as Woman's Day, Bet-
ter Homes & Gardens, McCall’s.
We've been in 5 of these issues in
1879, which are really magazine/
cookbooks on such recipe categories
as: Woman’s Day Simply Delicious
Meals In Minutes. Other pasta fea-
ture titles: Woman's Day Cooking For
Two; Better Homes & Gardens Quick
& Easy ‘Recipes; BH & G Holiday
Cooking;  McCall's  Money-saving

meals,

Weight Watchers stands alone as
the “Bible” for dicters. And we start
off 1880 with pasta featured in the
January Cover Story of the Weekly
Menu Plan with linguine and tomato
sauce,

Sunday Supplement

Moving along to syndicated Sunday
Supplements, We had a total of 8
placements in Parade and Family
Weekly for the year. This feature in
the September 16th issue of Family
Weekly incorporates three of our
ta recipes in the story entitled Let's
Have a Scrumptious Italian Feast.
These 8 stores appeared in a combin-
ed total of 1,908 papers with a circula-
tion of over 180 million.

This was a big year for the New
York press breaks. One in August 5
Sunday Daily News includes four
recipes including ziti and rotelle
shapes, Other feature breaks included
the New York Times “Pasta Power”
story October 7 and the pasta 3-page
feature in the October 3's New York
Post, entitled “Pasta Fit For a Pope,”
with National Macaroni Institute men-
tion, during John Paul’s visit to our
city.

In addition to editors of major mag-
azines and Sunday supplements, we
spend a great deal of time with the
food writers for the great newspaper
syndicates  servicing hundreds of
newspapers nationwide and with huge
circulation totals. In the 1979 year, we
had articles accepted by 155 news-
paper syndicate outlets for a total cir-
culation potential of over 1 billion.

Press Party

Nincteen seventy-nine’s Tiro A. Seg-
no luncheon was considered one of
the best ever by both hosts and
guests. Gloria Marshall did a fine job
in developing the menu and organiz-
ing this project, which is the tradi-
tional kick-off to National Macaroni
Week. Here is some playback in the
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ress; :
B Bon Appetit in October announced
National Macaroni Week, and in-
cluded the “nibble” recipe which we
served with the cocktails at the
luncheon.
King Features Nutrition Editor
writes: “Each fall I look forwand to
the Macaroni Family Reunion, a
luncheon given by the Macaroni
Manufacturers Association. I had to
miss it this year which means I
missed a highlight of the year: Tas-
ting the new pasta dishes they pre-
sent. 1 got the recipes though and
I did learn that the Assoclation’s
president said prices are e
to remain stable during the coming
year; that the wheat crop is very
good and although some will be ex-
ported, there will be more than am-
ple supplies for domestic consump-
tion.”

That was before Carter's boycott,

50 time will tell,

75th Anniversary

This year, as part of our National
Macaroni Week celebration, we her-
alded the Association’s 75th Anniver-
sary. We prepared a montage of in-
dustry pictures lent us by different
manufacturers and featured it at the
Tiro a Signo luncheon. We incorpor-
ated the 75 theme in our Macaroni
Week releases. A good example of
how the papers treated the items is
in the Birmingham News: “Say Happy
Birthday to Macaroni with Low-Cost-
Dishes,” Copy reads Macaroni is hav-
ing its 75th birthday in the United
States this year, The NMMA manu-
facturers of this popular product, have
something to celebrate because maca-
roni, srnghctu and egg noodles ac-
count for a $800 billion a year indus-
try, and these days that equals some
2 billion pounds a year.”

Grocery Trade Press also picked up
the 75th Anniversary theme—state
publications in Alwbama, Montana,
Nebraska, Iown, Oklahoma, ete.

Unimac Cookery

Part of our food news at the lunch-
eon this year was our press kit geared
to UNIMAC Cookery, a mini promo-
tion which got a lot of attention, Most
of today's recipes are geared to 4 to
6 servings. We developed menus and
recipes tailored to the single and dou-
ble househwlds which comprise more
than 50% of our population. Quotes
the Memphis Commercial Appeal “It's
Half Pasta™ story: “When you are

cooking for only one or two, the ter: -
tation is great to resort to frozen ¢ p-
venience foods or fast food resty r.
ants.” The writer compares our rec pe
costs with frozen versions at the supor
market, which come’ in at half i}
rrlce of the frozen entrees, Grit head.
ines the story: “Singles, Doubles .
joy Triple Ideas for Pasta.”

Our leaflet was offered in quantity
by Supermarket Specialists and distri.
buted by such chains as Kroger, First
National, Food Fair, IGA, Extension J
Home Economists indicated use for
these leaflets in “Cooking for Two"
classes, 4-H Nutrition Classes, Senior
Citizens programs,

Pasta Pronto 1-2-3

Another theme which we promoted
during 1979 was “Pasta Pronto 1.2-3"
This glleme featured easy and quick
pasta recipes wtih only 3 ingredients:
pasta, cheese and a vegetable, There
were headlines in Tallahassee and
Baton Rouge color pages.

And good headlines in Richmond
News Leader, Oklahoma City Times,
Albuquerque Journal,

We again distributed a television
Demonstration Kit to be used for Na-
tional Macaroni Week. Requested Ly
100 television food personalitics, the
kit provided the show hostess with a
spaghetti colander, server and meus-
ure for her on-air demonstrations. The
script was a round-up of our year's
themes:

Unimac Cookery trio of recipes.

Pasta Pronto Pair — Macaroni -
Cottage Cheese — Beet Salad; Sp: -
hetti, Cheese and Tomato Salad.

One was an economy story: recye! d
vegetables with Noodles and a Che: ¢
Sauce,

Another one had an ethnic then -
Greek-Style Chicken with spaghe:
Cities requesting the TV kit includ
Los Angeles, Washington, Atlan
Des Moines, Minneapolis, Lincoln, : -
bany, Columbus, Nashville, Milwa -
kee, Fort Worth, ete,

1980
And for 1980, we start out the new
year with a fine pasta story,

In February's Good Housckeeping -
50-plus Ways to Eat Pasta.

I have it here if you'd like to sce
how the editor treats both our
“store-bought” and “home-made
pasta.”

Family Weekly .~ February 17 —
issue — Food of the Olympics titles

(Continued on page 28)
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WINSTON
LABORATORIES, INC.

P.O. Box 361 — 25 Mt, Yernon Street
Ridgefield Park, New Jersoy 07660
Phone: 201-440-0022

It is with pride that we call your attention
to the fact that our organization established
in 1920, has throughout its 60 years in op-
eration concerned itself primarily with maca-
roni and noodle products.

The objective of our organization, has

been to render better service to our clients

by specializing in all matters involving the

examination, production, labeling of maca-
roni, noodle and egg products, and the
farinaceous ingredients that enter into their

manufacture. As specialists in this field,

solutions are more readily available to the

many problems affecting our clients.

We are happy to say that, after 60 years
of serving this industry, we shall continue
to explore ways and means of improving our
types of activities to meet your requirements,
and help you progress with your business.

Jame& } ?/l/indhm
marm'n CC mndfon




Pasta Promotion Update
(Continued from page 28)

feature scheduled in this syndicated
Supplement which leads off with
our color photo of Chicken Noodle
Soup. Family Weekly is included
with 352 newspapers.

Weight Watchers — March issue —
A major Pasta Story.

Modem Bride — May issue — Full-
page color of our stuffed shells in
“Easy Entertaining” story.

Foodservice

Here are a few examples of media
Placement this past six months in the
oodservice press: Institutions maga-
zine is read by foodservice operators
who serve over 30 million meals per
day, "Profit with Pasta,” a 5-page
cover color story ran in the August
1st issue, We worked closely with the
editors on this feature, and provided
background and copy. The article cites
pasta’s virtues: inexpensive, economi-
cal, simple-to-prepare, versatile. The
story states that while meat and pro-
duce costs have increased at prohibi-
tive rates, pasta costs remain nearly
the same, Equipment for proper pasta
cooking is discussed, including the
convection oven for baking lasagne,
the microwaye for reheating and the
tilting skillet for pasta and sauces. The
article's bottom line: “profitable pasta
will continue to be even more popular
as food costs rise and American tastes
become increasingly sophisticated.”

Another of the major foodservice
books, Restaurant Business's October
1st issue features pasta in Menu Ideas
article entitled “Enticing, Eclectic,
Entrees,” Copy for the story reads:
“Don't foqiet lnsagna, all of the many
varieties of pasta with sauce, cannel-
loni, cggrlnnt. rnrmi giana.” We work-
ed closely with these editors in the
preparation of our pasta foodservice
manual,

Two issues of Restaurant Hospital-
ity — July and September — include
posta in the magazine's “Foodtalk”
section. One, Pork and mushroom
stew served over Poppy seed noodles,

The other, pasta is featured as an
ideal ingredient for the restaurant
salad bar—ziti, in this case, combined
with red kidney beans and carrots,

A cooperative effort was made with
the Califomia Milk Advisory Board
menu card set. 10,000 multi-card sets
were prepared for the foodservice in-
dustry, including our recipe for “nood-
les Romanofl.” Copy calls this dish
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Medinm

Consumer magazines —
Women's Youth, Romance, Shelter, Farm,
Negro, Spanish, Special Interest

Placements

Circulation
118 384,074,997

Newspaper Syndicates 155 1,007,768,713'
Daily and Weekly Newspaper releases 18 468,000,000
Syndicated Newspaper Supplements B 130,366,884
Newspaper Color Pages 157 37,287,760
Black Press releases 8 997,264
Radio releases 4 2,800 stations
Network Television kits 1 109 stations
New York Press Lunchcon 6 relenses [n press kit
93,000 recipe leaflels
Supermarket Consumer Specialists 200 chains
36,150 booklets
S:Jemlal: HomeI Economists 1,350 11,475 leaflets
perative Publicity 55 companies
Foodservice Publications 22 1.452.519 Tt o
Meals Per Day 522,044,180
“one with low food and labor cost. A The Farmer

versatile main or side dish for both
restaurant and healthcare feeding.”

And last, but not least this year, was
our completion of A Pasta Foodserv-
ice Manual. Two sets of releases have
distributed the manual to key outlets
In the foodservice industry: (1) to the
foodservice press; (2) a special mail-

ing to 200 purchasing and marketing

directors of mﬂor contract feeders,
fast food and chain operations, air-
line caterers, college and university
mass feeding outlets, and to 50 state
school foodservice directors.

We look forward to this Manual to
open up a whole new market for us
in the years ahead. Thank you.

Pasta Foodservice Manua!

$10 per ¢
Write Mc:nmﬁ!umal

WE MEAN

The Farmer is a magazine serving
the upper Midwest farm families pub-
lished in St. Paul.

In January Family and Home Edi-
tor Mary Gunderson carried a story
captioned “Endless Pasta-bilities” il-
lustrated with a transparency from the
Durum Wheat Institute showing 19
sizes and shapes of pasta in full color.
After giving background,she gave rec-
ipes for Spaghettial Pesto, Mastaccioli,
Stuffed Manicotti, Fettucelle a In
tunnelli, Fettuccine Alfredo, and Ol
Fashioned Spaghetti Sauce.

Posters of the nineteen varietiv-
from the North Dakota Wheat Com
mission are available from the Maca:
oni Journal at 25¢ each plus 50¢ fo
postage and handling.

BUSINESS

by Ken Murphy, Foodservice Division,
Catelli, Ltd., ot the Winter Meeting

Today we are talking about the
present and the future; real
growth for our industry will come
mainly from the food service segment,

My task Is to discuss with you just
where food service pasta fits into the
overall business picture, to explain
why I think it is such a vitally impor-
ln;lt part of the total pasta volume
mix,

While I don't propose to formulate
a plan that we should follow; I shall at
least suggest that a plan of action must
be formulated by each of us if we ex-
pect to get our fair share of the fast
growing food service segment.

The food service business in boti
Canada and the U.S. is growing in ex
cess of 10% annually,

This business is now worth mor
than $100 billion annually in the U.S
and more than $8 billion in Canada.

We as an industry must ensure we
obtain our fair share of the food serv-
ice volume,

In the food industry there are two
basic areas of consumption:

— Food in home
— Food away from home

The public is tuming its collective

back on the kitchen, and eating away

(Continued on page 30)
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Ken Murphy
from home continues to erode the
sales base of the supermarket indus-
try — at an ever increasing rate,

The foundation of our current mac-
aroni business has been built around
in-home consumption.

The growth experienced by the
macaroni industry in the late sixties
and early seventies of between 5 and
10% — is today declining to some
where around 1 to 3%,

In the future we can expect sales of
pasta through supermarkets to be flat
or show only modest growth,

Why Away From Home

Faod away from home is where the
real growth will come from, We must
ensure that macaroni products get
their fare share of this growth,

What are the reasons for growth in
food away from home? There are 3
lasic reasons: smaller families; two In-
tome families; more young adult sin-
tles,

It has now often been said that:

“Food away from home seems to
lave replaced sex as a source of guilt
in our permissive society”

This drastic shift in our cating hab-
its is well under way and our new pas-
ta customers range from fast food out-
lets to finer restaurants.

The decline in grocery store share
of retail food dollar from 82% to T4%
between 1954 and 1977 was seen by
many food manufacturers, and result-
ed in a major wave of food service ne-
quisitions in 1978. Most of us are fa-
miliar with many or were part of

them,
Who are our new food service cus-
tomers —

- How do we reach them —

APriL, 1980

Here are some of them:
Kentucky Fried Chicken
(MeDonald's
Family Restaurants
Holiday Inn
Shaby's
Hotels
Hospitals
Schools
Universities
Service Restaurants

Too many actually to list — and

they are increasing almost on a weekly
basis,

Most of us here I am sure, can think

of at least ten that are not on this
list, that have opened up, in the last
three months.

Where do these food service custo-

mers usually get their products or
how are they serviced?

They do not usually purchase
through the familiar channels of dis-
tribution such as supermarket ware-
houses — wholesalers ete but purchase
through:

Specialty food service distributors
(Orval Kent)
Francising Distribution Centers
(McDonald's)
FFull Service Distributors (Hotels)
Central Commissary
(Kentucky Fried Chicken)
Military Distribution Centres
Government Distribution Centres
Department Stores Distribution
Centres
Specialties Catering (Airlines)

Therefore in order to expose our
pioducts to this channel of distribu-
tion we must adjust our coverage pat-
terns or form special food service di-
vision,

Opportunities for Macaroni

What are the opportunities for mac-

aroni products within food service.

The opportunities are almost un-

limited but we must know how to get
at them,

—Macaroni in salads for take out
restaurants or fast food outlets,

—Macaroni in soups — cup of soup
now common at most fast food
outlets.

—Main dishes — we must ensure
that spaghetti, elbows and lasagne
are part of regular menu,

What is the challenge?

To got macaroni products on all

menus,

In the retail business we tend to call

the supermarket shelf:

our silent salesman,

And we work hard to obtain dis-
tribution.

In food service:

The menu is our silent salesman,
and we must work just as hard to en-
sure that macaroni products are on
the menn,

Like always with opportunities,
come problems, and we have a few to
overcome belore we are able to get
our fair share of the food service vol-
ume,

In addition to getting pasta pro-
ducts on the menu and in distribution,
we must become fumiliar with cook-
ing pasta with fast and sophisticated
equipment such ns:

~Frymasters “Spaghetti Magic”

System

—Steam Cooker

—Fryer

~Tilting Skillet

—Convection Oven

—Steum Jucketed Kettle

—Microwave Oven

To Get Your Share

Now, I will attempt to show you
what we are doing at Catelli to en-
sure we get our fair share of food serv-
fce volume.

We have formed n special product
diviston. Its prime function is to en-
sure Catelli's continued growth iu
food away from home segment,

Our coverage patterns are designed
to ensure we get into thes- specalized
chamels of distribution and obtain
listings. We must ensure that both
chefs and menu planners are fully in-
formed about pasta products. So that
they will plan pasta as an important
part of their regular menu.

At Catelli we have designed a food
service brochure the first of a number,
to communicate to the chefs and
menu planners, that macaroni pro-
ducts should be considered as part of
their overall menu for three reasons:
it is cconomical; it is easy to prepare;
it has a wide degree of acceptance,
Example

Airlines now starting to serve pasta,

The brochure contains:

1. Brief outline of cooking instruc-
tions for bulk pasta. How much
water for each 1 Ib, of pasta, ete.

2, Timetable for cooking different
macaroni cuts,

—Spaghetti — spaghettini

~Long macaroni, elhow macaroni
—Nowdles

—Lasagna




In Semolina and Durum flour, quality has a
color. Pure, flawless gold. The color of King
Midas Semolina and Durum flour.

It's the color we get in Semolina and Durum
flour because we begin with the North Coun-
try's finest Durum wheat, and mill it in facilities
designed specifically for the production of
Semolina and Durum flour.

It's the color you get in pastawhen you begin
with King Midas Semolina or Durum flour, and

And from the time our golden King Midas
Semolina and Durum flour start on their way to
becoming your golden pasta, Peavey 1s {ollow-
ing through with Lhe fastest, mosl reliable
service possible. And we're working to be
better. Our modern King Midas Semolina and
Durum flour mill at Hastings, Minnesota.
rounds out a distribution network second to
none.

It still comes down to this. We wanlt you lo

it's your assurance that you've got the right
start toward pasta with fine eating

characteristics.

keep putting Peavey in your pasta
along with your pride

right

King Midas Semolina and Durum Flour from Peavey, for Pasta with
“The Golden Touch." Pure Golden Color. Great Ealing Characteristics.

v . i Y
At the modern Peavey mill in
Hastings, Minn., as in all the King
Midas Semolina and Durum llour
mills, Durum wheat receives all ihe
extra milling, cleaning, purifying

and filtering processes that make
Durum run on a Semolina mill
something special processes
that mean pure. golden pasta with
line ealing characterislics. And at

the Peavey mills, automation of
virtually all processes means *hat
qualily levels are maintained — all
the way We wouldn't have i1 any
other way

Peﬂ\’e Food Group

Sales Difices: Minneapolis, M1 612/370-7877 = While Plans. Y 914/428-7750 # Chicago 1L 312/569-3640

Daland. CA 415/763-5252 » Denver. CO 303/289-6141
3 A 1149.23% k 18
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3.We also try to indicate the
amount of pasta required to serve:
8-16-24 and 48 servings of the
most popular cuts,

In the brochure we simply tell the
chefs or menu planners: What pasta
is and how it is made, We talk about
Catelli quality, Let Catelli show you
how to cook pasta, We talk about the
importance of timing and rinsing in
cooking. Proof is in the cating,

The backcover of the brochure car-
ries two recipe ideas: Spaghetti with
tomato sauce, Lasagna,

The recipe indicates how to prepare
these for 6-8, or 48 serviug:.

Display Tray

In order to expose the chefs and
menu planners to the variety of pasta
cuts available, we at Catelli; have de-
signed a special display tray.

This tray can be easily carried in
the normal salesmen's brief case, and
allows him to show the variety of cuts
to our customers. To date this tray has
proven extremely successful and has
resulted in new sources of volume,

Trade shows offer us many oppor-
tunities to reach our customers, but
can be extremely costly, if we are to
participate in a large number of these
on our own,

In order to expose pasta cuts and
discuss our customers problems, we
at Catelli have gone to a method
called: “Share - A - Booth”

This is an arrangement made with
our distributors in various areas to
display pasta cuts and information at
his booth in the local food service
show at a reasonable cost.

This also helps the distributor to re-
duce his cost. We have found most
distributors very co-operative in this
area.

The “Share - A - Booth™ concept
has been instrumental in obtaining
new volume for both us and the dis-
tributor.

In the food service segment, like
the retai] segment, competition is high
and growing almost monthly, as more
mm}mnles realize the potential, and
are fighting to obtain their fair share,

We in the macaroni business must
be well equipped to insure our fair
share,

National Restaurant Show
McCormick Place, Chicago

May 17-21, 1980
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WHAT FOODSERVICE DISTRIBUTORS EXPECT
FROM THEIR SUPPLIERS AND VICE VERSA

by Joseph M. Sciortino, President, Plantation Sysco

Foodsewim has been ny total life
since entering the business world
some 23 years ago—and I obvionsly
feel bullish about this industry, I've
had experience on both the manufac-
turer side and in distribution—so my
comments will be directed toward
better manufacturer/distributor rela-
tions,

When I joined Heinz in 1957, our
industry was virtually uncharted. In-
stitutional Food Manufacturers Asso-

ciation’s First Market projection in -

1657 was about $16 billion.

IFMA's latest market projection—
1880—was $100 plus billion dollars.

Reckon that 525% growth qualifies
foodservice as a growth industry? It
is for some—for others—Nol

There are people and companies
who know hgf' I(’and. have thpnnntop
management commitment) to create
and capitalize on the growth opportu-
nities in foodservice,

Some of you do—many of you have
natl

And that's where the commitment
must necessarily start, at the top. If
your company considers foodservice
an escape valve for excess production
capability, you're not there yet.

Opportunity

Let me tell you, it'’s fun to be in-
volved in an epportunity industry, sel-
ling opportunity products, especially
if you're an opportunist.

For example, all of you in this room
today are in the midst of one of the
most dynamic growth situations in the
foodservice industry . . . Florida. You
are going to have to make a choice ...
Are you goinf, to participate? or let
it pass you by

Let me tantalize you with a few
facts about foodservice in the 1080's:

* 25 million more people, half of

them trying to move to Florida

* Twice as many making $25,000

plus and a median income of
$15,000

* 50% more “cating out”

* More nutrition conscious

* More convenience oriented

* 40% to 50% of total food being

consumed away from home

Let's look at foodservice today;

There are some interesting trends

T =

Joseph M, Sciertine

under way. All under the general
heading of “concentration” (or con-
solidation).

L.

[&]

Distribution. Consider {f you HS

will, the impact of groups in
foodservice ~ distribution  like
NIFDA, CODE, UID, ete. Also
consider Corporate Chains like
CFS-Continental, consolidated
foods, and SYSCO. They're hav-
ing a tremendous amount of im-
pact in the marketplace, SYSCO,
the largest foodservice distribu-
tion chain in the business today,
didn’t exist ten years ago and last
year exceeded one billion dollar:
in revenues. We're looking fo
our second billion in half th
time it took us to get the first.

Consider the concentration of th
restaurant outlets, Look at M:
Donald’s; Burger King; Denny’
Sambo's; and Saga Foods; AR
Canteen; Pizza Hut; cte. As
matter of fact, walk down an
street and within one block «
the hotel, you will see a half doz
en national or regional chain uv
its and while there is some man
agement autonomy locally, cor
porate strategies dictate control
over purchasing policies.

. Concentration of purchasing in

general. Today there appears to
be buying groups for everything-
schools,  hospitals,  nursing
homes, etc., and they're gl trend-
ing more and more toward one-
stop shop.

(Continued on page 34)
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V/hat Foodservice

Distributors Expect
(Continued from page 31)
<, Wealth-who  would have
thought the price of gold would
hit its recent level, and some of
you might say, so whatl Well,
the factors causing gold’s met:o-
ric rise are some of the same fac-
tors that raised your operatin
costs in the last six months an(
they'll get a lot worse.
Economic Implications of these trends
Probably the most obvious ennclu-
sion related to these trends is that
there is generally more sophistication
in buying (everywhere), “Karl Klutz"
is no longer making the major buying
decisions: Instead, you're likely to find
a Comnell, Michigan State, Penn State,
or Florida State MBA orchestrating
the buying decisions. Once upon a
time, the kitchen help or the buyer
could be influenced with a premium
but in this day of concentration of
pow.r, it’s a different set of influences.
Value is the name of the game and
let's define value as a combination of
quality, service, and price, and in that
order. Why? Because you're dealing

8 with people whose income is based on

how efficiently they use a company's
wealth (capital), that's why!

How does all of this impact on you
ud me — Manufacturers and Food-
service distributors?

1. Manufacturers are the most im-
portant part of the economic
equation. You are the starting
point of a finished product. Your
efficiencies in the manufacturing
process, warehousing, distribu-
tion and marketing will obvious-
ly determine your level of suc-
cess or failure in the market-
place. While there isn't enough
time to discuss economics in the
various levels of the product cy-
cle (manufacturing, warehousing,
distribution, sales) let'’s empha-
size the need to be “lean” and
smart.

Let’s do touch on marketing for
a minute and particularly “pri-
vate label” versus manufacturer
brand. I think we can predict
with some degree of reliability
that the areas most vulnerable to
be replaced or duplicated by pri-
vate or controlled label are the
products with very little distinc-
tiveness. Specifically, basic com-
modity-type products, bought

ApriL, 1980 .
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primarily on USDA type specifi-
cations. For example, a 268% to-
mato paste, California Pack is a
28% tomato paste, California
ack; number 3 sieve green
weans, etc.

. On the other hand, I see less vul-

nerability to manufacturer lahel-
ed products where there is some
degree of uniqueness (or value
added) to the product. For ex-
ample, specially-formulated en-
trees (some of the frozen pasta
products we carry): A specially-
formulated sauce (e.g., tabasco
& L & P;) a unique baking pro-
cess, ete, (Chef Francisco's Car-
rot Cake); and the myriad of
conveni-nee foads and processed
(e.g, Holly Farms Ready-To-
Serve Fried Chicken, etc.)

. So again, it's decision time—if

you commit to the foodservice
industry and want to share in its
‘;rowth: then you must decide
iow best to market to it.

What Does Plantation Sysco Expect

Now let's get down to the subject
that John Hoffman and Gus Cappolu-

asked me here to discuss—what

does PLANTATION Sysco expect
from a foodservice manufacturer—
and what can you expect in return
from Plantation-Sysco?

Philosophically — we want to es-
tablish a partnership. We want to
know your goals — objectives —
and you, ours — then we want to
co-develop a plan to achieve our
mutual goals.

Practically — (in a sales meeting)
Be prepared—have samples, ma-
terials, etc. Show product and
sample everyone.

Know Your Product — Be able to
explain its features.

Understand our customers’ needs
and be able to convert your pro-
duct’s features to their henefit.

Merchandising materials that ex-
plain in detail how to use — to sell
product — your role is a teacher —
of our sales force — we have and
know the customers — we need
product knowledge and sales
technique — teach us!

Talk Portion Costs

Foodservice outlets don’t sell
cases — they sell portions — talk
portion’s costs — it's amazing how
insignificant that cheap competi-
tive product becomes when the

$25 difference is spread over 100
portions,

* Be Creative
Show praduct in use (on plate)
with related sell items. Don’t only
sell pasta, sell sauce, cheeses, hors
d'oeuvres, dressings, breads, des-
serts, soups, ete.

Sales Support in the Field

* Continued — on a regular basis

* Professional — know everything
about product, pricing, and com-
petition, portion costs

* Bring Samples — a picture is
worth 1000 words

* Work With — rather than “ride
with”

* “Multiplying Fishes” — consider
our 50 sales reps as your potential
sales foree,

“Icing on the cake” (sales motivation)
* Sales motivation is no longer 50¢
or $1.00 per case — we have 25
of these per week and can't use
them all.
* Creative approaches to premiums
— bicycles, trips, etc.
* Is not a premium catalog with
points
* Trade promotions that move vol-
ume to the trade
User Contact/key nccounts
* Appointment
* Major presentation
* Reported results to our sales rep-
resentatives
* Indicate follow - up — throngh
sales managers.
Support
® Keep us in stock — but not over-
stocked
* Keep us abreast of market condi-
ditions (buying and selling de-
partments)
Accessibility — For Problem Solving
* Immediate attention
Report on actions taken
Follow-up
Eliminate cause
Exposure to new Products/Concepls
If you introduce a new product, 1
don't want to read about it in a
trade magazine! 1 want to hear
about it, see it, and know all about
it, so we can take advantage of your
advertising,
Return on Investment
* Time — we've got 3000 items
* Space — our space is limited
* Dollars — money costs money . . .
14% per month

Give us a return on our time, space
and dollars,
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What Foodservice
Distributors Expect

(Continued from page 34)

If you do the above, or a major portion

of them, then — we're prepared to

t offer you: |

S 1. A management commitment to

i to move your product — to the
exclusion of others

2. Exposure to almost 5000 ac-
counts weekly.

8. Access to 50 of the most profes-
sional salespeople in Florida
foodservice.

4. Access to a potential market of
5,000 accounts in south and cen-
tral Florida

See what I mean when I said earlier

—we're interested in a partnership for
\ our 1 utual advantage?

' School Feeding Market
Heading for Major
Changes in 1980s

Confronted with mounting pres-
sures to cut costs and improve both
nutritional value and sensory appeal,

i | school feeding systems are lilcell;:3 to
| undergo major changes in the 1980s,
says a new study by Frost & Sullivan,
Inc,
\ “Schocl feeding operations arc char-
acterized by low participation levels
at 50% in paying students, high plate
waste, low labor productivity, unim-
aginative procurement, strong escala-
tion of feeding costs, little innovation
in systems that contain rising costs and
unprogressive business management,”
the market research firm observes in
the 211-page report, School Feeding
Products Market.

Nevertheless, interviews with man-
agers of school feeding operations as
well as others involved in this $5 bil-
lion market suggest that improve-
. ments are forthcoming, Among the
anticipated changes:

® Great impact of nutrition re-
search, nutrition education and
dietary goals on menu design and
cooking methods,

Increased reliance upon partinlly
or fully prepared foods.
Heightened attention to appear-
ance, taste and variety
Greater use of central commis-
i saries.
Increased automation in food pro-
| duction and delivery.
More systematic analysis of daily
costs through cash register and
l computer systems.

-

* More bacterlological testing of
incoming foods.

* Insistence on skilled business
management, particularly in large
cities where operations sometimes
exceed $100 mililon.

Automation

Tak(u% some of these points further,
85.7% of school feeding system man-
agers polled by the firm expect a
strong or moderate trend to automatic
machinery over hand labor in food
preparation; 75% see a strong cr mod-
erate move to central commissaries in
large school systems; 87.i% look for
a stronger or moderate t» - 'rozen
or chilled foods; 70.85. * _ate a
strong or moderate movu w fresh
fruits; 126% anticipate a strong or
moderato trend to retort pouch, single
portion prepared foods; 33.4% see a
strong or moderate move to micr-
wave ovens; 83.3% project a strony
or moderate trend to disposable wten-
sils; 81.6% see a strong or moderate
shift to nutrition experts hzving a pro-
found impact on meal design; 66.7%
expect a strong or moderate trend to
ethnic foods; and 78.1% look for a
strong or moderate move to fast-foods.

$5 Billion Market

Among other things, the report
points out that the total market for
school feeding currently stands at al-
most 35 billion, representing 5.3 bil-
lion meals a year. This will increase
moderately to a projected $11.2 billion
by 1990, equivalent to some 7.4 bil-
lion meals.

While school population will fall
during this time, the market will be
bolstered by increased student partici-
pation resulting from improved meals,
as well as inflation, a greater empha-
sis on school breakfasts, and increases
in Federal programs—notably support
to free and reduced price breakfasts,
The Federal government already con-
tributes $2.4 billion to schoo! meals,
and its support is expected to con-
tinue to increase modestly,

For further information, contact
Customer Service, Frost & Sullivan,
Inc., 108 Fulton Street, New York, NY
10038, (212) 23-1080. Report #8688,

Hosts of Suppliers’ Socials
(Continued from page 10)
Food Engineering Corporation
Minneapolis, Minnesota
General Foods
Pendleton, Oregon

Hayssen Manufacturing Company
Sheboygan, Wisconsin
Henningsen Foods, Inc,
White Plains, New York
Hoskins Com
Libertyville, 1llinois
International Multifoods Corporation
Minneapolis, Minnesota
D, Maldari & Sons, Inc,
Brooklyn, New York
Marshall Foods
Marshall, Minnesota
Microdry Corporation
San Ramon, California
Monark Egg Corporation
Kansas City, Missouri
North Dakota Mill & Elevator
Grand Forks, North Dakota
William H. Oldach, Ine,
Flourtown, Pennsylvania
Peavey Company
Minneapolis, Minnesota
Rossotti Consultants Associates, Inc.
Fort Lee, New Jersey
Seaboard Allied Milling Corporation
Kansas City, Missouri
Schneider Brothers, Inc.
Chicago, Illinois
Milton G. Waldbaum Company
Wakefield, Nebraska
Vitamins, Inc,
Chicago, Illinois
Volpi & Son Machine Corporation
East Farmingdale, New York

You won't find
top name in pasta
ny pot.
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No Evidence that
Fertile Eggs Are Better

According to Dr. David B, Mel
there is no evidence that fertile ¢ s
are more nutritious than nonfer le
eggs. Mcllor, a pou'try market
specialist with the Texas Agricult
Extension Service, says that 15 to 0§
years ago many egg producers rem -
ed rosters from areas where hens w: ‘¢
producing table eggs because of
posibility of “>lood rings developing in
the eggs,

Today, according to the Texas A& M
researcher, almost no table eggs ure
fertile because fertile eggs are usually
more expensive to pru(fuce than non-
fertile ones, The reason cited by Mel:
lor is that the rooster needs to be fed
and usually decreasesproduction when
around laying hens. In fact, the rooster
is not ever necessary for egg produc-
tion.

Clean, sound shelled, graded eggs
that are inspected are still the best
choice, according to the researcher.

. TRIANGLE

You're alw;)ys ahead when you start with the very best.
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Scanners Are Coming

With clerks eamming 20c a minute,
supermarket chains cannot afford not
to install scanners and pass upthe 25%
incrense in front end productivity they
offer, James W. Brown, senior vice
president, store operations for Ralphs
Grocery Co., Compton, Calif.-based
company told a comunications semi-
nar sponsored by the Southern Cali-
fornia Grocers Association,

“From what we've seen, there is no
way a retailer can afford to stay out
of scmming — not when he can im-
prove productivity by 25% and re-
luce overall shrink by half a per cent,”
Brown said.

After five years of testing, Ralphs
plan to extend scanning chainwide by
the end of 1980, Brown said. The 100-
unit chain already has scanners at 50
of its 85 southern California units, he
noted.

Dave Friedenberg, president of Big
D Ranch Markets, six-unit indepen-
dent here, said independents such as
his firm are beginning to look seriously
at scanning. "Only the prohibitive
costs are keeping us from going into
it now,” l-‘riedPenberg said. “But almost
any {ndependent, if he could afford it,
would get into it,”

UPC Symbols More Common

More retailers will be encouraged to
get into scanning soon, Brown said,
“hecause the bugs have been worked
out of the system and because so many
items have been source-marked with
UPC symbols.

Bt:fimmlg in Junuary, Ralph’s buy-
ing department will not accept any
merchandise without UPC symbols on
groceries, Brown said.

He also noted the chain likes to
keep samples of each item it carries, to
verify the code numbers. “We have
special department that continually
scans all items in the stores to facili-
tate the front end operation and instill
consumer confidence in seanning,”

State laws that expire at the end of
1979 require all items to be price-
marked: beginning next year, Brown
said, customer preference will deter-
mine whether Ralphs will continue to
mark prices. “We're studying that ap-
proach now,” he said.

Another panelist—Everett Dingwell,
senior vice president, marketing, for
Certified Grocers of California, a co-
operative—said 35 of the cooperative's
members would have seanning instal-
lations within six months.

L
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Jerry Lipari, refrigerated food buy-
er for A. M. Lewis, wholesaler based
in Northridge, Calif., said most of his
company’s customers cannot afford
seanning, “although we've started to
use the UPC code in our data proces-
sing procedures.”

Brown cited several problems re-
sulting from the reliance on UPC that
scaning requires, “Sometimes manu-
facturers change their code numbers
without telling us. Or they use the
same code on a cents-off pack as on
their regular pack.

“And there are human errors, as
when one manufacturer uses the same
code number as another. It's up to the
manufacturers to set up a system to
correct this problem.”

He said manufacturers have to 1.n-
derstand that it takes longer to put a
new item into the distribution sys-
tems when scanning is used.

Annual Reviews
The retailers and wholesalers on the

panel said they were beginning to

treat annual reviews by brokers and
manufacturers more seriously than in
the past.

“We've tried to put some real re-
tionale into our annual reviews the
past couple of years,” sald Everett
Dingwell, senior vice president, mar-
keting lor Certified Grocers of Cali-
fornia. “Besides reviewing our sales
figures, we like to spend time discus-
sing lead times, promotional strategies
and other significant factors, to tumn
the JFeview into more of an open for-
um,

Want More Than Sales Figures

Too often an annual review is used
as just another sales call, Rrown com-
plained. “We don't like them to be
used just to get additional business,”

As does Certified, Ralph secks in-
formation beyond sales figures in its
annual reviews, he added. “But we're
olso interested In how we compare
with the rest of the market, to find out
what we're doing wrong, We also louk
ut the deals we're taking and study our
formulas for accepting some and re-
jecting others,” Marty Maitino, Wes-
tern states sales director for Philip
Morris, Inc. — complained that some
buyers seem unenthusiastic about an-
nual reviews, while higher-level ex-
ecutives are more concern. “Maybe
we're doing the reviews at the wrong

level of management,” he said,
“There's a lot of apathy at the buycr
level about reviews. At the higher
levels, here seems to be more enthu-
siasm.”

Transportation

Dingwell said he had given up com.
pletely on using railroads, “Service
stinks, and it's worse than it was a year
aga. We used to receive 35% of our
volume by rail. Now it's down to 10%
nn;.} if we can get it down to 5%, we
will.”

(nly about 12 vendors ship to Certi-
fied by rail, he added. “We're telling
them to look at the sales they're losing
and to make readjustments. Neither
they nor we can afford the luxury of
having merchandise wandering all
over, without knowing where it is or
when it's going to arrive,”

Upgrade Pumhu—;:;-
Upgrade Profits

Up&rndlng customer purchases to
include more higher-value items, such
as frozen food, is the casiest way to
incrense profits in the 1980s, Gene
Pfister, director of marketing at Green
Giant Co,, told the Enstern Frosted
Foods Association meeting at Kiame-
sha Lake, N.Y.

“You're not going to solve your pro-
ductivity problems and your profit
Eroblems in the 1080s by toying with

ox stores, warehouse stores or gen-
eric labels when you have zero popu-
latit:)r:)fmwth. declining consumption
of food per capita and smaller houst
holds with increased income,” he said!

“The solution is to upgrade you
consumers’ purchases by selling
higher-vnlnea item, and this can |
accomplished by promoting more fro
zen foods,”

Pfister pointed to the 4¢-a-unit pro
fit on a 16-0z can of generice-label cor
with a drained weight of 9.7 oz, versus
n 23.6¢ profit on a 10-0z can of Niblet:
brand frozen corn in butter sauce,

What Pays Overhead?

Citing the same costs for price
marking, stocking, checkout and store
overhead — with a slight increase in
energy costs of about 0.25% — Phister
asked asked retailers, “Which profit
pays for your 21% store overhead?”

In-store bakeries, delicatessens and
restaurants don't hold the answer
either, according to Pfister, He noted
that these departments, although

(Continued on page 42)
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s ... INSTANT, LOW COST
m. FLEXO-PRESS" *** chnton PainTen

RICCIARELLI FIRM:

spices, elc.

Print cartons as needed with unskilled per-

r"mm sonnel. Reduce inventories, storage space,

eliminate obsolescence! This Inplant box

= Printer gives 3,600 sharp impressions an

m Rour. Imprints in one pass all sides of
knocked-down cartons, or both sides of multi-

m ms wall bags, with printing area to 23" x 347,

m l“fs* Built by the originatars of inplant box printers

our assurance ol professionsl results,

BASSANO FIRM:

IME-developed inking system permits uni- Address:
form, instant drying Impressions on kraft,
'm;’ }.""‘“ buriap, foil, poly materials, etc. Write for ce- R.R. 1
maara. =0 Richmond Hill, Ontario L4C 4X7
Industril Marking Equipment Company, Ine. Canada
4388 WESTROADS DRIVE
WEST PALM BEACH, FLORIDA 33407 Phone:

(308) 848-2838
Moaslostarers ol e World') Fisesl Morking sod Impristieg Eqsipment

SALVATORE DI CECCO

Exclusive Sales Representative for:

Automatic Packaging Machinery in
cartons or cellophane bags for:

Long and short goods macaroni

Cereals, rice, dried vegetables,
coffee, cocoa, nuts, dried fruits,

Complete pasta lines equipment

Rolinox patented processing equipment

(416) 773-4033

CONTINUOUS BELT STORAGE SYSTEM

Allowing Constant Accumulation of Non-Free
and Free Flowing Products from Qne
or More Processing Lines

PROCESS ADVANTAGES:
e Parniiis greater line
ylelds Packaging line
breakdowns do not cause
process line shutdowns

» First product In |s first
ot

TRAVELING

PATENT NUMBERS
3,877,585, 1.921.853
OTHERUS AND FOREIGN

« Allows single 8-hour PATENTS PENDING
packaging shift on 24-

hour/day line

« Very uniform product

0t e AR e STt
e o ma Bras AND ACCUMULATION SYSTEM

of delicate and (raglle
products such as (lakes,
chips, pellets, expanded
Wems, noodles, lrozen
iems, etc.

MACHINE FEATURES:

FOOD ENGINEERING CORPORATION
2765 NIAGARA LANE ® MINNEAPOLIS, MINNISOTA 55441 ¢ PHONE: (612) 5595200

Palented moving gale discharge system allows conirolled dis-
charge of products at conslsient rates e Traveling infeed shuttie uses
sell-conlained, simple mechanical drive system for product sensing
and spreading, as well as forward and rearward movement. It obtains
power {rom the conveyor belt bringing product to il « Stalnless stesl or
aluminum storage conveyor slats are attached 1o posttively driven
carrier roller chains. No belt tracking problems al widths up 1o 15"
Dynamically balanced vibratory discharge conveyor requires no sens-
Ing davices or level controls. Products are discharged In a very uniform
stream o Single, double or Uriple slorage levels.

APRriL, 1980

19




Upgrade Purchases;
Upgrade Profits

(Conlinued from page 40)

touted for increasing profit, in reality
boost labor cost because they are serv-
ice departments.

According to statistics by Pfister,
retailers post 871 of retail dollar sales
per man-hour of labor input for all

roceries sold, compared with $250 of
rozen food retail dollar sales per man-
hour. Coupled with increased sales
per linear }om of shelf space, Plister
told retailers that shifting the product
mix to frozen food could improve pro-
ductivity as much as 350%.

Increased advertisement and mer-
chandising of frozens is justified by
consumer trends, Pfister explained.
“The consumer is buying more and
more equipment or appliances in or-
der to use more frozen foods — 47%
have separate home freezers (and)
12% have microwave ovens.

According to Bill Felberg, merchan-
dising buyer at Grand Union Co.,

Elmwood Park, N.J., microwave own-

ers are twice as likely to use frozen
food, “One out of five houscholds or
one out of four households wil have
microwave ovens by the end of the
year,” Felberg added that those ovens
use considcr;%cl less energy than con-
ventional ovens and cook in “a quarter
of the time.”

Major Commitments

Felberg cited the major commit-
ment frozen food manufacturers have
made to packaging their product in
microwave oven trays.

Campbell Soup Co., N.J,, was
singled out by Felberg because it had
established a national microwave in-
formation center in conjunction with
its Swanson foods division,

According to Patricia Quarles, di-
rector of the center, microwave infor-
mation will be provided without
charge through the center in Camden
to retailers, consumers, home econo-
mists and the media.

Swanson's microwave information
center works with an eight-member
udvistory council, which includes Jane
Armstrong, vice president of consumer
affairs at Jewel Cos., Chicago, and
Monte Thomton, director of frozen
food at Publix Supermarkets, Lake-
land, Fla,

Felberg advised manufacturers not
already participating in packaging
products for microwave cooking to
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“get into it, because it will grow and
pow.”
Adapt to Demographics

Frozen food merchandising has to
adapt to new demographics, Dennis
Daniels, procurement manager at
Wakefern Food Corp,, told retailers,
wholesalers and manufacturers.

“We need a new foundation. Fro-
zens have been one of the largest and
best growth areas, but we're looking
at a different marketplace now.”

That marketplace, according to
Danlels, is 42% single-member house-
holds, is more than 50% working
women and is characterized by a move
toward convenience,

“Look at that single-member house-
hold and ask, ‘Where are they going?”’
They're going to McDonald'’s and Bur-

Golden Grein Schelarship Gramt

Louis Ober (center), Los Angeles, an em-
ployee of Vons Grocery Co., was no
winner of a one-year scholorship grant to
the University of Southern Californio spon-
sored by Golden Groin/Ghirardelli Foods.
The $4,700 gront Is for study In the Food
Marketing Maonogement Progrom in the
School of Business Administration, said Tom
nico, Executive Vice President of

Golden Grain who announced the award.

Congratulating Ober is John Palazzo
(left), Divisional Soles Manager for Golden
Graln, who said the scholarship grant is one
of the things his company Is doing to help
develop capable young people for food In-
dustry careers in manogement, Executive
Vice President Jerry Fahey of Vons Grocery
(right) I:Ined in the congrotulations.

Scholarships are offered to part-time or
full-time employees of retall or wholesale
food distributors eligible for membership in
the Western Association of Retall Grocers
of the United States, Cooperative Food Dis-
tributors of America, Notional-Americon
Wholesale Grocers Association, National As-
soclotion of Convenience Stores or voluntary
assoclations, Donor companies may also
nominate their own employees,

r, who was chosen from o large group
of opplicants by the University's selection
committee, will take speciol courses in Food
Marketing, Food Retolling Manogement,
Food Industry Leadership, Analysis, Account-
ing, Communications ond Finance.

Fcr King. We have to show them th t
rozen food Is a better value.”

The selling of the microwave o, -
cept, Daniels said, has to start wiin
store personnel, and be carric|

through with cooperative programs | B

manufacturers and chains, stressing
“quality, convenience and value."

Strategy of Merchandising

John Lagone, metropolitan region
director of frozen food, dairy and pri-
vate label for A&P, echoed the stra-
tegy of merchandising the “conven-
ience” of frozens,

A slight shift to more radio and TV
advertising is planned for the 1960s,
according to Lagone, who added that
A&P hn§ earmarked 70% of its ud
funds for newsprint and 30% for radio
and TV, “Newsprint will continue to
dominate,” he said,

Of the broadcast media, A&P pre-
fers radio to TV because radio has
more of a controlled area than TV,
which crosses too many market arcus.
In the 70s, A&P allocated about eight
of 10 2d dollars to newsprint and two
tn hreadeast media,

Altunugh Lagone said there would
Lie niure promotion of frozens by AP,
he admitted, “It's a grocery company
and I'm a perizhables man,”

When questions were accepted, -
tailers and manufacturers said micro-
wave oven manufacturers should -
celerate microwave oven advertise-

ments and information, rather than It i

the burden and cost fall to the foud
manufacturer and retailer.

Campbell Soup’s Sales Rise

Campbell Soup Company's sa' 5 §

and earnings rose in the Compan
1980 fiscal second quarter and fi *
half ended January 27, Harold
Shaub, President reported.
Consolidated sales in the secor |
quarter amounted to §682,424,000 |
an increase of 16% over second-qui
ter sales last year of 8595,626,000. N
earnings for the quarter reached $4-
838,000, up from the $39,400,000
the quarter last year. Earings p/
share increased by 10% to $1.30, fro:
$1.18 per share in last year's quarter
Sales for the six-month period totul-
ed $1,314,259,000, for an increase of
16% over sales of $1,128,634,000 in
the same period last year. Eamings
for the first half increased to $76,345.-
000, compared to $70,330,000 in the
first half last year. Earnings per sharc
for the six months increased by 11%
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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 the San Francisco

Bay Area since 1971. ..

MODESTO LANZONE’'S

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.

April 1,1980
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Eastman

VS.
MARSHALL

For the Most In EGG PRODUCTS OverCOOked
Quality,

Uniformity, ma Caroni

Convenience

Frozen and dried egg yolks and r d t

whole eggs. Full NEPA range u S

available. Custom packed to

your specitication. - Yuck! Let's face it, there's nothing more unappe-

tizing to look at or try to sell than soggy spaghetti,
From the EGG PEOPLE

macaroni or noodles.
Macaroni products which stay firmer longer offer

-

ol b e Pl e A

y MARSHALL FOODS, INC. canners, frozen food processors and mass-
! Egg Products Division feeders many advantages. Advantages that will
i i : } P. O, Box 1088 make you happy as well as your customers.

1 MARSHALL, MINNESOTA 56258 '
i Phone (507) 537-1451 Here's where our Myvaplex® 600 glyceryl mono-

\, ) stearate comes in. It's a starch-complexing agent

r Lo 3 of high purity which enables the macaroni to
4 i withstand lengthy cooking periods, retorting,
I ; flash-freezing aond reheating while resisting
5 G A A PASTA becoming sticky or losing “al dente" firmness.
This means easier handling for people who cook
‘ W FOODSERVICE MANUAL macaroni products. And, the fact that our
L . "y o 3 Myvaplex 600 comes in powder form means
4 containing simpler and easier processing for macaroni
¥ e (1) Pasta as a Sales Tool. manufacturers.
i 3 (2) What Is Pasta? Some Definitions. Ask your macaroni supplier to incorporate
v £ 7 5 c ) 4 Sh Myvaplex 600 in your product.
! ) FamaSahgpst iR St For further details, call 800-251-0351 free.
\ (4) Packaging, Storage, Cooking {In Tennessee, call 800-352-0301.)
Directions Ask for Health and Nutrition Info. Ceiter.
i i s (5) Food service Equipment and Pasta Or send the coupon:
¢ k ! Preparation. v - =
} (6) Nutrition and Calorie Counts. Eostman Chemical Products, Inc., Kingsporl, Tenn. 37662
: ¥ (7) Cost/Yields of Pasta Products and
i .-. ¥ Trade-up Tips. Please send me more information on Myvoplex 600,
(8) Merchandising Pasta. " |
me.
A ; {9) Pasta in Trade and Foodservice Media. .
' i Titl — ‘ -
WL Wiite Price $10 e
¥ ; NATIONAL MACARONI Compamy
& T MANUFCTURERS ASSOCIATION Address
: 4 P.0. Box 336, Palatine, IL 60067 i
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General Mills Canada, Ltd.,
Marks 25th Anniversary

For General Mills Canada, Ltd,,
1979 was a special year because it
marked the 25th aniversary of the
Grocery Products Division in Canada.
The Grocery Products Division began
in 1854 with a product line which was
relatively small and new to the Ca-
nadian market. In the ensuing 25 years
—a measure of time wlich !ims been
translated into wu record of solid
achievement—tlic  Grocey Products
Division of the Company has become
one of the best known food manufac-
turers in Canada with a wide range of
products in numerous marketing
Arcus.

In 1069 Joln D. Herrick became
General Manager of the Grocery Pre-
ducts Division and Chairman of Gen-
eral Mills Canada, Ltd.

The prior 16 years of building for
the Grociry Product Division of Gen-
sral Mills Canada, Ltd. set the division
m a good position to achieve profit-
able operation and growth in the sev-
enties, The division's product line
grew with the addition of dozens of
items that met the new demands of
the “new consumer”. Products like
Ready to Sprend frosting were adver-
tising heavily not only as excellent
products but also as ones which sav-
ed valuable time for the busy home-
make-. New i[deas in mixes like Betty
Crocker Snackin' Cake were promo-
ted with innovation and energy. Gra-
nola Bars were marketed aggressively,
and successfully, as a “natural alter-
native”, In the plant, efficiencies were
implemented that helped the division
keep reasonable margins des)ite high-
er costs for labor and materials and
inherent pressures (and government
restrictions) on prices. As a result, the
division grew from $8 million in sales
in 1970 to $42 million in 1979,

Good Relations

Although the results of 25 years of
building the Grocery Products Divi-
sion of General Mills Canada, Ltd.
are most visible in the plant facilities,
the machinery, the products on suner-
market shelves, the financial state-
ments and other tangible monuments
that document corporate success, the
visibility of these elements cannot ob-
scure the fact that these results are the
results of people, because, above all,
this is a person oriented company, Of
the original small staff that started the
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operation in 1854, 13 are still with the
division today. As it ente:s its second
quarter-century, the Grocery products
Division continues to receive the re-
spect and confidence of the trade that
was established in the early years, In
addition, the Canadian consumer has
come to rely upon the constant high
quality and value of their products —
and therein lies the real promise for
their continued success.

Lancin-Bravo Foods Division

Delivery volume for 1979 was up
22% over that of 1978, Earnings also
increased during the year. Unfortu-
nately, both sales and earnings were
affected by a 10 week strike at the
Lancia-Bravo plant, 8 weeks of which
were in fiscal 1979,

Bravo Spaghetti Sauce continued
to find greater acceptance by consu-
mers and industrial and food service
accounts, Bravo Thick N Zesty, a
thick and very delicious new spaghetti
sauce which is marketed in a glass jar,
was added to the product line during
the year. Early results have been very
positive, Overall sales growtl in the
area of spn[iheltl sauce appears es-
pecially good.

Fresh Frozen Pasta
The Rocky Mountain Food Dealer

recently carried this story by Kate
Shive.

Fifty years ago, L. A. King started
a small business in Denver called
Mother's Home Bakery. The family
owned and operated bakery added a
new product to their bakery line some
thirty years later and called it Grand-
ma’s Noodles. The fresh frczen egg
noodles have become quite popular
and the company has expanded f om
a modest family operation to be one of
the largest frozen pasta companies in
the United States.

Efficient operation allows the com-
pany to maintain a family-type atmos-
phere with an impressive amount of
production, At one point in time, the
capacity of the facility was 100 pounds
of noodles per day. Today, through
the use of ultra modern machinery
and techniques, the company can pro-
duce two tons of noodles per hour.

Crandma’s Fresh Frozen Pasta is
from special custom milled flours de-
signed specifically for consumer use.
Ah products are made frcm frozen
whale eggs, instead of dry powdered

, to enhance flavor, appearance
ﬁubﬂity and product inlt,E;dty.

The company’s  uncompromising
quality control standards are main
tained at every phase of production
from raw Ingre«ﬁents through pack.
aging and shipping.

Bob Piz, President and General
Manayer, and Bill Fay, Sales Manager,
Flve e company over 80 years com-
hined experience in the food industry.
They are proud to report that their

roducts are now being marketed in
ourteen areas with an additional four
marketing areas to be added in the
near future,

Grandma's Egg Pasta products line
includes: Grandma's Country Style
Wide Egg Noodles, Country Style
Linguini Egg Noodles; Country Style
ng,v Spaghetti; Casa Nova Cheese Ra-
violi; Nona's Italian Wide Egpg Nood-
les (Pre-Cooked); Nona’s Italian Egp
Spaghetti  (Pre-Cooked);  Generic
Country Style Dumplings; and Gen-
eric Egg Pasta (Frozen or Dry).

New product to be introduced
shortly is u frozen spaghetti sauce,

Private Label

Private Label magazine reports
SAMI data indicating that the private
label share of the pasta category is
17% on an annual basis, High period
was 18% in March and low of 16.3%
in September,

: i by . e
Rice-A-Ronl Goes to the Mayor's Wedding

In place of the traditional wedding rice,
guests at the Dianne Feinstein-Richard Blum
nuptials showered the bride and groom op-
probriatedy with Rice-A-Ronl. Felnstein is
the Mayor of San Froncisco and the whole
city wos invited to the flower-bedecked City
Hall for the wedding receptio.. Champagne
and hors d'oeuvres were corisumed, violinists
played “Tea for Two' and little bags of
Rice-A-Ronl inscribed *‘Dianne and Dick, the
San Francisco Treat”, were given out. As
family and friends greeted the newlyweds
and kissed the bride, Rice-A-Roni poured on
the proceedings from the 5,000 cheering
guests,
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: e delivery of egg solids from Henningsen.
Andmh::z local representatives all over the

‘ to help you out on egg problems.
After all this, we're afraid to suggest that you
‘your'noodle and buy your egg solids from

F i
salmo-- Henningsen, the egg people. But it is a good idea.
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U.S. Wheat
Associates Formed

A merger of Great Plains \Wheat,
Inc. and Western Wheat Associates
into a single market development or-
ganization named U.S. Wheat Associ-
ates, Inc. was completed in Phoenix
on Jan. 12 after lengthy and difficult
negotiating sessions . that failed to

agreement as to selection of a

president and chief executive for the
new organization. Applications for
president of U.S. Wheat Associates,
Inc. were to be reopened on March 3.
when a selection was to be made.

The board of directors of the two
orgauizations had earlier approved
the adoption of bylaws and articles of
incorporation for U.S. Wheat Associ-
ates and the Phoenix meeting was
planned to complete necessary admin-
istrative arrangements and mark the
beginning of the merged organization.

Because of the stalemate that devel-

over selection of a president for
US. Wheat Associates, the merger
was finally concluded in Phoenix only
after it was agreed that neither the
president of Great Plains Wheat, Mi-
chael L. Hall, nor the president of
Western Wheat Associates, Richard K.
Baum, would head the merged organi-
zation.

Mr. Hall immediately resigned, re-
moving himself from consideration for
any position at U.S. Wheat Associates.
Mr. Baum was named president of
Wheat Associates, Inc. for Asia. Merle
Hedland and Eugene Vickers, former-
ly vice-presidents of Great Plains
Wheat and Western Wheat,
tively, were named vice-presidents of
the merged organization. Mr, Hedland
has interim nsibility for former
Great Plains Wheat operations at the
Washington office of the merged or-
ganization. Mr. Vickers also is in
Washington.

Ole Sampson, Chairman

At the Phoenix meeting, ]. Ole
Sampson, a wheat farmer from Law-
ton, N.D., was elected chairman of
the board of U.S. Wheat Associates,
Inc. Mr. Sampson is past chairman of
Great Plains Wheat, Iuc. and current
chairman of North Dakota Wheat
Commission.

Williaia L. Hulse of Dufur, Ore.,
was named vice-chairman. Mr. Hulse,
a wheat and livestock farmer, has
been a member of the Oregon Wheat
Commission for nine years and is a

46

ot e AN A e b R L Gl S S i v el ek i i e

past director of Western Wheat Asso-
ciates,

Harrell Ridley of Las Animas, Colo.,
was elected secretary of the new or-
ganization. Mr. Ridley was chairman
of the Foreign Marketing Committee
of Great Plains Wheat in 1977-78, He
is director of Colorado Wheat Admin-
istrative Committee,

U. S. Wheat Associates, Inc., the
consolidation of Great Plains VWheat
and Western Wheat Associates, is sup-
ported by wheat producers through
their nesglecdve state wheat commis-
sions in the 13 states of Colorado, Id-
aho, Kansas, Minnesota, Montana, Ne-
braska, North Dakota, Oklahoma, Or-
egon, South Dakota, Texas, Washing-
ton and Wyoming.

In addition to central offices in
Washington, D.C., and Portland, Ore.,
U.S. Wheat Assoclates raaintains for-
eign regional offices in Tokyo, Rotter-
dam, Taipei, Cairo, Seoul, Guatemala
City, Singapore, Morocco, Manila,
Santiago, and New Delhi.

A D M Gains

Archer Daniels Midland Co., in the
second quarter ended Dec, 81, posted
net earnings of $27,975,768, equal to
80¢ per share on the common stock,
up sharply from $17,615464, or 51¢
per share, in the second quarter a year
ﬂgﬂ.

In the six months ended Dec. 3],
net eamings of ADM total $52,172-
096, or to $1.50 per share, almost dou-
ble the first lmlFiamings of $27,687,-
838, or 80¢, a year ago,

Per share eamings for the second
quarter is based on average of 34,748-
565 shares of common stock outstand-
ing, against 34,570,448 a year ago, ad-
justed for a 5% stock dividend in Sep-
tember, 1978. Six month per share
earnings is based on 34,732,553 aver-
age shares outstanding, compared
with 34,569,455 a year ago,

Provisions for federal and state in-
come taxes for the six months of the
current fiscal year were $31,620,637,
against $13,549,451 in the same period
last year,

More A D M Stock

Archer Daniels Midland Co. an-
nounced plans to sell 3 million shares
of common stock has increased the
offer.ng to 4 million shares, The new
stock, to be offered to the public by
an underwriting group managed hy

Goldman Sachs & Co., Kidder, P: .
body & Co. Inc. and Merrill Lyn |,
White Weld Capital Markets Group,
will result in proceeds to the compay
of about $148 million, based on t.c
Feb, 1 closing price on the New Yu &
Stock Exchange of $36%4.

ADM, in its amended filing with ti.e

Securities and Exchange Commissiun, |i§

continues to indicate that procewds
from the sales of the shares will he
added to the general funds of the com-
pany and wilFbe available for general
corporate purposes, including acdi-
tional working capital, capital expen-
ditures, possible acquisitions of or in-
vestments in assets and other busi-
nesses, and the repayment of indeh-
tedness origine!l; incurred for general
corporate purposes.

ADM for some years has paid a cash

dividend of 20¢ a share per year on its &

common stock.

Gasohol Plant Planned

Plans for construction of an aleohol
plant were announced by Archer Dan-
iels Midland Co, to be located at its
Cedar Rapids, Iowa, com refinery.

Capacity of the proposed plant has §

been set at approximately 225,000 gal-
lons per day.

The company stated that the facility
is in response to President Carter’s re-
quest for increased production of al-
cohol for gasohol, and it is pursuant
to negotiations with U.S.D.A. regard-
inE loan guarantees from its prograi
which might be available for parti:
financing of the project,

ADM recently completed expansic
of its Decatur, Ill, alcohol plant t-
150,000 gallons per day capacity.
was expected that the Cedar Rapi
aloohol unit will be in production |
the middle of 1881,

President Carter’s comments of Ja:
4, on a “massive increase” in use t
grain for gasohol production had bee
met with initial skepticism becaus
of the lack of ethanol production c:
pacity.

Current capacity for producing al
cohol for use in gasohol is estimated a
about 80 million gallons a year, with
ADM's Decatur aFcohol unit currently
representing about 62% of the total
for gasohol production in the nation.

In addition to production of alcohol
for gasohol, ADM is one of the largest
soybean processors, corn millers and
refiners and wheat flour millers in the
United States,
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Our Eggs
Are Breaking Up
Over Your
Business
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You want eggs . . . we've got them. Day in —
day out, the year around. You want yolks . ..
dark yolks . . . custom blends. Just give us the
word and we'll show you why we have been
major suppliers to the noodle industry for
years. We gel them from our own egg-laying
operation where hens are fed computer-
controlled rations in controlled environment to
produce the product you want. We back them
with quality control and customer service
that's hard 1o beat. We aim to please you ...
give us a chance to prove il

DIAL THE EGG
HOTLINE

TOLL FREE (800) 228—817J

MILTON (G. WALDBAUM
784 M%‘ {402) 287-2211

Kansas City, MO
Denver, CO

Wakelield, Nebraska 68
New York, NY
Chicago, IL
Detroit, MI

Los Angeles, CA

Keep up with the fast
moving macaroni-egg noodle
business.

Read the publication

erery important macaroni
ond noodle maker in the

8 United States and Conada

rcads.

Send in your subscription
today.

ApRriL, 1980

. City and State

P.O. BOX 336
PALATINE, ILLINOIS 60067, U.5.A.

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

Name— — ———

Firm

Address

NEE < | P,

Renewal — — . —— New Subscription
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St el Sl ok U s

It is widely known in the pasta in-

dustry that the new technology of

drying pasta at high temperatures is
spreading all over the world.

The purpose of this brief article is
to illustrate the fundamental features
of this new technology and also to ex-
plore the reasons of its rapld success.

There are four very important attri-
butes of high temperature drying:

1. It is possible to produce good

quality pasts. even with low

quality semolina, This is an

achievement of considerable im-

portance, in view of the fact that

the quality of semolina has de-
clined in the past few years, at
least in Europe,

. The economlc advantage of re-

ducing the production cycles.

3. Drastic reduction of total bac-
teria count and elimination of
most pathogenic bacteria in pas-
ta. Pasta produced in high tem-
perature dryers can camqu with
the most stringent bacteria
specifications.

4. Sanitary designs of the dryerr
making it easy to clean with as
litle labor as possible.

The new process of high tempera-
ture drying must meet the folowing
criteria:

a) The drying process must be per-
formed under such conditions as
to harmonize the variable para-
meters, namely, time, tempera-
ture and humidity; resulting in
improvement of the quality of
product. :

b) The new process must prevent,
as much as possible, the negative
aspects of high temperature, as
for instance: decline in biological
quality of protein due to block-
age of the essential amino-acids,

(]

NEW DEVELOPMENTS IN PASTA DRYING TECHNOLOGY
by Braibanti & C. 5.p.A. — Milano, ltaly

particularly Lysine,

In the light of above, we shall ex-
amine various aspects of the problem,
encountered in high temperature dry-
ing.

At the outset, we must point out
that with high temperature drying, the
qll;nlity of pasta products is consider-
ably improved. This has been attested
not only by the Braibanti Research &
Development Center in Rovereto, but
also by the laboratories of several uni-
versities. Pasta product dried in ATR
(High Temperature Line) has less
stickiness, better cooking quality and
better color than identical shape pro-
duct, produced with same raw mater-
ial and dried in conventional dryers,
Thus it can be concluded that it is
possible to obtain good quality pasta
with semolina having weaker gluten.

During the investigation of the
problem of stickiness of pasta, parti-
cularly with the electronic microscope
(preparing the samples with “freeze
fracturing” technique; mctalization
with platinum and carbon), it was
noted that, because of the water ab-
sorption, the granules of starch swell
and gelatinize during cooking,

If the protein reticulum is not suf-
ficiently tenacious (as in the gluten of
poor quality semolina), the swelling
of starch will break the protein struc-
ture, dispersing the starch in watery

hase, resulting in what we call stic-
iness,

When drying at high temperature,
pasta remains in a high temperature
environment for relatively long period
of time, resulting in partial coagula-
tion of the gluten (as in cooking pro-
cess of egg whites),

During the cooking process, pasta
dried in “ATR" lines does not exhibit
stickiness, since the starch being gela-

tinized, is Armly harnessed by tue
solid protenic structure, as descril
above,

Above can be illustrated by exin-
ining semolina, washed starch, un-
cooked and cooked pasta dried in con-
ventional dryers, pasta dried in ATR
dryer, under electronic microscope.

Duration of high temperature treat-

ment is just as important. High tem-|

perature treatment for a short period
of time does not induce the above
mentioned transformation. Omn the
other hand, high temperature treat-
ment for too long a period results in
some negative phenomenons, such as
the reddish color of pasta caused by a
“Maillard” type reaction,

It is interesting to note that during
the high temperature drying, the
speed of water evaporation from pasta
remarkably increases without danger
of checking or cracking.

In a high temperature line for short
goods (such as ROMET rotary dryer),
the drying time for Zita of 14 mm.
(9/167) diameter is approximately 5
to 6 hours. Similarly, drying time for
Spaghettini of 1.7 mm. (.070") diame-
ter is approximately 11 to 12 hours.

The reduction in drying time, when
compared with conventional dryers,
gives various advantages such as the
possibility of producing for a longer
period of time at the end of the wevk
It also requires less space for dryer

As far as bacteriological quality !
Eﬂsln is concerned, most countries nov

ave very definite specifications | r |8

pasta, although it is cooked beforr
consuming,

According to the various studi
Salmonella and Staphylococeus &
eliminated at 60°C (140°F). This ¢
be easily achieved by treating t!

(Continued on page 50)

TABLE 1

Microblological Analysis of 10 Samples Tuken from a Line in Which the Drylng Temperature Is 160°F,
The Values Are Expressed Per Gram of Product and Represent the Average of the Value of Every Single Sample

Semolina
Toltal Plate Count Mesophile 38.000
Total Plate Count Thermophile 42.000
Lnterobacteriacese 1.000
Staphylococcus NEG,
Sporogenic Acrobe 100
Sporogenic Anaerobe 3.000
Eumycelium NEG.

48

After
Packaging One Month

Al the End of At the End of Al the
the Mixers Aflter the Die Drylng Stage
60.000 20.000
78.000 30.000
3.000 NEG.
NEQG. NEG.
1.000 40
3.000 120
NEG. NEG.

4.500 2,000 120
7.000 4,000 100
NEG. NEG. NEG.
NEG. NEG. NEG.
40 40 k]
100 NEG. NEG.
NEG. NEG. NEG,
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Drying Technolo

W QCnntlnu«l fmm’I !m 48)
pasta at 70°C (160°F). In Table 1, av-
erage plate counts of 10 samples taken
from “COBRA-ATR" long goods line.

It can be readily seen from the table
that the total plate count during the
production cycle stays within accep-
table levels, Moreover, after one
month from packing, the plate count
reduces to almost zero,

These results do have a greater
value due to the fact that the samples
were taken after 4 to 5 days of con-
tinuous production, that is when the
formation of “hotbeds™ of infection
would be greater. Obviously, results
will improve further, if the raw mater-
fal is microbiologically cleaner, and if
the machines are kept clean,

Furthermore, it is interesting to note
that the plate count of pasta obtained
with “ATR" lines is irrelevant, com-
pared to the plate count of some other
“ready to eat” products.

In conclusion, we !elieve that we
can state that the techr.ology applied
in the new high temperature Braiban-
ti lines is another major step forward
for the pasta industry,

Thanks is given, for his collabora-
tion, to Professor Ottogalli of the In-
stitute of Agricultural and Technical
h;l’lcroblolagy of the Milano Univer-
sity.

International Buys

Fish Company

International Multifoods Corp. an-
nounced that it has purchased the
assets of Bandon Fisheries, Inc., a fish
processing company in Bandon, Ore.

The Bandon company, which is lo-
cated 25 miles south of Coos Bay,
Ore., processes and freezes selected
fish, shrimp, and crab primarily for
cxrort. Last year the company had
sales in excess of $4 million. Terms of
the purchase were not disclosed.

Paul J. Quinn, vice president and
general manager of .\lull:ifoods' Inter-
national division, said the aequisition
of Bandon Fisherles provides a logical
expansion of Multifoods’ existing base
for export sales, The division sells a
variety of fish and other seafood
species in international markets.

International Multifoods, based in
Minneapolis, is a broadly based food
company with annual sales of $1 bil-
lion. Its four major market areas are
industrial foods, consumer products,
agricultural products and away-from-
home eating.
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Vote on Ega Program
Rate Hike Seen

The House soon will authorize com-
mercial egg producers to decide in a
referendum whether to increase
checkoff rates in a voluntary egg re-
search and promotion program.

The enabling legislation (H.R. 6285)
was approved by the House Agricul-
ture Comumittee and now heads for the
House,

The measure also provides for two
more consumer representatives on the
egg industry board, which operates
the research and promotion program
under Department of Agriculture su-

rvision,

Under the bill, the current assess-
ment of 5¢ a case, levied on commer-
cial-scale egg producers, would be
raised by as much as 7.5¢ a case after
Sept. 30, if thc producers approve
the step in the referendum. In future

years the assessment could be raised
as much as 0.75¢ a year to a ceiling of
10¢ a case. Producers who objected to
the assessment would retain the legal
right to refunds of their contributions.

The bill authorizes USDA to impose
civil penalties for egg program viola-
tions.

Rep. Alvin Baldus (D., Wis.), chair-
man of the House Agriculture Com-
mittee’s Dairy and Poultry Subcom-
mittee, said passing the legislation
would let producers decide whether
they want to expand a program which
experience indicates has improved egg
demand.

76th Annual Meeting NMMA
Wentworth-by-the-Sea
June 25-29, 1980

Big Bertolli Campaign

Bertolli US.A., Inc,, will be spend-
ing over four million dollars in 1880
to promote their line of imported pro-
ducts,

As part of this major campaign, Ber-
tolli will place four national ads in
Family Circle, In the March 11 issue,
a half-page, four-color ad will feature
all Bertolli products—Olive Oil, Red
Wine Vinegar, Spaghetti Sauce, and a
full line of imported wines,

Headed “Bertolli . . . the flavor’s
Italian, the please is yours,” the ad
features a recipe for the cver popular
Italian dish, Pasta Con Fagioli. It also
offers consumers an attractive stand-
up, easel-style recipe binder for only
$4.89 and proof of purchase from any
Bertolli product.

Regional Sales Director

James D, Bowers has been appoi it
ed regional sales and marketing dir «c.
tor of the Marshall Foods, Inc. 1 ¢
Products Division. g

Bowers, 43, formerly served as wos.
tern division manager in charge of
foodservice sales for Jeno's Inc,, Du.
luth, Minn. Earlier, he was vice-presi-
dent of McGarvey Coffee Company
of Minneapolis,

He holds a B.A. degree from Brad-
ley University, Peorin, 1ll, and lives
with his wife and six children in
Blaine, Minn. Bowers' voice is fami-
liar to thousands of sports fans—he
is the soloist for the Minnesota North
Stars,

More on Egg Cholestercl

In a newly reported University of
Missouri study on the effect of dietary
egg on human serum cholesterol ad
triglycerides, 116 male volunteers be-
tween 32 and 62 years (mean age 46)-
all of whom had normal-range serum
cholesterol and triglycerides for the
7 years before the study—consumed 2
whole fresh eggs daily in their cus-
tomary diets for 3 months, and either
eliminated eglﬁs for 3 months before
or 3 months after the egg-eating per-
iod. The serum cholestero! and trigly-
ceride levels at the end of the 6-month
test period were compared with the
subjects’ initial levels on their custo-
mary free-choice diets, as well as thir
levels after the first 3 months of stu .

The results revealed no signific:
increase in mean serum choleste: .
nor was there a significant associal 1
of dietary cholesterol intake with e
er serum cholesterol or triglyceri
While the rescarchers acknowle: -
that the results show “high indivi -
al variability of serum cholesterol 4 !
serum triglyceride response to 1
daily ingestion of 2 whole fresh eg -
within a habitual mixed Americ.n
diet”, . . they believe that the “da's
support the suggestion that indiscrim -
nate exclusion of eggs may be a us -
less preventive measure to maintain
low serum cholesterol in all norma
healthy men.”

The new study reinforces an earlivr
6-month study by some of the same
investigators in which 114 normul
healthy men consumed one whole eg;
daily for 3 months, after eating no
eggs for 3 months, Their average ser-
um cholesterol did not change signi-
ficantly,
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DURUM PRODUCTS

ADM MILLING CO, Box 7007,
Shawnee Mission, Kansas 68207,
Manufacturers of Comet No. 1 Sem-
olina, Romagna Durumn Granular,
Goldengle Fancy Durum FPatent
Flour, Palermo Durum Patent
Flour. See ad page 22-23.

A\MBER MILLING, St. Paul, Minne-
sota 551684, Telephone: (612) 646-
9433, Manufacturers of Venezia No.
1 Semolina, Imperia Durum Granu-
lar, Crestal Durum Fancy Patent
Flour, and Kubanka Durum Flour.
See ad, page 11.

GCENERAL FOODS, Igleheart Oper-
ation. P.O. Box 1128, Pendleton,
Ore. 97801; Phone: (503) 276-6511.
Durum products. Mr. Dan Breland.

CENERAL MILLS, INC., Sperry Di-
vision, Bakery Flour Sales, Western
Region, P.O. Box 10-730, Palo Alto.
California 94303, Manufacturers
and distributors of Royal and
Golden Durum Granulars; Sperry
Macaroni Flour; Gold Medal Sem-
olina No. 1; Exalto Durum Clears;
Gold Medal Durum Flour. North-
emn California and Pacific North-
west call: Jean Hassell, Marketing
Manager (415) 827-0372; Southern
California call: Don Anderson (213)
583-4335.

INTERNATIONAL MULTIFOODS
CORP., Durum Product Division,
1200 Multifoods Building, Minne-
apolis, Minnesota 55402. Manufac-
turers of Duregg Egg Noodle Mix,
Como No. 1 Semolina, Capital
Durum Granular, Capital Fancy
Durum Patent, Ravena Durum
Patent, Bemo Durum First Clear
and Naples Durum Second Clear.
Duregg (TM). General offices in
Minneapolis; sales offices in New
York. Principal durum mills in Bald-
winsville, New York, and St. Paul,
Minnesota. See ad on page 64.

BUYERS'

The following firms support the industry’s trade association as associate members and/or
as advertisers in the Macaroni Journal:

NORTH DAKOTA MILL AND ELE-
VATOR, Grand Forks, North Dakota
58201, Manufacturers of Durakota
No. 1 Semolina, Perfecto Durum
Granular, Excello Fancy Durum
Patent Flour, Nodak Durum Patent
Flour, Red River Durum Flour, and
Tomahawk Duram Flour. General
Sales Office: Mr, V. M. Peterson,
Grand Forks (701) 795-7224 See
page 13

PEAVEY COMPANY INDUSTRIAL
FOODS GROUP, Peavey Building,
730-2nd Avenue South, Minnea-
polis, Minnesota 55402. Manufac-
turers of King Midas No. 1 Semo-
lina, King Midas Durum Granular-
King .\llﬁns Durum Fancy Patent
Flour, Kubo Durum Fancy Patent
Flour, Uno Durum Patent Flour,
General Sales Office: Minneapolis.
W, M. Wingate, V.P. Sales (612)
870-7850; William H. Grady, Sales
Manager, (612) 370-7837; Wayne
Mosey, Sales Manager (612) 370-
7880, District office in New York:
Gerald P, Marron (814) 428-1250.
District office in Elk Grove Village,
1linois. (312) 640-7122, See ad pages
32-33,

SEABOARD ALLIED MILLING
CORP., P.O. Box 19148, 1550 West
29th Street, Kansas City, Missouri
64141, Telephone: Area Code 816,
561.9200. R. G. Myers, Lin L. Lund-
goard, Henry L. Sumpter, John
LaSpina. Complete linc of durum
products milled in Albany, N.Y.
See ad pages 41-42,

EGGS

BALLAS EGG PRODUCTS CORPO-
RATION, 40 North Second Street,
P.O. Box 2217, Zanesville, Ohio
43701, Sales office in New York
City. Packers of pasteurized frozen
and spray dried high color yolks
for the noodle trade.

GUIDE

BENDER GOODMAN CO,, INC, 5
Waorth Street, New York, New York
10013. Top Hat Frozen Dark Yolk;
Top Hat Frozen Whole Eggs; Son-
stegard Foods Dried Yolk; Sonste-
gard Foods Dried Whole Eggs. ].
Talcott Vice President (212) 431-
5700.

BROWN PRODUCE CO., INC,, Fa-
rina, 1llinois 62838, (618) 245-3301,
has been servicing the macaroni-
noodle industry for over twenty-
five years with a full line of colored
egg yolk and whole eggs; special
blends made on request. Products
are marketed under the brand name
of Bake-Rite and distribution is
coast to coast. The company is fully
integrated with its own feed mills,
egg prod etion, and storage facili-
ties and wble to quote your short or
long term needs,

CUTLER EGG PRODUCTS INC,
612-30 Sedgley Avenue, Philadel-
phin, Pa, 19140, Mr. Harold M. Cut-
ler—Sales Telephone: Area Code
205, 585-2268. Packers and distri-
butors of frozen eggs and egg solids.
Processing plant: Industrial Park
Road, Abbeville, Alabama 36310,

HENNINGSEN FOODS, INC,, 2 Cor-
porate Park Drive, White Plains.
New York 10604, (914) 694-1000.
Manufacturers of Free Flowing Egg
Yolk Solids, Free Flowing Whole
Egg Solids, Dehydrated Chicken,
Beef, Ham and Turkey products,
Sales offices in each of the major
cities in the United States, Western
Europe, Japan, Mexico and South
America. Technieal assistance avail-
able, Samples sent on request, For
information, contact: Vito J. D’Agos-
tino, Michael H, Cruger, Kit Hen-
ningsen at White Pleins; Mid-West
—.Frederick W. Hartfelder at (800)
228.9768; West Coast — Mike No-
lan at (714 5898-1016. See ad on
prge 45,




MARSHALL FOODS,
Products Division, P.O. Box 1088,

INC.,, Egg
Marshall, Minnesota 56258, (507)
537-1451. Spray dried egg yolk,
whole eggs and egg whites, Free
flowing or standard egg yolks and
whole eggs. Color range available
for custom drying NEPA 2 to
Actual 3. Frozen yolks and whole
eggs. Full NEPA range available.
See ad on page 43.

MONARK EGG CORPORATION,
601 East Third Street, Kansas City,
Missouri 64108, (816) 421-1970.
Mpo=facturers of all Spray (regu-
lar & ¢REE Flow) Dried and Fro-
zen 2z Products, including Whole
Egg Solids, high color Egg Yolk
Solids, Egg White Solids, and
blends. Main office in Kansas City.
Facilities located in Missouri and
Kansas,

NATIONAL EGGC CORPORATION,
P.O. Box 608, Social Circle, Georgia
30279, Telephone: (404) 464-26852.
Egg Yolk Solids, Free Flow. Whole
Egg Solids, Free Flow. See page 49.

WILLIAM H. OLDACH, INC,, P.O.
Box 337, Flourtown, Pennsylvania
10031, Specializing in egg products
sale and distribution to discriminat-
ing food manufacturers with strict
adherence to quality specificators.
Liquid-Frozen-Dried.

SCHNEIDER BROS., INC. 5332 S.
Western Avenue, Chicago, Illinois
60609, Mr, Morris Schneider, presi-
dent; Clifford Schneider, V.P. Sales
& Marketing, Chicago, IL; Sandy
Seidner, V.P. National Sales,
Phoenix, AZ; Don Potts, Sales
Manager, Atlanta, GA. Liquid
frozen and dried egg products.

MILTON G. WALDBAUM COM-
PANY, Wakefield, Nebraska 68784.
Phone: (402) 278-2211. (800) 228-
8176. Egg Processor. Fresh shell
eggs, fresh liquid egg, frozen whole
eggs or l.'f;;|; yolks, Special package
size available. Dark color whole
eggs and egg yolks available on
contact, See page 47.
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ASEECO CORPORATION,

MANUFACTURING
EQUIPMENT

8857
West Olympic Boulevard, Beverly
Hills, California 90211, Engineers
and manufacturers of complete stor-
age systems for noodles, cut goods
and specialty items. Product Lines:
Aseeco overlapping bucket lifts
(elevators), belt conveyors-sanitary,
Accumaveyors, vibratory conveyors
and scalping screens, modular dis-
tribution  systems—vibratory and
belt, selectematic bin storage sys-
tems, automatic continuous blend-
ing systems. Services: Engineering
and plant layout for complete maca-
roni plants from storage to ware-
house. Supervision and installation
of all equipment. See ad page 27.

DOTT, INGG. M., G. BRAIBANTI &

COMPANY, Largo Toscanini 1,
20122 Milano, Italy. U.S. and Can-
ada Office: Braibanti Corporation,
60 East 42nd Street, New York, New
York 10017, Phone (212) 682-8407,
Telex 12-6797 BRANY NYK. Manu-
facturers of completely automatic
lines for producing long, twisted
and short goods. Production lines
from 5,000 to more than 200,000
pounds of finished product per day.
Pneumatic flour handling systems.
All types of specialty machines, in-
cluding ravioli and tortellini. Free
consulting service for factory lny-
outs and engineering. See ad pages
16-17.

ZAMBONI, Vin G. Verga, 3 40033

Casalecchio de Reno, Bologna,
Italy, US.A. and Canada Office:
Braibanti Corporation, 60 East 42nd
Street, New York, New York 10017.
Phone: (212) 682-6407, Telex 12-
6797 BRANY NYK. Manufacturers
of colling machines, ravioli ma-
chines, nesting machines, Carton-
ing, weighing and bag packing ma-
chines,

BUHLER-MIAG, INC,, 1100 Xenium

Lane, Minneapolis, Minnesota
55440; Telephone (612) 545-1401
Planning and engineering of com-
plete macaroni factories: consulting
service. Manufacturers of macaroni
presses, spreaders, continuous dry-

CLERMONT FOOD

DEFRANCISCI MACHINE COR-

ers for short goods, noodles, loi g
goods and twisted goods, automat
accumulators for short, long goo Is
and noodles, die cleaners, ln%m: 1
tory equipment. Complete flour
and semolina bulk handling sys.
tems. Sales offices at 580 gyl\am
Avenue, Englewood Cliffs, New
Jersey 07632; phone (201) 871-0010,
and Buhler-Miag Canada Ltd., 1825
Leslie Street, Don Mills, Ontario,
Canada. Phone (416) 445-6910, Sce
ad on pages 24-25,

Nobodv serves pasta quite like Mearn

MACHINE
COMPANY, 280 Wallabout Street,
Brooklyn, NY 11208, Manufacturers
of automatic continuous lines short
and long cut pasta; entirely auto-
matic noodle, next and coil lines
(no trays); conventional and fast
drying cycles with pre-dryer and
finish dryers including bucket and
cleat conveyors and many other
food processing machinery.

PORATION, 4645 Metropolitan
Avenue, Ridgewood, NY 11385, Full
range of automatic lines of ma-
chinery for both short cuts and long
goods including lasagna, from 500
to 5,000 Ibs, Automatic long goods
cutters, automatic sheet formers and
noodle cutters, Drying rooms. Die
washers, dry egg feeders, hydraulic
tube cleaners, and conveyors. Di-
rect canning spreaders for flling
spaghetti at a pre-determined quan
tity directly {nto cans. Sanitary, hos
down, presses. Concentric extrusii:
dies. Twenty-five pounds per ho
Laboratory Extruders., Pilot a:
production extruders for snack foo |
and cereals. See ad page 15,

-

‘,J‘ .‘ji.ﬁm i .
I

SALVATORE DI CECCO, RI#
Richmond Hill, Ontario, Canad
l.]AC 4X7, Tel. # (416) 773-4033. E v ' \ : ”
clusive sales representative for: Ri adiabindn e aob ML g b
clarelli Firm: Xutomntle Packagii ! When Mam'puts fogather a i - o d
Machinery in cartons or cellophn. [l | souce (aslightly different one m” ':‘uit.)l o
bags for: Long and short goods mi for each and every dish), she : me‘:'ud I"'sm""'u'dﬂ_u i3
caronl; cereals, rice, dried veget. knows exoctly how muchof ~ oging s
bles, coffee, cocon, nuts, ﬁrh il everything to put into the pot @ marketing science.
fruits, spices, etc, Stamping M- —without measuringl Apinch  Like Mama, we know that
chines for Bt;logun-Style unf Noo- here. A dash there. She gets o two pastos are alike.
dle pasta. Ricciarelli-Nicolai: Mac- [l it right, every single time. Not - Each pasta needs ifs own
aroni dies and die-cleaning equij- from instinct, Froin experi- special kind of package or
ment. Bassano Firm; Complete pas- enca. From years of lasogne,  label o appeal to shoppers
sta lines equipment, Rolinox paten- fettucini alfredo. .. ravioli...  increasingly discriminating

ted processing equipment. See’ ad rigatoni con salsicce, fastes.
on page 39, ;

experience—over 50 years
providing the leading names
In pasta with complete single-
source packaging service:
mouth-watering graphics,
product-protecting structural
design, and machine-appli-
cation engineering.

The ingredients that go
into your package's paper-
board are goling to be right,

Diamond Paperboard Divislon.

You and Mama know that
all pasta is not the same, At
Diamond, we know that all
cartons and lobels are not the
same, Let us glve you the
Diemond recipe for a perfect
pasta packoge. Call (513)
422-2772 today. We're
waiting 1o serve you.

OND INTERNATIONAL CORPORATION
‘\ E'A.B'I‘(ADIND PRODUCTS OIVIRION

PRSI




e

R

PP -

e ot 2 e e RO T R e

VTS B Y s

FOOD ENGINEERING CORPORA-
TION, 2722 Fernbrook Lane, Min-
neapolis, MN 55441, Phone: (612)
544-5055. Design and build custom
made machines, coolers, dryers,
storage and accumulating systems
and diverse equipment. Mr, Ralph
Buigess, president. See ad on pagz
39,

HOSKINS COMPANY, P.O. Box F,
Libertyville, lllinois 60048, (312)
362-1031; TWX 910-834-3278 (Hos-
kins Liby). Western sales represent-
ative for DeFrancisci Machine
Corp., manufacturer of pasta pro-
duction lines, Western sales repre-
sentative for Clermont Food Ma.
chinery Co., manufacturer of noodle
cutters, Chinese noodle equipment,
crepe  manufacturing equipment.
Sales representative for Semco,
manufacturer of bulk flour handling
systems; Aseeco, manufacturer of
finished goods conveying and stor-
age systems; Ricciarelli, manufac-
turer of packaging machines, long
spaghetti conveying systems, how-
tie machines, twisted vermicelli
machines. See ad on page 19,

MICRODRY CORP., 3111 Fostoria
\Vay, San Ramon, California 94583,
Multistage drying-pasteurizing us-
ing microwave techniques now
proven with nearly all types of
pasta. Enorinous savings in ene:gy,
space and time. Also noodle cutters,
storage Lelts, conveyors, die wash-
ers, Lee ad on pages 58-53.

VOLPI & SON MACHINE CORP,
SOBROOK  DIVISION, 2043
Wellwood Avenue, Enst Farming-
dale, NY 11735 (516) 293-4010,
(212) 499-5922, Distributor of Gia-
como Toresani, S. p A. equipment.
Manufacturers of a complete line
of pasta and Chinese noodle pro-
cessing equipment including the
<auneloni-manicotti  line, Volpi
noodle cutter, sheeter/kneader/
culter, continuous noodle line. See
ad on page 57,

DIES
D. MALDARI & SONS, INC,, 557
Third Avenue, Brooklyn, N.Y,

11215. Phone: (212) 499-3555. Ex-
tusion dies for pasta, cereals,
snacks, pretzels, R & D in non-
related food felds, See ad page 9,

PACKAGING EQUIPMENT

AMACO, INCORPORATED, 2601
West Peterson Avenue, Chicago,
Illinois. Bag forming, filling and
sealing equipment E)r long and
short cut macaroni. Low, medium
and high speed cartoning equip-
ment for long cut spaghetti and
other pasta goods.

CLYBOURN MACHINE DIVISION,
a division of Paxall, Inc., 7515 North
Linder Avenue, Skokie, 111, 60076,
Phone (812) 677-7820. Vertical car-
toning equipment with volumetric
or net weight filling. Horizontal
cartoners for long macaronl prod-
tets, See ad page 5,

HAYSSEN MANUFACTURING
COMPANY, Hwy. 42 North, She-
boygan, Wisconsin 53801, Horizon-
tal and Vertical form, fill, seal for
all your flexible packaging needs;
available with Omni-Tare or Digi-
tron® net weight scales for noodles,
volumetric fillers for short goods or
auger fillers for seasoning. Hori-
zontal machines for packaging long
cut spaghetti in all packaging ma-
terinls, available wllE LCM feeder
for automatic measuring and feed-
ing of spaghetti, Eastern Regional
Office: 130 W. Lancaster Ave,
Wayne, PA, 10087; (215) 688-3044.
Midwest Regional Office: O'Hare
Office Center, 3166 Des Plaines
Ave., Des Plaines, IL 60018 (312)
208.7220, Western Regional Office:
520 E. El Camino Real, San Mateo,
CA 94402; (415) 342-1454.

INDUSTRIAL MARKING EQUIP-
MENT CO,, INC,, 4385 Westroads
Drive, West Palm Beach, FL 33407,
Conveyor line marker for automa-
tic imprinting of conveyor-carried
cartons and other containers, Con-
tuet Louls J. Kessler. See ad on
page 39.

TRIANGLE PACKAGE MACHIN-
ERY CO., 6855 W. Diversey
Avenue, Chicago, Illinols 60635
Phone: (312) 889-0200. Pulsamatiz
Vertical Form, Fill, Seal Bag Ma-
chines, Flexitron 1600 net weight
systems, and CBH vibratoy con-
veyor systems, Pulsamatic Bag Ma-
chines may be equipped with auger
fillers for scazonings or soft pouch
mixes, with volumetric fillers for

shorl cuts or with Flexitron scu »;
for short cuts and noodles, Cl [[
conveyors utilized for distribut w
of products to packaging lines, S s
offices: 361 F:anklin Avenue, N it
ley, New Jersey 07110, Phone: (2:1)
061-0320; 2172 DuPrut Drive, Suite
No. 24, Irvine, California 92715,
Phone: (714) 955-2653; 202 Calcita
Drive, Santa Cruz, California 85060,
Phone: (408) 426-5161, See ad on
page 37.

WRIGHT MACHINERY DIVISION,
REXHAM CORPORATION, P.O.
Box 3811, Durham, North Cerolina
27702, Telephone: (919) 852-8161.
Wright Machinery has designed a
specialized line of packaging ma-
chinery for the macaroni/noodlo
industry. Form/Fill/Seal systems
include the MON-O-BAG Volume-
tric, an automatic smﬁie tube sys-
tem which permits high speed pro-
duction when extreme weighing ac-
curacy is not crucial; the MON-0-

BAG 1I and MON-0-BAG III, nct|§

welghers employing the Electrofles
scales; and the DU-O-BAG III, a
net weigher that combines two
MON-0-BAGs in one unit, Wright
also manufactures the FA IN-LINE
unit and the ROTARY NET
\WEIGHER, for packaging pro-
ducts in rigid containers at high
sPceds. Call or write Vice Prosi-
dent-Sales, Martin D. Cicchelli, for
u free technical bulletin, See ad «
page 7.

PACKAGING SUPPLIES

COOLEY SALES, INC, P.O. |
157, Shawnee Mission, Kan
66201, Cooley Sales, Inc. represe
converters in the printed films
dustry. We offer up to six colors
flexographic printing (line and,
sc:een) on single film or laminat
structure, We offer new films ¢
velopment and research, comph
art department facilities for n
graphic desigu and/or changes, '
ventory reorder and prompting s
tems, warehouse inventory progri
and raw stock inventory prograi
We like to become involved with
your success,

DIAMOND INTERNATIONAL
CORPORATION, Diamond Pack-
aging Products Division, 407 Char-
les Street, Middletown, OH 45042.
Phone: 513/422-2772. Designers
and manufacturers of labels, fold-
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ing cartons and DI-NA-CAL heat
transfer labels. 19 sales offices sup-
ported by graphic and structural
package designers and mechanical
rackn ing engineers, 5 strategically
ocated manufacturing plan's, See
ad on page 28,

AUST PACKAGING CORPORA-
TION, 145 Oval Drive, Central
Islip, N.Y. 11722, Creators and man-
ufacturers of multi-color cartons
and promotional material for mac-
aroni-noodle products and frozen
foods.

OLD-PAK CORPORATION, Van
Buren Street, Newark, New York
14513, Eastern Sales Office: 110
Charlotte Place, Englewood Cliffs,
New Jersey 07632, Fold-Pak Cor-
ration specializes In the manu-
acturing of folding cartons for the
macaroni and frozen food industry,

§ Manufacturing Capabilities: Offset

Printing from 2 to 6 colors, Roto-
gravuie and Flexographie Printing,
Die-Cutting, windowing machines
and special finishes back up major
printing equipment. Mechanical
Packaging Systems: In-depth engl-
neering analysis to help assure you
of the most efficient acka%‘ln sys-
tem in your plant. This is followed
up by continuing service by our
engineers, Packaging Design: Pro-
fessional designers experienced in
the pasta and related industries are
available for your packaging needs.
See inside front cover.

ROSSOTTI CONSULTANTS ASSO-
CIATES, INC., 158 Linwood Plaza,
Fort Lee, New Jersey 07024; (201)
£44-7972. For folding paper board
cartons and flexible packaging, rep-
§ resenting St. Regis Paper Company.
Also consulting in buying and sell-
ing macaroni companies. Establish-
in 1898, See ad on inside back
cover.

FORTIFICATION

FASTMAN CHEMICAL PROD-
UCTS, INC,, P.O. Box 431, Kings-
port TN 87662. MYVAPLEX 600
Concentrated Glyceryl Monostear-
ate. A powdered starch-complexing
agent to improve flrmness and re-
duce stickiness and clumping in
macaroni, spaghetti and noodles
during processing and in use. Rep-
 resentatives located in all principal
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marketing centers, Call (800) 251-
0351 toll free. Sce ad on page 43.

VITAMINS, INC., 200 East Randolph,
Suite 5560, Chicago, Illinois 60601.
Phone: (312) 861-0700. Manufac-
turers of enrichment ingredients
used by macaroni manufacturers
and flour millers, Also manufactur-
ers of protein supplements includ-
ing defatted wheat germ and milk
proteins of high biological value,
Sales representatives: East, Louls
A. Viviano, Jr.,, P.O. Box 374, Plain-
field NJ 07061 (201) 754-0031; Mid-
west, Jack W. Rogers, Chicago,
1llinois 606801; (312) 861-0700. West,
Joseph P. Manson, 610 Newport
Center Dr., Newport Beach, CA
92660, (714) 833-0432,

SERVICE

WINSTON LABORATORIES, INC,,
25 Mount Vernon Street, Ridge-
field Park, N.J. 07680, Our labora-
tories, with 60 years of experience,
continue to fulfill a vital need of
every Pasta producer — Evaluation
of product quality. Quality starts
with the selection of the best raw
materials free of incidental addi-
tives such as pesticide residues,
pathogenic bacteria, and extrane-
ous matter, Also a continual check-
ing of your egg solid content of
noodles and your enrichment con-
centrations are necesary to insure
proper nutrition and compliance
with Federal requirements. Have
questions concerning nutritional la-
belling? Know what records must
be maintain to substantiate your
product claims, The Winston Lab-
oratories Inc. — Specialists in the
Chemistry & Bacteriology of Ma-
caronl and Noodles. James and
Marvin Winston, Directors. Prompt
and Efficient Service since 1820.
Phone: (201) 440-0022. See ad on
page 29.

Composite Cans

Bolise Cascade, Composite Can Di-
vislon, 13300 Interstate Drive, Hazel-
wood, MO 63042, manufactures com-
posite containers including the Com-
posite 30# Frozen Food Can,

These containers are used by fro-
zen egg processors who fill these com-
posite 30# cans with high quality
yolk and whole e&g products, which
are then frozen and used in the manu-
facture of egg noodles and other ma-

caroni products,

Advantages of the composite 30#
can are: Container will not 1ust, ease
of use, container can he “cut-away”,
and two-thirds of a compuosite con-
tainer is made from our most 1new-
able resource - trees.

For more information, contact the
following sales offices:

Gordon Von Doersten, Business
Manager, Food Products; 13300 Inter-
state Drive, Hazelwood, MO 63402,

David Brookreson or Kurt Lowder-
milk, 676 E. Swedesford Road,
Wayne, PA 18087, (215) 687-8245.

John Wrightman, Boise, Cascade,
Tri-State Towers Bldg, Suite 302,
9575 Higgins Road, Rosemont, IL
60018, (312) 696-4777.

Lee Edmundson, Boise, Cascade,
13300 Interstate Drive, Hazelwood,
MO 63042, (314) 344-2246.

John Blachley, Boise, Cascade,
2600 Goodrick Ave., Richmond, CA
4804, (415) 235-9411.

Cooley Sales Co., Inc.

Cooley Sales, Inc. P.O. Box 157,
Shawnee Mission, Ks. 66201 (913)
362-6120. Cooley Sales, Inc. repre-
sents extruders and converters in the
printed and plain flms industry. We
offer up to six colors in fAexographic
printing (live and/or screen) on sin-
gle film or laminated structures. Com-
Panies that we represent have conver-
ting operations located across the
United States for fast and convenient
service. Plants are located in Indiasa-
polis, Indiana, St. Louis, Mo., Mission,
Kansas, Russelville, Arkansas, San
Leandro, California.

Our Cost Savings Information (CSI)
Total Program was designed specif-
cally for the Macaroni Industry. This
program analyzes your present pack-
aging needs to determine where cost
saving techniques ean be applied for
maximazation of your packaging dol-
lar.

Another part of the CSI Total Pro-
gram is an auxiliary function. We pro-
vide inventory prompting and reor-
dering systems, a warchousing pro-
gram for raw stock and finished
goods inventory, We offer new films
research and development, design
and/or changes. All of these insure
the best salable package at the low-
est total cost.

The newest line that we are oller-
ing to the Macaroni Industry is in

(Continued on page 58)
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Cooley Sales Co., Inc.
(Continued from page 54)

rallct unitizing. We have complete
ines of shrink and stretch wrap flins
as well as equipment that save thou-
sands of dollars over conventional
corrugated unitizing methods, For ex-
ample, one of the newest stretch films
on the market is saving users 6-9%
over existing brand name stretch peo-
ple such as Mobil, Bordens and Ex-
xon,

Coupled with the savings are
stronger performance characteristics.
Call us for a profit increasing discus-
sion,

As partners in a packaging program,
we work on viable, cost effective so-
lutions to your specific problems.

Only, as you succeed, will we,

Volpi Affiliated with Toresani

Volpl and Son Machine Corpora-
tion of East Farmingdale, Long Is-
land, New York in affiliation with Gia-
como Toresani Spa of Milano, Italy
affers n complete line of equipment
for the pasta industrv.

Their models MR 135 or MR 265
offer the versatility of varied ravioli
forms with a block attachment for
various tortellini forms. This is called
their “Pinzati” unit and is US.D.A,
up{:mvud.

Jolpi/Toresanl also offers U.S.D.A.
approved tortellini machinery (MT
135 or MT 285 models) as well as ag-
nolotti and gnocchi machinery.

A completely automatic system for
canneloni, manicotti and lagasgna for
small to large production is currently
going ‘hm“lih the process for US.
D.A approval.

As previously highlighted Volpi/
Toresani manufactures a conpletely
automatic Continuous Noodle Ma.
chine which automatically blends,
mixes, kneads and laminates the pro-
duct sheet before the actual noodle
cutting process. This is extremely
popular with the Oriental noodle and
is just being realized as a blessing by
the Italian neodle industry. It pro-
cesses from 400 poundsto 1700 pounds
of continuous, laminated product for
the fresh pasta noodle industry all pre-
dicated upon customer size require-
ment,

Volpi and Son also produces a
complete line of Conventional Noo-
dle equipment - Mixers, Sheeters,
Cutters, Folders und Kneaders in
their Long Island plant; as well as a
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complete line of pasta related equi
ment in their Toresani Milau, Italy
facilities.

M. Joseph P. Volpi, Vice President
of the firm as well as Mr. Peter ].
Valpl, President lectured on some of
their equipment at the Buhler Maca-
roni School in Zurich, Switzerland
in March — sponsored by the N.M.
M.A,

The Volpi's invite your inquiries,
Their manufacturing facilities are lo-
cated at: Volpi & Son Machine Corp.,
SoBrook Division; 2043 Wellwood
Avenue, East Farmingdale, L.I., New
York 11735 USA. And at: Giacomo
Toresani, Spa; 148 Via Luigi Omato;
20162 Milano, Italy

Some of their Italian equipment
was displayed at the IPAC/IMA Fie-
ra di Milano at the International
Fairgrocads in Milan this March, Ac-
tual produ.tion was seen there and
any conceivabiz questions you might
have can be answe.~d here.

Please drop them a liue ui caii. The
numbers: 516-203-4010 or 212-469-
5022 Telex: 647031,

In the U.S. contacts are Joseph P,
or Peter J. Volpi, In Italy contact Mr.
Nicola Palagiano,

$2.5 Million Campaign
Launches Innovative Pasta

The largest advertising expenditure
ever to launch a pasta product has
been committed to the introduction
of an innovative family of high-protein
pastas by Prince Macaroni Mfg. Co,,
Lowell, Mass. The campaign for
Prince Superoni, broke in New York
March 3, It will spend more than $2.5
million in the coming 10 months,
there, in New England, Chicago and
Detroit.

“Superoni is an entirely new form
of a staple food product,” says Zal
Venet, president, Venet Advertising
Inc., the agency which developed the
campaign, “It is n pasta that provides
the consumer with an alternative to
the traditional and most costly pro-
tein-rich foods.” The TV and radio
commercials and newspaper adver-
tisements position the 11 varicties of
Pasta Superoni against meat, poultry
and cheese,

Observing that Superoni already
has total chain supermarket distribu-
tion, Mr. Venet stated, “Superoni is
a product of the 80's, In a time when

shoppers are very hudget-conscious, '
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Superoni provides them with an ¢
nomical, El'hly nutritious source

rotein, And, it cooks, tastes like o

as all the other positive elements f
pasta.”

The first flight of the campai.y,
which broke at the end of Februay,
features a 30-second television com.
mercial, a 60-second radio commir-|
cial, a 600-line newspaper coupon
advertisement and point of sale. More
than 81 million has been budgeled
for the 10-week program.

In the introductory television com-
mercial, a box of Superoni spaghetti
is shown in front of a chicken, a picee
of steak and a portion of cottage
cheese, and the statement is made
that Superoni has 41 percent more
Frutein than hamburger. The head.
ine of the newspaper advertisement
states, “New Prince Superoni Spag-
hetti vs. Beef.” Cop states that Super-
oni costs about one-tenth as much as
steak per serving; has almost no fat
and no cholesterol.

While Superoni has been available
on a limited basis, in spaghetti and
elbow macaroni form, this is the first
time the entive family of 11 products
will be available.

Venct Advertising Inc. has been
the advertising agency for Prince
Macaroni since 1067,

Military Sales Consultant

Skinner Macaroni Senior Vice Prv-
ident of Sales W. E, “Bill” Clark wi!
base his operations out of Oklahow
City, Okla., serving as a miltary sal
consultant for both Skinner Macaro
and San Giorgio Macaroni, accordi
to Joseph P. Viviano, President
San Gioryio-Skinner, Inc,

Clark, who has been with Skinn
for 28 years, has been in charge
Skinner military sales the past fi
years, a period in which military sal
increased 68%.

Both Skinner Macaronl and Si
Giorglo Macaroni are divisions
San Giorgio-Skinner, Inc,, a subsid
ary of Hershey Foods, Hershey, Pa

Clark joined Skinner in 1952 as A’
lanta Regional Sales Manager for
Southeastern states. He later became
Assistant Sales Manager and in 1965
he was appointed Vice President/
Sales and a member of the Skinner
board of directors. He became Senior
Vice President of Sales in 1970,

Clark and his wife, Tola, will reside
in Oklahoma City,
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COMPLETE LINE MANUFACTURERS OF PASTA AND

CHINES

b

COMPLETE LINE OF PASTA
EQUIPMENT FEATURING:

*Ravioll Machinery
*Tortellinl Machinery
*Sheeter—Kneaders
*Also Avallable Combination Ravioli/Tortellini
Gnocchl Machinery
Extruders

VOLPI NOODLE CUTTER

Large production Noodle

Chinese Noodles featuring five seis stainless

steel cutters to your specliications (Instan-

taneous removal of same for clnnlng If.\ur-
osas); automatic length — cutting an

to your specilications as well as

ng/stackin,

aulomatic dusting.

CANNELONI-MANICOTTI LINE

NOODLE PROCESS!

TR

IPMENT
e

¢\

Our newsst unit featuring an extruder to form the
sheet, and a blanching unit to cook the dough which Is

then chilled prior 1o its being automatically filled with
meat or cheese. The sheet is then rolled to form a con-
tinuous product and Is cut to your required length for

packaging.
A precoo

ked Lasagna strip or sirips can be made

without using the fill appuratus — and cut 1o your re-
quired lengths.

COMPLETE LINE OF CHINESE NOODLE
MACHINERY MANUFACTURED BY VOLPI:

Sheeters (Single and Two Statlon)
Compactors
Skin-Cutters

Three and Five Bag Mixers

Fortune Cookie Equipment

*Arg U.8.0.A. Approved

CUTTER

Cutter for

tion.
old-

VOLPI & SON MACHINE CORP.
SYBROOIS"®

2043 Wellwood Avenue,

East Farmingdale, L.\, New York 11735

(518) 283-4010 » (212) 499-5022 » TELEX: 647031

PRIL, 1980

SHEETER/KNEADER/

Takes your mix and sheels,
kneads and cuts In ono opera-

Folder/Stackers

CONTINUOUS NOODLE
LINE

Pross a bullon and you're pro-
ducing 800 ¥ to 1750 # per hour of noo-
dle eutomatically — ‘blending, mixing,
kneading, shealing, culting and folding

in one Continuous Line.

giacomo toresani
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WITH EACH MICROWAVE
DRYER

B Up to 4 times the production in
the same feet of floor space (a bar-
gain in itself with construction
costs in the $40 sq./ft. range).

W Free production: 5429% with a
5-day week

B Save energy Tests prove over
50% total energy savings com-
pared to some compelitive dryers.

M Santitation savings. Minimum
$100 each cleaning. Most easily
sanitized dryer. hose it down or
steam clean it.

B Save on inslallation. Fabricated
and assembled at our plant. Up to
5.000 man-hours savings.

M Other factors of increased flexi-
bility. less waste from spillage
more exact moisture control

A BETTER PRODUCT

Finally we have the capability
we've been trying to achieve for
hundreds of years—drying maca-
roni products from the inside out.
Until now we have had to wait for
the product to “sweat” or "rest” so
that the moisture would migrate to
the surface, when we could again
dry some more...in small stages.
We had to be careful not to “case
harden” the product so the moist-
ure would not get trapped. thereby
causing the product to keep drying
on the outside, but not properly.
and to "check’” at a later date.
when that moisture finally did
make its escape.

LA i s Uiy o M T e O SR e Vi il 3 ke

Microdry actually produces .
ter product than does conve 1 ..+
processing. The superiority

the cooking strength and b
when ready to eat. and the ¢
enhancement and microb:al
when presenled in the packa
We will be pleased to submu
ples of product made on the s
press, same die, same raw mate
but dried in conventional LIRS
Microdry units. You will readily Wicrodr
the color difference. cook
taste the bite differences.
measure for yourself the sta
sluff off each product.

M Kills all weevils—eggs. larf@lita urying operation from

and adults ction line compaisons by two
W Kills all salmonella, Staph processors. Shows tolal energy
Coli and Coliforms. Greatly B¢

duces total microbial counts

B Makes a product with nc
color.

THE MACARONI JOURNAL BApRIL, 1980
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SAVE OVER $1 MILDN IN TEN YEARS!

WHAT USERS SAY:

B Lowest downtime. We keep an
accurate record of all downtime
and express it as a percentage of
time down to time scheduled
lglicrodry leads the list at less than

%
Plant Manager ol a leading mid-
west operation.

B Al future equipment will be
Microdry

Technical director ol a large pasta
plant.

B | guess the greatest compliment
| can pay to Microdry s that if we
were going tonstall another Short
Cut line in our Operation. it would
definitely be a Microdry/Micro-
wave Dryer

Executive Vice President. pasla
manulfacturer.

compact. 2.000 p.s.i. waler nozzle

UNITS IN THESE LBS /HR.
CAPACITIES: 1500. 2500 AND
4.000 ARE OPERATING TODAY
OR ARE ON ORDER FOR:

B GOLDEN GRAIN PLANTS:
7 units

Chicago. Seattle, San Leandro.
B DAMICO 1 unit

Chicago.

M CATELLI 1 untt
Montreal

B GOOCH 2 units
Lincoln, Nebraska
HBOB 1uni
Fort Worth, Texas
B LIPTON: 2 units
Toronto. Canada.

M GILSTER MARY LEE 3 units
Chester. Illlinoss.

B WESTERN GLOBE 2 units
Los Angeles

B pPILLSBURY CO (American
Beauty Division): 2 unils
Kansas City, Kansas

B SKINNER: 1 unit
Omaha, Nebraska

B piewasher by Microdry. More

pressures.

MICRODRY Corp World leader
wninduslirial microwave heating

3111 Fostoria Way
San Ramon, CA 94583. 415/837-9106
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by Sal Maritato

.A. few years ago, many of the con-
sumers who fully understood the
nutritional value of pasta products
were those of us in the pasta produc-
ing and durum milling industries,
wheat farmers and some home econo-
mists.

Now, pasta and other wheat-based
foods are the popular cholce of in-
creasing numbers of health-conscious
Americans interested in good nutri-
tion and better eating habits. The rea-
son is simple: Industry-wide groups
and government organizations are
currently debunking widespread mis-
conceptions about nutrition and, in
fact, are recommending that Ameri-
cans “cat foods with adequate starch
and fiber” to make sure they get
enough essentinl nutrients in their
diets,

Multifoods has been a strong Fro-
ponent of a 10-year effort by wheat
tarmers, flour millers, bakers and pas-
ta producers to devclop an industry-
wide, funded program for research
and nutrition education on behalf of
wheat-based foods in the United
States, Assuming a successful March
referendum, the Wheat Industry
Council will launch the proposed pro-
gram in July of this year.

Pasta Products Promoted

Plans call for the Wheat Industry
Council to be composed of five repre-
tentatives from each of the following
17oups; end-product manufacturers —
bakers and pasta producers; proces-
sors — millers; producers — wheat
farmers; and consumers. Included
among the representatives will be
pasta producers, durum farmers and
millers with durum products capaci-
ties,

In an effort to promote the con-
sumption of pasta and all wheat-bas-
ed foods, flour and semolina used by
end-product manufacturers will be as-
sessed at the rate of one cent per
hundred-weight for the first year,
Based on current production figures,
that assessment could yield more than
$1.5 million in education and research
funds. And pasta products stand to
benefit along with other wheat-based
products,

Dietary Guidelines

Pasta products received another
hoost recently from the US. Depart-
ments of Agriculture (USDA) and

G0

Opportunities for Increasing Sales

Health, Education and Welfare
(HEW) in their new “Dietary Guide-
lines for Americans.” Among other
things, the puldelines suggest that
Americans would be wise to increase
their intake of “complex carbohy-
drates,” which include whole grain
breads, cereals, pasta and other grain
products,

The departments’ revised set of die-
tary goals states:

“Eat more complex carbohydrates
daily: Substitute starches for fats and
sugars. Select foods which are good
sources of fiber and starch, such as
the whole grain breads and cereals,
fruits and vegetables, beans, peas and
nuts,”

In announcing the new guidelines
in February, Sccretary of the Agricul-
ture Bob Bergland said, “These are
general recommendations and within
them individuals make their own
choices from a variety of foods, The
guidelines developed by scientists at
USDA and HEW give the public con-
sistent and substantiated nutrition
information, With them, people can
make reasonable and confident decis-
fons in selecting the best foods to At
their nutrition needs.”

The timing couldly hardly have
been better. The Wheat Industry
Council is about to get underway
with its new education program and
American consumers have been made
more aware of the need for grain
products in their diets, Demand for
macaroni, spaghetti and noodles will
increase as myths about carbohydrates
are dispelled, Multifoods is ready to
support this unique promotion oppor-
tunity for the industry to help meet
the increased demand for pasta pro-
ducts just as we have for nearly 40
years, During that time, we have
grown to become one of the largest
durum millers in the United States
by supplying premium quality semo-
lina and durum flour, and dependable
service to our customers,

Long-Term Growth

While the domestic demand for
wheat-based products looks promis-
ing, the same may also be true of
foreign demand., Consider, if you will,
that the world population is now
about four billion people and that it
is estimated that currently anywhere
from one-half to one billion people do
not receivi enough food to live, Add
to these figures an estimated world

population of six billion le by tl ¢
yetl:r 2000 and the fi rge:\I:rclls to a
possible one and a half billion peo-
ple underfed at the turn of the ctn-
tury.

According to recent governmnt
statistics, 70 percent of the world, in
terms of population, is a “net impor-
ter” of food, producing only 40 por.
cent of the world's food. Clearly o
large demand for food exists and pro-
vides a major source of industry
growth in the years ahead.

Overall, we are entering a deca
of new opportunities for increased
sales, expanded education and re-
search, Itis a decade calling for great-
er action and effort on our part
meet the increasing need for good
nutrition worldwide,

New Vice President

Wesley C. Baker, vice president
and general manager of the U.S. Ap
ricultural Products Division, has bea
elected a senior vice president of In
temmational ~ Multifoods  effectivt
March 1.

In related action, William C. Glo
ver, who has been vice president anc
general manager of King Foods Divi
sion, assumes the new position of vic
president and general manager of Su
persweet operations in the U.S, Agri
cultural Products Division.

David D, Weiss, King Foods vic:
president — production, has be
named division vice president n
general manager of King Foods I’
vision, which produces and mark:
portion-controlled frozen meat
ducts for the food service industr

In his new position, Baker will &
tinue to have overall responsibil
for Multifoods’ formula feed and
tail operations, animal health u
veterinary supply operations and se-
comn operations.

Glover, in his new capacity, w
be responsible for Supersweet form:
la feeds and animal health operation:
as well as the Agricultural Product:
Division engineer{nF function,

International Multifoods, “ased in
Minneapolis, is a worldwide food pro-
vessing company with annual sales o
$1 billion.

Semolina sold in a range of $12.75
$14.30, Minneapolis during the first
two months of 1980,
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Dietary Recommendations .

(Continued from page 18)

Americans should limit intake of salt

ad salty foods.

7. If you drink alcohol, do so in
oderation,

The dietary guidelines are an out-

sowth of similar but more drastic
l.etary gonls issued in 1977 by a now-

efunct Senate Select Committee on
vutrition and Human Needs.

For more than two years, Senator
eorge McGovern (D-S. Dak.) and

some  colleagues in Congress have

been urging more stringent federal nc-
Hon.

ommunicating with
nother World
by Phyllis Larsen,

Golden Grain Macaroni Company
Foodservice is another world. But
¢ people there aren't too different
ram us. Oh, they all dress in white,
nt they think like we do. You're go-
1z to have to give foodservice people
nowledge, service, and you've got to
mnmunicate with them,

There is a National Restaurant As-
ciation Convention — and none of

B ou are there. This is a good place to

vminunicate with foodservice peo-
ple. Keep it simple. They listen to the
irst things you say then they may
arn you off,

Give them the hasic facts, What is

Bnacaroni? And what macaroni is not,

\o_additives, no color, no preserva.
ives, no salt except in the cooking

grater, no fat, low cost form of pro-
@ein, enriched witli B vitamines amd

on, carbohydrutes ure in favor now
ith the Nutritional Council, Maca-
oni Is a bland product good for any-
e's diet,

PRIL, 1980

A macaroni chart might be a good
piece to give out, Show them what

. slzes and shapes are available, We

used line drawings with brown ink on
amber yellow paper, Simple cooking
instructions and nutritional informa-
tion is given — just the basics, Have
it sized to fit into your salesman's
books and a catalog envelope for
mailing,

ltecipe cards are very important,
5x8 is standard in the foodservice in-
dustry. Different colored stock at-
tracts pick-ups. School lunch recipes
are for 98 or 100 servings.

In advertising, consider the Chef’s
magazines. Your ad should tell what
you sell in a glance with the name of
the company in big letters. Recipes
waork very well in School Lunch pub-
lications,

Visual aids are important. “Maca-
roni Menu Magic” came out fourteen
years ago as an educational film and
it is well worth reviving, Free distri-
bution to schools and universities
would be great, A set of slides would
be very educational, such as a tour
through a macaroni plant.

Spread the knowledge of macaroni
products, Participate in foodservice
conventions, Give them simple aids
on how to cook macaroni, how to re-
heat it, how to have a good product.

There are buyers and there are sel-
lers. Let's be successful sellers,

Peavey Second Quarter,
First Half Earnings Up Sharply

Peavy Company announced rece-
ord sales and earnings for the second
quarter and six months ended Janu-
ary 31, 1980, Net carnings for the see-
ond quarter were $6,345,000 or $1.12
per share on sales of $193,463,000,
This compares with net earnings of
$4,100,000 or 71 percent per share on
sales of $142472000 for the same
period a year ago.

Net carnings for the first six months
of fiscal year 1980 were $13,025,000
or $2.30 per share on sales of $384,-
160,000, This compares with net earn-
ings of $8,251,000 or $1.43 per share
on sales of $286,599,000 for the first
half of fiscal year 1979,

Earnings for the second quarter
and six months were impacted hy a
write-ofl of the unamortized portion
of goodwill recorded in the 1975 ac-
quisition of U.S. Floor Systems, Inc.,
amounting to $1,369,000 or 24 cents
per share,

Peavey Chairman and Chief Exec-
utive Officer Willinm G. Stocks said:
“As in the first quarter, virtually all
operating arcas of the Company con-
tributed to the improved seeond quar-
ter performance with inereased grain
and flour volume again being the key
factor.”

Stocks said earnings of the Agricul-
tural Group were substantially ahead
of last year as grain volume continued
to reflect strong export and domestic
demand.

Flour Volume Incrensed

The Food Group continued to ex-
perience improved flour volume and
carnings as well as increased sales
and carnings from grocery products
in the second quarter, Retail Group
sales and earnings continued to im-
rove during the second quarter led
by the Farm Store and Fabrie divi-
sions. The Building Supplies division
had improved sales while earings
were about even with last year.

“Given our strong, first half, we re-
main_ confident that eamings for the
full year will shov- substantial im-
provement over fiscal year 1979
Stock said. “However, the Russian
grain embargo has introduced an ele-
ment of uncertainty into the outlook
for the balance of our fiscal year, par-
ticularly for the fourth quarter,” he
sald, “The likelihood of near-term re-
duction in both US, grain exports
and farm income could mean eamings
won't reach levels anticipated before
the embargo.”

Wayne L. Bildahl
Joins Campbell Soup

Campbell Soup Company has an-
nounced the appointment of Wayne
L. Bildahl as Viee President—Muarket-
ing of its Canned Food Division,

Mr, Bildahl previously served as di-
vision vice president and general man-
ager of the Kimberly-Clark Corpora-
tion’s U.S, Consumer Business Divi-
shon,

At Camphell, Mr. Bildah! will be
responsible for marketing all products
in the Cumrany’s Camned Food Di-
vision — including Campbell's line of
Red-and-\White  Condensed Soups,
Chunky Soups, “V-8" Cocktail Vege-
table Juice, Pork & Beans, and Fran-
co-Ameriean products, His Campbell
appointment was cffective February
25.
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o 39
For infermetion write P.O. Box 336, Pale-
tine, IL 80047,

Obituaries
Sidney S. Waldbaum

After a lengthy illness Sidney S.
Waldbaum of Grand Island, Nebraska
died in December at age 67 in Omaha.
Sidney had been involved in the egg
industry since 1933 when he began
his career working for his father Sam
with the S&W Waldbaum Company,
New York City. In 1941 he founded
his own company, The Twin Rivers
Co,. Grand Island, Nebraska. In 1967
he joined the Milton G. Walbaum
Company. Wakefield, Nebraska. He is
survived by his wife Fern, sons How-
ard and Douglas, and daughter Carol,
his brother Dr. Milton G. Waldbaum
of Omaha, Nebraska, and his sister
Mrs: Roslyn Altschiel, Cedarhurst,
New York.

Robert T. Witherall

Robert Thomas Witherall, 44, of
Ridgewood, New Jersey, a sales ad-
ministrator with Thomas ]. Liptas,
Inc., Englewood Cliffs, died of a heart
attack February 9. Surviving are his
wife, H. Maxine, three sons, R.
Thomas |r., Michael J., and Theodore
James, all at home; and two brothers,
Peter of Wilmington, Del, and Donald
of Concord, Mass.

Hershey Tops $1 Billion Sales

Hershey Foods Corporation an-
nounced ‘hat its sales for 1979 sur-
passed 81 billion for the first time in
the Company’s history. Its 1979 eam-
ings also set a record.

Consolidated net sales for the year
totaled $1,161,295,000 compared with
$767,880,000 in 1978. Net income for
the year was $53,504,000 (33.78 per
common share) compared with $41,-
456,000 ($3.02 per share) in 1978.

Net sales for the fourth quarter of
1979 were $319,076,000 compared
with $223,809,000 for the same quarter
in 1978, Net income for the fourth
quarter was $13,267,000 ($.94 per com-
mon share) compared with $13,342,000
(.97 per share) in the same period of
1978.

Results of operations of Friendly
lce Cream Corporation, acquired in
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early 1979, have been included in the Items that rose 13.9% or

consolidated results of Hershey since Fuel ofl ...
the beginning of February, 1979. Gasoline ..
Friendly's results were not included Air fares .......
for the same period of 1678. Hamburger ..

“All operating units of the Corpor- Train fares ...
ation shared in our 1979 growth,” said Round steak ...
William E. Dearden, Vice Chairman Bananas .........
and Chief Executive Officer. “The ma- Natural gas ..
lﬁl’ contributor was Hershey Choco- Tomatoes ......
ate Company, whose record sales and  Coffee ...........

carnings were highlighted by solid Sirloin steak ..cccooveie
gains in market shares during the Auto-finance charges ..

year.” Mortgage interest

“Sales continned strong in the Busfares ...
fourth quarter, although not at the Hotels and motel rooms ...

rate of the previous three quarters,” Auto

and confectionery products.”

Creighton University has received Automobile tires

a $1 million unrestricted gift from Mr. Restaurant dinners ...
insurance ...
The Rev. John J. Callahan, acting Electricity «cooooeee

and Mrs. Lloyd E. Skinner of Omaha, Property

president of the Creighton Develop- Cereal ...
ment Foundation, said the gift is the Hc_u-pital room -
largest so far in the Challenge for |V [ | S —
Century Il campaign to raise $70 mil- A| ples e
lion for Crcig[:?on and St. Joseph Children's shoes .
Hospital. Cheese ..oovveinnenes
Mr. Skinner is chairman of Skinner Cola drinks .....
Macaroni Company.

Dearden said. “In the fourth quarter Taxi fares ..o
of 1978 sales surged because of antici- Laundry and dry cleaning U

patory buying as a result of announc-  White bread .....ccocoenviicrnnnns Up 13.3%
ed price increases for our chocolate Snack foods ..o

. wai U
Kraft TV Special p
During the third week in Aprl, hall Cooltel® ™ e
the households in America will be sold Wine Ug
by Kraft related-item recipes on the e
Special: “The Lion, The Witch, and gﬁiﬁﬁﬁbﬁ‘fg“:‘_j‘_ """ 3};
e \'Vnnlrobe. Magazines ...... .. Up
TV Magazine will give 20000000 g S o0 U
househiolds an instant shopping list Cn?;r,?reltes ______________________ Ug
with some sixteen recipes printed in Autowmobile insurance Up
TV Guide next to the Kraft TV Spec- Whickey @asoms, s .U
ial program listing. befag oS P b
No. 8 of the 16 is a Mostaccioli rec- Property taxes wemw UP
ipe calling for Velveeta Cheese, ham- it el W N ‘Ug

b Eggs
urger, onion green pepper, tomatoes ;203 o
and tomato sauce, salt pepper und

Women's dresses . ... Up

S Local phone calls ... - Up

Recipe store folders are available Telovitlon sala Lic i Up
:1::151 1‘\la;'fih other point-of-purchase e i ki T e

e . Chicl(en .......................... Down

Long-distance calls ........ Down

What's Up, Down Women's sportswear .... Down

In Living Costs

Although consumer prices increased Lettuce ...........
13.3 percent on average from Decem- Pork sausage ..
ber, 1978, to December, 1979, numer- Ham cceveneee

ous items soared even faster, BACON soeinnierssssssensessnsass

THE Ma

Men's coats ..cccoreeriermrnins
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« Up 61,8
- Up52.%
- Up 30.5
- Up 24§ 4
- Up 226,
-« Up22.
- Up 2197
- Up 20.1
- Up 20,073
. Up 18,647
- Up 17.0%
- Up 16.374
Up 18.19
. Up 16,06
Up 15.7%
Up 15.6%

p 14.3%

Up 13.3%
Items that rose less than 13.3%
Automobile-body work ...

Up 12698
Million Dollar Gift £ (1105 177 P ——

Up 12.69
- Up 122988
Up 12.1%%

... Up 11.3%
- Up 11.2%
- Up1L1%
- Up 11.1%
- Up 110%
... Up 10.5%

9.8
9.8%

p 9799

9.7
0.3
9.1
90"

PROBLEMS - EXPERIENCE

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

PACKAGING —we believe we have undoubtedly
modernized more packages than any
other sources. We constantly con-

tinue our updating processes.

PROMOTION — we have not only conceived many
promotional plans, but we have
studied many that others have
launched throughout the country. We
believe we can help promote your
products that you have by study, and
recommend additional products that
might be promoted in your trading
areas.

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

ket. We have done it for others.
MERCHANDISING — We con point the way towards new

profitable products and lay out mer-
chandising methods.

We have experience in these areas.

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

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




INTERNATIONAL

MULTIFOODS

R et e VAT I T 50




