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_The liliday dinner’s over. It's very
Sportant with today’s food prices
B2t whatever may be left from the
Pecial occasion be served in appetiz-
*%, nourishing ways.
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suggest a hearty macaroni-turkey
stew. It's very easy. Make stock with
the turkey in the refrigerator. Stir in
vegetables and elbow macaroni. The
result? A fine-tasting, nutritious meal
which supplies protein, B vitamins
and iron plus carLohydmle content to
fumish energy. It's an idea which
proves once again how macaroni pro-
ducts mix so well with other foods,
and give you more for your money.

Another time when you may have
turkey on hand, try a savory casse-
role — Turkey Encore.

Macaroni Turkey Stew
(Makes 6 to 8 servings)
1 turkey carcass, broken up
3 quarts water
2 cups cut-up cooked leftover
turk

ey
1¥2 cups chopped onions
Y4 cup chopped parsley
4 teaspoons salt
V2 teaspoon sage

1 cup diced carrots

1 cup sliced celery

2 cups elbow macaroni (8 ounces)

parsley sprigs, optional

In a large saucepot or Dutch oven,
combine carcass, water, turkey, on-
fons, chopped parsley, salt, sage and
chpcrmms. Ileat to boiling. Cover;
reduce heat to low and simmer for
3 hours. Remove from heat. Remove
carcass and bones; discard. Add car-
rots and celery to turkey broth. Cover
and simmer about 10 minutes, or un-
til vegetables are almost tender. In-
crease heat to high and heat broth
mixture to boiling. Gradually add
macaroni to rapidly boiling broth
mixture so that broth mixture con-
tinues to hoil. Cook uncovered, stir-
ring occasionally, until macaroni is
just tender, about 10 to 15 minutes.
Serve immediately. Gamnish with par-
sley, if desired.

To reheat, add chicken bouillon or
broth, if more liquid is desired.

(Continued on poge 40)
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Minot, Nosth Dakota, located in the
heart of the durum wheat belt, was
designated to become Pastaville, USA
!‘romhl:m?‘ber 5-11. The event had
not taken pi ce as we went to )

follows:

but were announced as
creation of Pastaville, USA,
in this North Dakota city of 35,000 in-

habitants, is to call attention to the
importance of the pasta industry to
Minot, the state, region and nation,”
said Lester R. Thurston, Jr., president,
National Macaroni Manufacturers As-
sociation. x

*Durum wheat®, Mr. Thurston
pointed out, “is the principal ingre-
dient in most of the two billion pounds
of pasta products consumed in this
country every year. Since North Dako-
ta produces 85 percent of the durum
wheat grown in the United States, it
is only fittting that the $1 billion do-
mestic pasta industry salute the pro-
ducers of pasta’s raw material.”

The citizens of Minot, spearheaded
by the Chamber of Commerce, have
enthusastically responded to their
city's new title. Is, service and
business organizations, involving vir-
tually everyone in Minot and the
communities within a 60-mile radius,
were planning a banner celebration
which was to reverberate throughout
the state. Pastaville, USA T-shirts,
neckties, caps, buttons, banners and
bunting adomed both townspeople
and town. A week-long pasta event
schedule culminated on Tuesday, No-
vember 11, when the domestic pasta
industry, its history and challenges,
were the key topic of the Fourth In-
temational Durum Forum, a gather-
ing of farmers, grain buyers, millers
and pasta manufacturers.

“\We aim to make Pastaville, USA
an annual event,” said Thurston,
“which will continue to celebrate the
importance of North Dakota durum
and hard red spring wheat to the do-

mestic pasta industry throughout the
United States for many years to
come.”

A schedule of events was announc-
ed as follows:

Wednesday, Nov. 5 — Opening Day
Activities — pasta served in public
schools.

Thursday, Nov. 6 — Pastaville ban-
ners go up throughout the city. Farm
machinery display opens at Dakota
Square at 10 am. Display to run
through Nov. 12 Future Farmers of
America provide posters relating ma-
chinery to durum farming. Restaurants
begin featuring pasta specialties. Store
displays unveiled. Pasta Tree of Na-
tional Brands unveiled at Ramada Inn.

Friday, Nov. 7 — Pasta Center op-
ens at Town & Country Center, 20-24
groups to cook and sell their pasta
specialties 5 to 9 pm. Pastaville,
USA Square Dance Festival — 6 to
9 p.m.

Saturday, Nov. 8 — Spaghetti Spiel
— international curling tournament
with 32 groups from the United States
and Canada participating — 8§ am.
First Annual Rigatoni Run begins at
State Fairground — 10:30 a.m. 5,000
and 10,000 meter events sponsored by
the Minot JC’s and the YMCA. Pasta
cooking demonstration at  Town
& Country Center — 11 am. Rigatoni
Luncheon for runners at Jaycees
Building, State Fairgrounds, 12 noon.
Speedicst Spaghetti Slurpers Contest
at Town & Country Center, 1:30 p.m.
Pasta cooking demonstration at Town
& Country Center 2:30 p.m. Mayor's
Macaroni Masterpieces at  Dakota
Square — 40 to 50 mayors — 3:30 p.m.
Cooking demonstration at Dakota
Square — 4 p.n. Spaghetti Spiel con-
tinues. Pastaville, USA Square Dance
Festival 6 to 9 p.m.

Sunday, November 9 — Spaghetti
Spiel continues. Church Services
throughout Minot. Northwest Bible

astaville USA

N. D.

College to have squads of singen

in various churches —

number during service — and -
nounce Benefit Spaghetti Supper

Monday night.

Monday, Nov. 10 — Judging Te
to survey store displays and ch

winners, to be announced at

luncheon. 10 to 12 noon. Pasta

cheon at Service Clubs. Sp

Spaghetti  Special — planning
2000 suppers. 5 to 9 p.m. at Past
rena — Fair Grounds. Grocery st
were couponing: buy one dinuer, g

one free. Cost 33 adults, $1

18 and under. Entertzinment: |u3
Bands, Musical Groups from Nod
west Bible College, Minot Mg
School, Minot College. 7 p.n. Soc
— Candelite Room, Ramada
sponsored by Production Creddit A

ciation.

Tuesday, Nov. 11 — Foraal F
gram and beginning of Inte:natis

Durum Forum Sessions at
Inn. “Challenges of the Dom:
ta Industry” — the story o
from the field to the table t
dustry representatives. Prc
of the NMMA Sweepstakes 2
best entry in show. Presen
fellowship checks to Agron
Cereal Technology
the North Dakota State U
Presentation of distinguishe:
award to Senator Milton R. )

Rigatoni Runners

Foremost-McKesson, Inc.
Francisco has entered three
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dure
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in the Rigatoni Run, highlig! t of ©

Pastaville USA activities in M®9

North Dakota.
Foremost-McKesson is the

O

ate parent of the Nation's leading
ta producer, the C. F. Mueller Co
pany of Jersey City, New Jen:y:
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THE MACARON] JOUR

->
r

LXY

rislmas

and Best Wishes for a Healthy,
Prosperous and Happy New Year
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Foremost-Mciesson
(Continved from poge 6)

George Constantino, vice president
nnel for another Foremost-Me-
Kesson division, McKesson Chemical
Company of San Francisco, and John
and Virginia Push of Louisville, Ken-
tucky, will represent Foremost-Mc-
Kesson in the cvent. John Rush is
manager of the Louisville branch of
McKesson Chemical Company and his
wife, Virginia, is a chemist in Louis-
ville.

All three are experienced runners
and Constantino has participated in
seven marathons, finishing in the top
15 t of all runners in last years
(1979) New York Marathon.

The Mueller Company entered their
credit manager, Eugene C. Clacys-
sens, in the senior run.

The Creamette Company of Minne-
apolis entered Jim Sandstrom a 35-
year old 5,000 meter man.

Buitoni Foods Announces

Management Changes

Several management changes and
appointments have been announced
by Manus M. Gass, President of Bui-
toni Foods Corporation, South Hack-
ensack, New Jersey,

Roger Terry has been appointed to
the new executive position of Vice
President/ tions. Mr. Terry, for-
merly Director of Marketing for Bui-
toni, will be responsible for Plant Op-
erations, Purchasing, Traffic, and Re-
scarch and Development, which in-
cludes quality control.

William P. Smolka has been ap-
pointed to the new executive position
of Vice President-Marketing and
Sales. Mr. Smolka, who has left Pills-
bury Corporation in Minneapolis to
join Buitoni, most recently was Direc-
tor of Marketing at Pillsbury’s Ameri-
can Beauty Pasta Company. He pre-
viously had been with Proctor and
Gamble. The regional and New York
Metro Group Sales Managers, the
General Manager-Food Services Di-
vision and the Marketing Department
will report to Mr. Smolin.

Ferdinando Frevola, formerly Plant
Manager, has been appointed Director
of Plant Operations.

Ed Cirgliano, formerly National
Sales Manager-Private Label, has
been a ted Vice President-Pri-
vate Label Sales.
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Rogar Verry

Willisa: P, fmelbe

[n making the announcement of the
new snanagement changes, Mr. Gass
noted that they will streamline respon-
sibilities and reporting thereby al
ing more time for long-range plan-
ning, new business developrr:nt, and
supervision of other Buitoni Foods
Corporation business activities in the
United States, which include Peru-
gina Chocolates & Confections, Inc.,
Perugina Retail Stores and Buitoni
Wine. “I am convinced that our man-
agement structure positions us more
strongly than ever before in every
aspect of our business, especially in
our ability to aggressively pursue fu-
ture opportunities. Our prospects for
the balance of 1950 lcok excentional-
ly good and our potential for 1951
should be even better,” he concluded.

Marketing Appointment

John D. Herrick, Chairman of the
Board, General Mills Canada, Ltd
has announced the appointment of
Rob: Hawthome as Vice President,
Marketing for General Mills Canada,
Ltd, Consumer Foods. Mr. Haw-
thome will be ible for the
marketing functions of both the Gro-
cery ucts Division and the Lan-
cia-Bravo Division.

In additiion to those currently re-

rting to Mr. Hawthome in Grocery
F:oducu. Bob Steinman, Group Pro-
duct Manager and Peter Crawford,
Product Manager will now also re-
port 0 him.

Glen Gratton, Viee President, Mar-
keting, Lancia-Bravo has left to pur-
sue other carver inlerests.

Corporate Headquarters
HISll'}‘Ic Giorgio-Skinner, Inc. have mo
ir corporate headquarten
One Chocolate  Avenue, 11
Pennsylvania 17033 from the San
orgio location in Lebanon.

In addition, the San Giorgio V
aroni Company's Sales and M
ing Department have moved theirl
cilities to the same Hershey locat

Knauss Named
Executive VP

The promotion of Robert | . K
to executive vice president .nd
eral manager of Marshall Fo s, I«
has been announced by the ¢ mpas
president and chief executis -, Do
J. Weiner.

Knauss, who joined Mars
last year as general mana;
Meat Products Division, has «
cessfully engincered the t naros
of the company's foodservi - opct
tions, and has an outstandi: ; ree
of achievement in the food !
Weiner noted. He has spen! :
twenty years in managemen
pervisory positions with A
Co., Borden’s and Misso ri F
Packers,

A resident of Marshall, Ki wuss. ¥
has two sons.

Foremost-McKesson
Sales Top a Billion

Foremost-McKesson, Inc.
record revenues and operating P
in the second fiscal quarter g

(Continued on poge 8)
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it's just that we want you 1 =1 everything out of our machine
we designed and built into it.

So Len, hggy. Joe DeFrancisd, or someone just as skilled (in
engineering. assembling. or production), stays with you all along
the line. He's part of the package. He's there to protect your
interests and get the machine into profitable production for you
soon alter it amves. He's a professional 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 fadt, since we started
senving the macaroni industry in 1911, it's the only way we've ever
known how to work.

1f you'd bke to work with people who work that way. why not

contact us? Ask us 1o malw travel
arrangements for Len or one of
our men just bke him

do you want with Len DeFrandsd?

Look at it this way
Annmnipmducﬂonimlsmuom!hlng&wlwuocderﬁom
aulog. plug in, and forget about.

¥y a major project.
hp@.hﬂnﬂdbespedbullydakywdhwwplu&lordw
ci¢ location t's going to occupy in your plant, and for the

acdar environmental conditions it will meet there.

¥ hould be installed with the same skill, and the same care and
mon with which it was designed.

ind. because it is a major piece ol machinery, it should be

gy attended 1o by its designers and builders until it Is working
ariection — and for as long after that as it remains in operation.
hie every machine or vital component is erected and

ol in our plant, it has to be dismantled for
When it's set up in your plant, we
1o be sure it's set up just so.
K¢ do this — not because we
£ta customer's ability to put one
a machings inlo operation —

DEFRANCISCI MACHINE CORP.

X Mot St Brookhm, LY. 11206 212-963-6000. TWIK 710-584-2443. Catile. DEMACOMAL NY. Western Brp. Hoskns (o, o F.LorIvvle L6008 312 W2 0N




Foremost-McKesson
(Continued from poge 6)

months ended September 30, Thomas
E. Drohan, president and chief ex-
ecutive officer, announced.

“This is our seventeenth consecutive
quarter in which eamings from con-
tinuing operations exceeded those of
the comparable quarter the previous
year,” Drohan noted. "It also marked
the first time that sales in a quarter
to the billion dollar level,” he
adde
Revenues for the quarter increased
16% to $1,019,651,000 from $881,983,-
000. Income from continuing opera-
tions rose 26% to $16,813,000 from
$13,386,000 in the quarter a year ago.
Enmlngl'pet share were up 25% to
94 cents from 75 cents on a fully di-
luted basis.

For the six month period, revenues
were $1,880,438,000, up 14% from the
$1,737,349,000 reported a year ago.
Income from continuing operations
was up 14% to $31,189,000, or $1.75
a share, compared with $27,342,000,
or $1.55 a share, in the previous year.
Net income for the hall was $31,199,-
000 or $1.75 a share, compared with
$36,495,000, or $2.10 a share. The year
earlier results included nonrecurring
gains of $9,153,000, or 53 cents a share,
principally from the sale of the com-
pany's commercial and industrial land
development assets.

Profits Up

atin fit from the com-
pmo)lr::: fouE o cipal businesses —
drug & health care, foods, wine &
spirits and chemical — was up 20%
uring the quarter to $34,183,000 from
$268,301,000. The company’s home-
building operations reported a 19%
gain in net income for the period, ris-
ing to $2,962000 from $2,492000.
Homebuilding operations are not fully
consolidated in the company’s finan-
cial statements,

Drohan noted thllt all four of the
company's principal operating grou,
rrpol:lard solid ing-arur in bgﬁ;gms
nues and operating profit in the quar-
ter. “These results during the period
reflect both the balance and recession-
resistant characteristics of our busi-
ness,” he said, and added: "We con-
tinue to be optimistic about the out-
look for the second half of the year,
with results ex to be in line

with our long-term growth prospects.”
8

The Drug & Health Care Group,
the company’s largest unit, reported
a 21% gain in revenues to $428,731.-
000 for the quarter, and a 31% rise
in operating profit to $11,162,000.
“This was primarily the result of
across the board strength in McKes-
son Drug Company, reflecting the
ever-increasing importance of value-
added distribution services to our cus-
tomers,” Drohan said. “McKesson
Drug continues to reap the benefits
of both its consolidation and automa-
tion ms, with continued uc-
li\'ityp':g:s.' The mm;nny'spr:dnnor
All protectant division also showed
outstanding growth during the quar-
ter.

Revenues of the Foods Group rose
10% to $258,355.000 and operating
profit was up 17% to $12,435,000 on
the strength of excellent results from
the bottled water, pasta and whey
businesses. Offsetting this, the Dairy
Division continues to be adverscly
affected by price competition in sev-
eral of its markets, and intemational
results reflected the loss of eamings
from the company’s Iranian operation.

The Wine & Spirits Group reported
a 13% increase in revenues to $190,-
666,000 and a 5% rise in operating
profit to $4,477,000. All companies of
the group showed strong sales gains
and sales of Galliano, Mt. Gay rum
and St. Pauli Girl beer were especially
strong.

The Chemical Group showed strong
growth with revenues up 15% to
$142,686,000 and operating profit up
24% to $6,119,000. These results re-
flect the regional nature of the chemi-
cal business, with the southemn, wes-
tern and southeastem regions show-
ing strong gains while the central and
northeastern regions were affected by
the slowing of the economy.

Catelli Progress
from John Labatt Annual Report

Catelli produces and markets a
wide range of grocery products under
brand names which include: “Habi-
tant” for soups, sauces, pickles and
jams, “Catelli”, “Splendor™ and “Romi”
for pasta and “Laura Secord” for jams,
marmalades and puddings. The divi-
sion also markets Ogilivie flour under
the “Five Roses™ label and other Ogil-
vie milled ucts. Catelli is the
leading p cer of pasta in Canada

and has significant market osit;
in several of its other prod ot I;
particularly on a regional iasis
minor, but increasingly i po

of Catelli's busines, i sals
retail food chains of privrte | el
generic products.

The division operates pas
in Montreal, Toronto and Le: !ibri
Canada’s only ic pudding
in Toronto md‘;ﬂnur?:: S
sauces, jarred goods and other
ducts in St. Hyacinthe, Quebcc,
Ontario and Manchester, New |
shire.

Gains Despite Strike

In fiscal 1980, Catelli achieved exr
ings gains continuing a growth
which has established this division
the most significant contributor to
Consumer Products Group. Profit :
creases were obtained from si
cantly higher sales volumes and i
proved operating efBciencies. Catel
volumes increased by 9.9% in
1950 led by mf gains in pudd
and pasta. A strike at the M
plant during the first month of
1960 had little effect on the yer
sales volumes. However, high int
rates caused major retail cust
to reduce inventories, temporaril
fecting further sales increases.

Production capacity at the a
pudding plant in Toronto was

to meet increasing m rkt
mand Catelli also expanded its
in New England with the ac juisit
of two small food processo: .
acquisitions will add pickl ' «
ments and processed meat o
to the other quality canned g ks "
duced in Manchester, Nev Hax
shire,

In fiscal 1981 it is anticij !
Catelli will continue the -am
growth achieved in prior yo s B
ness t will ¢ ph
market share gains for e
lines, including generic an' pm¥
label products, and other ac vities!
expand Catelli's business ba .

Wheat Production in Cand
Wheat production in Can.la #
Sept. 15 was projected at 884.) mi®
bus, an increase of 6.9% from the
timate of the previous month. at
million bus, and 89% above
outturm of 631.4 million bus, &

(Continued on poge 23
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The universal product code, chang-
ing demographics, rapidly rising en-
ergy costs and the retort are
all causing changes that the frozen
food industry should be aware of and
take action to meet, several super-
market chain executives told th= ‘Ca-
nadian Frozen Food Association at its
convention in Vancouver, B.C.

UPC

“The UPC is going to cause a revo-
lution, not of uctivity, but of in-
formation,” said Brian Davidson, sen-
for vice president of Loblaw Cos.
“We are going to know exactly how
much of your product is moving out
of our stores, and at what velocity. It
is going to help us understand our
business.”

As an example, Davidson said Lo-
blaw had conducted a 26-week test
of product movement at several 6,000-
item stores. The test showed fewer
than 150 items selling more than a
case a week, while 2,000 items sold
less than a tenth of a case a week.

Retort Pouches

There also will be a big increase in
shelf-stable or retort pouch foods, des-
pite the apparent slow start of those
products, Davidson said.

One reason for the slow start is that
manufacturers introduced the new
packaging along with new gourmet
entrees, rather old standbys, hit-
ting consumers with too much new-
ness all at once,

“You never bring out a new fashion
in a new !a:‘;ic.' Davidson sait"!‘w
Japanese and Germans are having

ood success with the retort packages
y putting beans anci carrots in
them, he added.

Viad Romanchych, vice president,
corporate brands for Dominion Stores,
agreed with Davidson. “They are cs-
tablished in Europe. 1t is only a mal-
ter of time until they are here.”

Romanchych said one company on
the East Coast was having success
with a line of about 10 entrees by ag-
gressively advertising them and tell-
ing more people about the advantages,
such as no need for storage.

At Dominion Stores, tonnage is
declining in conventional frozen items,
such as peas, beans, com and mixed
vegetables. These have been replaced
by “value added” items, such as gour-

10

Changes for Canada

met entrees and vegetables and “pre-
mimum vegetables™ such as broccoli
and Brussels sprouts.

They sell for a higher price, he said,
because people in the new prevalent
smaller ':;:wlmlds with higher in-
comes want them.

“People have tasted haute cuisine,
cither in local restaurants or in their
travels, and are not willing to settle
for frozen dinners and pot pies.”

Growth Areas

Two of the biggest growth areas at
Dominion Stores are frozen fish and
chips and frozen Kentucky fried chic-
ken, he said.

But frozen desserts are having
problems Romanchych attributed this
to the failure of the industry to devel-
op single-serving desserts to meet the
needs of today's smaller houscholds.

The frozen food industry also needs
to develop new entrees for breakfast,
he added. “McDonald'’s has dwtluq«l
a whole breakfast market for us, but
all we have to offer is frozen waffles.”

Energy

A lot can be done to control en-
ergy costs, but continued research and
development are needed, the retailer
cxr_l;lzi\'es said.

new frecze-flow process -
which achieves 40-50% energy savings
through storage at 20°F. “is exactly
what the industry needs,” Roman-
chych said.

Loblaw has been able to achieve
“tremendous” energy savings by strin-
gent conservation programs, David-
son sald. At one U.S. store near the
Three Mile Island, Pa., nuclear re-
actor, one store has been able to cut
its bill slightly in the 18 months since
the accident, even though rates there
have gone ur 300%

Lionel Vail, division merchandising
manager of Woodward Stores, Van-
couver, sald Woodward would not
switch to upright freezers with doors,
despite any possible energy savings.
“The pinducts lose eye appeal, and
they get fogged up as the doors are
open and shut’

But Vail said Woodward would like
feedback from frozen food manufac-
turers as to what type of frozen food
cases they prefer.

One case Woodward bought a year
ago is already chipped and will have

to be retumned, he said. ™ ‘e m
have to go to stainless steel or fr
ens, as we have for milk,” he sald

Robots Coming?

Robots in a distribution
The idea has already been put
work in a limited way on automeb
assembly lines, and nr‘[;llutuuu ind
food industry are “definitely do
the road,” Paul Canavan of
Shop Co., Boston, told the Food I
tribution Research Socicty meeting
Lexington, Ky.

In a session on warchousing
distribution at Ihcd FDRS annual med
ing, Canavan said three possible
plications of the mechanical rob
in item handling are in freezer op
ations, where the necessity to p
manpower out of ‘hostile” tempe
ture environments is strong; in ot
ting™ warehouses, where
transported to the order selecior,
in the palletization function at &
staging area, where assembly s
aften has not kept pace with thec
throughout rates gencrated by
chanized selection.

“This is not available yet, of cou
but there is little doubt that it is co
ing,” he said.

Canavan also summarized s me i
provements already implem: ited
warchousing techniques and equg
ment — for example, the first in,
out system augmented by th
gravity flow racks, with sep
lection and replenishment @

ate
les.

Benchmarks
Tom Brown, consultant w 1
& Co., Stamford, Conn. ffer

benchmarks for justifying the s
tion of several automated an me
anized systems, based on 30  udie

The Rapistan batch-to-belt st
he said, is fustified for handl:
moving at the mice of at least 0¥
a week, The fixed cot of the iyl
he said, deperds on the hou Iy ©

through-put capacity dosired. \ wo

ly figure of roughly 370.00)
through the warehousr wouli! fu*
the batch system, Brown adde

The more sophisticated SI
carries a fixed cost, plus another
000 for each additional quad av

Each quad has the capacity for 32 ¥y

ditional 1,500 cases an hour.
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Seghett  werts chn t hd arvwand when it £omes Yor ehrggng e gouad Lasting nuttitasns pasta dnbe
% ’t id Sure, it has to look good, and of course it has to taste delicious
ca'l But even a 7-year-old “expent” probably doesn't know how
pasta gets Lo tasting so poexd. That's why it's good to have
a al Amber Milling around. Our milling and quality « ontrol experts
o Mkt sure your pasta operations have o reliable source ot
semolinag and durum ilours milled from the choicest durum
wheats... Venezia Ne. 1 Semoling, Imperia Duram Granular
or Crestal Fancy Durum Patent Flour.
Amber also makes it easier to control your prowduction se hedule
by mecting vour specs and making shipments when promised
When it comes to eating pasta, evervbody's an “espent.”
When it comes to making goad pasta procducts, you're the
expert; and when it comes to making good semaling amd
durum tlours, Ambers an expent Call Amber, now!

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Aills at Rush City, Minn s General Othices a1 St Paul, Sinn 55165 Phone (612 4041

oy
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Robots Coming

(Continued from poge 10}

According to Brown, a single-quad
installation is justifed by a weekly
case volume of 100-150,000,

The stacker crane, wh‘i‘:;hw:uu phn'l:n”-
power in the replenis t .
costs about $25 a warchouse slot, or a
total of about $200,000, One unit per
aisle, handling 60-100 moves an hour
for up to 2,000 pallets, would save five
or six minutes a pallet in handling
time, a saving of $1.50 a pallet.

Making Scanning Pay Off

Unless retailers use the information
generated by scanners, it is a waste of
money to invest in them, retail panel-
ists said at the 81st annual convention
of the California Grocers Association.

“The information you get from scan-
ning can improve your gross by 1-2%
if you use it, but if you ignore the
data, then you've wasted your monvy,”
said Howard Smith, owner of Siith’s
Complete Market, Porterville, Calif,

“If the information generated is not
used, it's hard to cost-justify the ex-
penditure for scanning,” Richard
Small, executive vice president of
Foods Co., Los Angeles, added. “How-
ever, the price disciplines alone will
improve your overall grosses.”

According to panel moderator John
Weatherman, head of Grocers Equip-
ment Co. (a division of Certified Gro-
cers of California, Los Angeles), be-
tween 300 and 1,000 items are mis-
priced in the average supermarket.

While Smith was specific in enu-
merating some of the benefils he had
derived from scanning, Small and
Richard Radlinger, director of corpor-
ate planning for ABC Makets, were
more general.

The 10 IBM scanners installed at
Smith's single-store operation about
a year ago bave resulted in grocery
gross margins increasing 0.5%, pro-
duce margins increasing 2%, frontend
productivity up 12%, stocking pro-
ductivity up 20% and cash shortages
down 80%.

Foods Co. installed a National Sem-
iconductor Datachecker system at
one of its 10 stores six months ago,
Sinall said. Asked whether his produce
gross had gone up, he replied, “We
saw an improvement when we went
from mechanical to electronic cash
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registers, but wx've had no aoticeable
improvement on that with scanning.

“Overall, there seems to be some
improvement in overall gross mar-
gins, but after only two quarters with
scanning, we're not able to peg it yet.”

Radlinger attributed an improve-
ment of 575-2% in overall store gross
to scanning, Spnlnlng more generally,
he said, “"We've improved out front
end service, our price mult:ng ml’cmr-
acy, gross profits, sales a
ducti%ily evels nm dm:humu:
ABC has Datacheckers at all six of its
stores.

Radlinger cautioned independents
not to allow equipment vendors to ov-
erstate the capability of their systems.
“Don't let personalities enter into your
decision in selecting a vendor. Be ob-
jective in your assessments.”

He suggested that training clerks to
use scanning equipment be done “as
close to the date you go live as pos-
sible. When there are delays, check-
ers become less productive. They have
a tendency to forget the symbol loca-
tions, for example.”

Asked at what volume level retail-
ers can expect scanning to be profi-
table, Weatherman said studies by
Certified and other groups show a
minimum weekly volume of $50,000
for a profitable scanning installation.

Wholesaler Associations
Consider Merger

The National-American Wholesale
Grocets’ Association agreed to explore
the “feasibility” of merging with the
Cooperative  Food Distributors of
America to form a new organization
representing wholesalers.

NAWGA's executive committee and
board of govemors approved the fea-
sibility study in Los Angeles, on the
eve of the association’s midyear exce-
cutive conference.

Membe:s were told of the develop-
ment during the conference by Ted
C. Wettcrau, chairman, who also is
chairman of Wetterau, Hazelwood,
Mo.

CFDA"; three-man executive com-
mittee also has approved discussing
the possibility of an amalgamation.
The co-op group's directors will con-
sider the proposal at CFDA's execu-
tive management conference in Scotts-
dale, Ariz.

ho' of exchanging standard busi-
s 1 nsaction “is both economical-
and ‘echnically feasible and would
e ! improve uctivity in the
imin (rative nnr:l:ll order and in-

The CFDA executive com aittq
covsists of Leonard Starr of Ridl
Food, Richmond, past chairman
assoclation; L. Richard King, UR

Stores, Spokane, Wash., current hai i g
man, Vincent R. Little, pre idof L £
of 's, Wauwatosa, Wi ::n noted that the system, as
will be the next CFDA chairman, ould
Little, whose firm also is a NAWG! =Wouki Rot neceasitals revamping

fividual systems already in use or
ding information to a central clear-
g house.

The neat step is to develop, test
d demonstrate a set of message
s to which all existing com-

member, was on hand here Wed
day for a press conference to (i
the propaaal. Also present was Tho
K "L‘:‘:lelu. CFDA president. llep
wwsiing NAWGA were Gerald F
-, NAWGA president; Wettena

; s could be keyed.

sl Jack Twyman, vice chaimman

s:#50 is chairman of Super Food Sen ?m"";“fu Bl:::.ddh'l;““d'e

ices, Dayton. vy mple-
Also discussed at the press confer ues F Illl not require distribu-

ence was a rt on reorganization o

NAWGA, made by Mekinsey & Co Jll [ o baY bill to suppliers any faster

New York-based consultant. The
port was accepted by NAWGA's hoar
of governors and executive commil
tee as a “complete fulfillment” of
assuciation’s contract with McKinsey
Peck stated. "But we won't necessar
ily adopt every recommendation”
‘Ihe fact that the alcﬁlmq' study
and the er ibility were bo
dlmmed"::gme l]::s conference w
described as coincidental. The
ger possibilities had been discussed
for several years, but didn't become
serious until after the McKinsey study
was convnissioned by NAWCGA i
March, it was said.

The system weuld not affect the
pe-to-face buyer-seller relationship.
All major distributor and sup-
er associations have reaffirmed their
prort, and a joint UCS comunittee
B be named shortly to work with
he Rosx on the project.

Joint Industry Project
Wright noted NAWGA's continued
hppurt, and Swain relayed that of
Crocery Manufacturers of Ameri-
He quoted George Koch, GMA's
dent, as saying UCS “is a concept
time has come. Its potential
improving productivity throughout
industry is unmatched even by
FC (thie uniform product cade which

f-ont-end mechanization).”
Computer to Computer l:f:l' --;::l that GMA “will mar-
Ordering Predicted al ou flmﬁ. l:chaiml and ll::t;-

The industry is ready to imj men! 0ip 1 sources to fulfill the commit-
an 18-month test of standardiz.  com-Ji @t ¢ manufacturers to join with
puter-to-computer  ordering. Wit oes. rs, retailers and brokers in
general availability of the i iform op g this system.”

d Qi The . thur D. Little report stems

about two years. A ‘Mindugsm tlb':tgt'm in

This was stated at the N. ions S fepoet arge
American Wholesale Grocers Asse westments will not be re-

ciation midyear executive con’ Tet
ett swain « and indirect benefits for the
in Los Angeles by O, Ever ire iy dustry, based on 50% of all

executive vice president of Kraft =

chairman of i{'s retail group Al o uins, were estimated at $200
touting the system and his conipany? 1 :0 more than $300 million a
experiments  with data transmissi® U ¢ ::f“din 2 direct saving of

was Michael W. Wright, president
Super Valu Stores, Hopkins, Min®
Both disclosed results of a fess*

communication system  expe:

For distributors, total savings were
440 be $84-129 million a year, bal-

bility study completed in April by A" bk ke to 831 milion'»
thur D. Little, Inc.,, consultant 87 ' on 3 basis and $53-88 mil-

which concluded that an electron®
THE MACARONI JOURNAL
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lion indirec*ly. For brokers, total po-
tential savings were put at $24-28 mil-
lion, including net direct savings of
$12.6 million.

According to Little, annual savings
for a 8100-million-a-year distributor
with 70% of its orders transmitted by
UCS would be $131,000-208,000. For
a 8300-million-a-year firm, the savings
were estimated at $350,000-540,000
annually,

Great Savings Possible

Wright noted that a critical area of
savings is in inventory dollars be-
cause of more timely communication
of information, cutting order-proces-
sing lead time and speeding transmis-
sion of messages about substitutions,
shortages and shipment information.
Distributors, he said, would have time
to arrange for altemative sources of
:le and do a better job of labor

eduling. Little estimated whole-
salers industry savings in inventory of
$35-52 million,

Other advantages outlined by
Wright: Elimination of mail delays;
climinating processing purchase order
forms; permitting timely communica-
tion of other permanent data; reduc-
ing costly ermors and clerical over-
head; eliminating manual processing
and paper, with data saved on micro-
fiche through couputer magnetic tape;
reconciling invoice and receiving de-
tail; recapping co-op allowances and
other promotional activities, and eli-
minating lost invoices and mispay-
ments.

Wright noted that for several years
Super Valu had experimented with an
on-line system of receiving transmis-
sions of invoice data from eight sup-
pliers: General Mills, Continental Pro-
cessors, Fairmont Foods, Green Giant,
Pillsbury, Ralston-Purina, Kimberly
Clark and Totino's. Continental Pro-
cessors transmits invoice data for 10
other suppliers.

Effezt of Coupons

One of the mysteri=s of promotion
is the precise cffect coupons have on
sales. Manufacturers can determine
how many coupons are redeemed but
can't say how much merchandise a
coupon offer moves. A new study by
John Blair Marketing and Selling
Areas-Marketing Inc., based on su-

scanner data, may help.

The study’s finding: Sales of five

products featured in a coupon insert in

the June 22 editon of the Portland,
Maine, Sunday Telegram increased an
average 58% in the following week,
Sales of General Mills' Saluto frozen
entrees increased 175% ; Kraft mayon-
naise, 52%; Lever os's ClosesU
toothpaste, 31%, and Ralston Purina’s
Tender Vittles cat food, 27%. The
sole slow-mover was Ralston's Main-
stay dog food, up only 4% in a week
when total dog-food sales declined
15%.

“It's doubtful that these sales in-
creases could be accounted for just
by coupons that have been redeemed,”
says Russell Bowman, Blair vice presi-
dent. He says consumers who don't
have coupons are still influenced n
coupon ads, and many shoppers cli
coupons, fail to redeem them but -uﬁ
buy the product. In addition, food
stores often give extra display support
to products that have a coupon offer.

Coupon Bingo

Mix cents-off coupens with bingo
and increase coupon use. That's the
advice of Maynard Small, promoter of
"Cnul:tm Bingo™ games starting this
month in Cleveland, Dallas, Denver
and Seattle newspapers. Ninety-one
manufacturers “'illnpani(ipalﬂ in the
promotion.

Normally, about 3% of the coupons
in food-days ads are redeemed for
purchases. Coupon Bingo increases
that rate to between 3.75% and 4.5%,
says Mr. Small, president of Creative
Marketing  Associates, Kansas City.
The game was tested there and in
Buffalo, N.Y. A Kansas City Star sur-
vey found that 29% of the game's
players said it prompted them to use
more coupons; 49% tricd a new pro-
duct featured in the promotion.

To enter, shoppers must conectly
count the total number of coupons in
the newspaper's food-section ads and
match brand names or cents-off val-
ues to square on a hingo card also in
the food pages. Prizes of cash (up to
$1,000 in Kansas City) and supermar-
ket gift certificates are awarded to
randomly drawn entries. In Kansas
City 4% of the Star's subscribers
played Coupon Bingo.

The game may help cut through
coupon clutter. A, C. Nielsen Co. es-
timates that 80 billion to %4 billion
coupons will be distributed this year,
compared with 81.2 billion in 1979,
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Precsure Point 1
The New Consumer

Segmented, selective and harder
to sell than ever.

Edgar B. Walze:, Editor-in-Chief/
Publisher, Progressive Grocer Mag-
azine:
Throughout American history,

ple have always had the belief that
things are going to get better. Now
the sociologists tell us that we are
entering a period of declining ex-
pectations. Not necessarily declining
desires, but an acceplance that while
we can still afford anything, we can't
afford everything.

Bemard Stein, President
Chatham Supermarkets:

The consumer is settling for less,
No question about it. For some, it's
difficult just making ends meet.

Pressure Point 2
Price: The Competilive Strategy

Coupons, cenis-aff, and generics —
the weapons for increased market
share.

Larry Del Santo, Executive Vice
President, City Products Corporation:

Price, of course, is a major issue for
consumers, but we view the value
forraula as more important. That is,
price plus quality and service . . , all
the things a customer looks for. Mak-
ing this formula work for us is our
immediate goal. Generics and price
breaks may be very treindy, but we're
not going to be the cheapest store in
town on cvery item every day.

Dr. Gordon Bloom, MIT, Sloan
School of Management:

The credibility of our industry has
been impaired by the proliferation of
deals. First you tell the customer that
there's only 1% profit in this business.
Then she sees coffee for 83 i your
store, and $2 in someone else’s. We're
doing ourselves a temrible disservice.
How can we get the right message out
when prices continue to fluctuate like
this?

Allen 1. Bildner, President, Kings
Super Markets:

Are we subsidizing the barebone
stores? | think so. Whether manufac-
turers intended it or not, we are be-
ing used as general merchandise de-
partments to increase their gross.
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Then they turn around and at our ex.

pense sell deal merchandise to le
who rte the bare bones. lﬁor[:ul
sure what the future holds, but if this

continues, the effect on everyone could
be devastating.

Pressure Point 3
In-Store Merchandising

Injecting good, old-fashioned
excitement back into shopping.

Ed Walzer: Less than 20 years ago,
this industty was practically drown-
ing in point-of-sale material. Today
our chain and inde, store man-
agers say they can't get enough of
the right kind. They want to create
instore excitement, they to encourage
that one last sale. But the manufac-
turers aren't helping. They'd rather
increase the case-off allowance, Why
are we abandoning one of our most
successful methods of sales promo-
tion?

g Jack Brown, President Hinky Din-
y:

We'd better merchandise and do it
well. Just look at the success of the
fast food industry. They took the page
out of the book we wrote. There is
something promotional going on in
feod service almost all of the time. We
also taught them the value ol consis-
tent quality, cleanliness, and service,
If we are going to succeed with to-
day’s customer, we've got to make the
shopping experience valuable and a
little more enjoyable.

Pressure Point 4
Non-Foors

General merchandise as the sales-
and profil-extender

HIGHLIGHTS FROM PROGRESS!VE GROCER'S EXECUTIVE ROUNDTABLE

Frank James, Executive Vic Prey
dent, Food Fair:

I think the is there [ r now
foods. We just don't see it. Ma e the
answer is a reduction of vai ety ,
closer look at product sizes, an | evm
product duplication. There arc way
to achieve a desired product mix w4
attractive margins and good tum
Greeting cards, domestic, and auts
motive . . . they're all part of our pla

ning will be of inestimable help &
freeing up shelf space for items w
do not now carry.

Pressyre Point ¥
Productivity
The need 1o produce more with len

Jack Brown:
The United States developed ax

the best in management know-hox
Today the Europeans and Japanes
are perfecting both as our own pe
ductivity d We find that &
vances made abroad are flowing bad
to us. What irony. The teacher bs
now become the student.

Appealing 1o convenience with
pharmacies, foodservice, butchers
and bakers.

Frank James:

More and more customers ex
find additonal services in tod: s »

eries, sit-down restaurant:

banking and other mvicud 1
parking lots. It's part of the sh |
demand for more convenie. e;h
sales per square foot are laggir .
perhaps we are building store
out including all the facilities
can maximize our use of spac

Pressure Point 7

Inventory Management

Staying on the seesaw between
stock conditions and inventory o2

Carl Fazio, Chairman of the Bos
Fisher Foods:

Improved asset management is f*
ing to have to affect our inventit
controls. In a sense, we are like ¢
customers. We must do more
less. Take [u'oductvlﬂdylil"
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| hat

ple. question the necessity of car-
ving | e or six national labels in a

ategory, especially when 1

ow 1 v popular private label and
v ger. vics are occupying shelf space

[Fressar

Point 8

rolling the Cost of Business
The likclihood of winning with
ovations such as scanning and
the retort pouch.
The information we get through scxs Jll Bernard Stein:
How many costs can we possibly
nate in a downtum economy?

Less volume means the

pic is shrink-

ing, the consumer is spending less. If
: can transfer unu.l,:;:le. We'l do
that. Perhaps we may even modify

ome of our store formats. But I would

Fresty

to see us transfer or cut costs
to the point where service begins to
exported the best in technology, s Jiufler.

Point §

Wrinkles in the Operating Plan
ending against delayed shipments,
hrink, unions, government, and

he press,

Jack Brown:

Food will become a political foot-

ball in this country during the next

years. Unless we leamn how to

Secur..

h yua End

ontrol the working of our own indus-
y, I'm afraid the govemment is go-
og to ! it for us. Twenty-five years
om now we may very well see a
ptore | /0 that reads “US. Super-
| We 1 d organized labor's support
wer  going to successfully over-
me ( lems, Right now they
P4 1 in a straitjacket with some
Y i rictive contracts. Our hope
t that ew and ive union
ders. » will see that our futures
e ver; uch linked together and that
they o not give us the Aexibility
:"-'- we are all going to suffer
John

McCartney, President, Mc-
Foods:

y is an enormous problem in
our stores. What happens
y in the place

guilty? Do you fire then all?

ure Point 10
1% Fower of Research

Allen Bilduer:

There is no margin for error in this
market. We have to know more about
our trading areas, our penetration, our
competition. Yes, rescarch is expen-
sive. But it's more expensive il we
don't do it.

Giant Food Profits Lag

Bringing profits back up is a prob-
lem that \\'i" be attacked on a broad
front at Giant Food, David Sykes,
senior vice president, finance, said
after the firm's annual meeting in
Washington, D.C.

Giant's profit for the half plunged
8%

“No one single thing will increase
the eamings,” ﬁv said in an interview
after the meeting. “Reducing overall
expenses, increasing volume and the
anticipated success of the new hy-
brid (warehouse) store all are impor-
tant factors.”

Recently, Giant opened its first
semi-warchouse store in  suburban
Maryland, which Israel Cohen,
chairman, said could be the prototype
for all new stores and the umtmlp[:-
ted remodeling of all present ones.

Cohen reiterated his position at the
annual meeting, adding that he hopes
to have two stores of the new type in
Washington and two in Baltimore
soon before the operational success
of the concept is fully evaluated.

“We Bgure it will cost between
$100,000 and $200,000 to convert cach
store, which is really nothing com-
Farcd with the cost of renovating and
wilding stores,” Cohen said.

He defended the firm's decision to
drop unit pricing at the test warchouse
store as a way to reduce prices, say-
ing “shelf pricing and the receipt
tape” give needed information to the
consumer. The cost of unit pricing is
about 83 million, which gets passed
on to the shopper in higher prices, he
added. Iu response to shareholder
complaints, Cohen said the company
would try to devise more clearly mark-
ed shelf pricing.

On the expansion front, Cohen said
the firm committed $33 million
for 10 stores und in the next years.
Giant has opened three anits so far
this year, and three more are to open
before the close of fiscal 1981,

When asked about Giant’s “war on
couponing,” Cohen said the store

would standby its belief that “coun-
poning is a very expensive promo-
tional method.”

Conventional Supers Want
Better “Deals” in
Troubled Times

Ken Abrohoms

Food Mart of Holyoke, Mass., oper-
ates 31 conventional sy x-nnurLrh
within a competitive wult‘mu of su-
per stores, tough low-margin opera-
tions, warchouse stores and various
cut-case stores. From time to time, if
double coupon offers do not create
suflicient waves, triple coupon values
are aiso used. Food Mart's turf ex-
tends roughly from central Massachu-
setts along the Connecticut River into
Fairficld County, Conn.

How does a conventional super-
market fare in such a varied demo-
graphic climate with such well-estab-
lished and continually  challenging
competition? The area not only con-
tains teugh, old price-pros, such as
Pathmark and ShopRiite, hut Heart-
land warchouse stores amnd most re-
cently Grand Union's Basics. Grand
Union opened its Basics in Connecti-
cut with triple coupons. “It's very
tough,” says Ken Abrahams, who's
been with Food Mart since 1954, and
has been president of the division,
since it became part of Waldbaum’s
of Long Island, N.Y., in May, 1969,
“Even as we are talking now, another
competitor is offering triple coupons,”
he sighed, slaking his head in dis-
belief.

(Continued on pogt 16)
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Better Deals

(Continued from poge 15)

“We think we have a certain image
with our customers, certain things
they expect from us, and we try very
hard to stick with that. We offer a
few more ty items, a few more
off-beat produce items, and perhaps
a little better quality in produce, We
think perishables are very important.
It means paying a lot of attention to
details, but as you see, we also have to
::.mmpdllivr. There's no time to re-

Warehouse Store Advantages

Do the warehouse store operations
have any special advantages? “If it's
one of the real warehouse operations,
not just a converted supermarket, and
they are well-located geographically,
they can be very tough. But they have
to be extremely visible from the high-
ways and from all directions. If shop-
pers have to pass good, conventional
supermarkets to get to the warehouse
store, then there uedolldnp that the
m‘::mrieu can to compete,
When it comes to limiting their im
to deal merchandise, then warehouse
stores have what I think is an unfair
advantage.”

In a marketing area with highly

diverse dumE: ics, from industrial
and blue collar to wealthy, fashion-

able suburbs of New York, a conven-
tional supermarket has to pay a lot of
attention to minding the store, Abra-
hams points out. “You have to shoot
for the middle, and find common de-
nominators. Fresh meat and produce
are common denominators. People
with lower middle incomes can't af-
ford to eat out too often. Yet food is
estremely important to them. With
two people working, or more, con-
venience is still important. At one end
of the spectrum we have people who
want the small beef tips for shis ke-
bob, and at the other, family packs are
the fastest growing cuts in the meat
case.”

“With a recession, even though
this one isn't as bad as the 1974-75 re-
cession in Massachusetts and Connec-
ticut, we notice a difference in what

le are spending on food and gro-
{:?u. 'l'lw}'l::;! still be spending $60
a wecek, il that's what they spent be-
fore, but that doesn’t buy as much as
it did because of inflatic.i. So they're
trading down. They're buying less ex-
pensive foods, although they may not

Ahoy Vemet — For the onnual Venet Advertising Client Cruise, “Skipper” Zaol Vene
Venet Advert Inc., New York,

ork Harbor to Monmouth

A

ond clients sailed the high seas of Nes

k, N.J., for o day ot the roces ond o dinner cruise around

Manhgtton. Shown (from right) ore Venet; Ted Settonny, president, Prince Foods Com
y; Al Aidekmon, chairman of the boord, Supermarkets General Corporotion; Josph
i ok Ch I Compony: Goldm - Tob

0 " 0 Kurt ' .
Russ Sillery, director of odvertising, Price Supermarkets, ond Harb Brody,
dent, wh" 1l G.mm° | o tion. s fo e
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be really going back to basics — they
can't if adults are working,
There's even a lot of fancy cooking
still going on.”

Why Generics?

Is that why Food Mart offers gen-
eric labels? “Yes,” says Abrahams.
“There are people interested in sav-
ing money, and the generics do that.
At lcast they are what they say they
are—not the best— and they say so
right on the label. They're a second
private label. In fact, we've dropped
our second private label in frozens,
because we don't need it with gen-
erics.”

It's often said that supermarkets
have forgotten how to merchandise
and promote. “We still do theme
motions and they work. We just held
our annual farm-stand produce pro-
motion, and it was very successful
What surprised me is that it was suc-
cesful with our employees. We got
several letters from employees telling
us how much they en it. We tied
in our TV spots with country music
and the country fair theme. and had
all the store employees dressed in
blue jeans, bandanas, farm hats and
shirts, I think they were so happy to
get out of those uniforms that they
really in the spirit of the thing.
So we're going to do it this way next
year,”

There is no doubt in Abrahams
mind that the conventional supermar
kets will continue to do well if they
are careful. “We're building three nes
stores this year, and we opened two
in 1979. We're building a Food Mart
in Farmington, Conn., and two Walé
baums in Devon and Milford, Conn
We use the Waldbaum name for al
stores south of Bridgeport. Ou: new
stores are bigger, today — 0,00
square feet, and that's with ver litthe
general merchandise. This is a more
comfortable size for us.”

What's The Deal?

“Hut getting back to the prob m d
competing with warchouse s et
says Abrahams, “There is a pi bke
that the manufacturer is going t havt
to face u‘) to. If W sio': :;.I"

ng to be allowed to buy on
gu‘nmjmnlhe. and to ignore the std
the line or the regular priced me chamr
dise, then we are entitled to ome
thing more, If we are expected 1o a®
ry the complete line for 52 we ks o
the year, then we deserve som: thint
more. What's im t to me is whert
I have to sell that item, not where !
buy it. It ouly means something whe
1 sell it. This situation is giving the
warchouse store and the limited 8
sortment store an unfair advautag®
Somehow, the manfacturers are goiot
to have to deal with this problem-

Tue Macanon: Joursat

| ASEECO offers much more than hugh quality, automaled equipment.
ASEECO is als0 a service company whose years of inlernational processing
I experience can provide you with:

® Plant E
| ® Electn

® Machinery
@ Evaluation of Sub-Contracts and Bids

Engineering and Control Panel Design

facility is maintained 1o conduct actual on-product tests 10 determine
handiing characteristics and to obtain data for the design of specialized process

machinery.
TURN-KEY PROJECTS:
In addition 10 the design, engineering and supply
desired, assist in commissioning a process faciity on stream. This service includes
the preparation of operating and mainienance manuals, the fraining of operating
PROJECT FINANCE PLANNING:
ASEECO is prepared to assist chents in oblaining comprehensive project
fnancing. This assistance is inclusive of counsekng on the type ol “inancing best
suied 10 your requirements and locating the source that can provida it

ing—Layout and Mechamcal
Selection and Procurement

and design of ASEECO products, a research and

of equipment, ASEECO will, il

Zip

ASEECO Condensed Engineering
& Specifications Catalog.
16-page calalog provides
features, applicahons,
specicanons and model
selection guide for entire
ASEECO hne. Includes
diagrams and photographs
U S. and foreign sales
offices kisted. A must on any
equipment specifier's desk.

a

Peceunen, 1980

| ASEECO CORPORATION 8857 Wast Olympic Boulevard, Beverly Hilis, CA 50211 (213) 852-5760 TWX: §10-400-2101
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Dean Rotbart writes in the Wall
Street Journal: “We used to go to the

store and pick things up.
We didn't care the price was.
Wel never do that again.

Margaret Johnson, 85 years old and
mother of four, is reciting the creed of
a new generation of sophisticated con-
sumers as she weaves her grocery
cart through the aisles of Heinen's
supermarket in suburban Cleveland.
Together, these smart shoppers are
eroding a number of marketing prin-
ciples that have long been basic to the

supermarket industry.
Mrs. Johnson's ng behavior
ism't radical. She s per

ads to find the best bargains, up
on sale items, uses money-saving

and writes lists before driv-
ing to the grocery store to lessen the
temptation of impulse buying. Mrs.
ohnson believes these tactics have

Iped cut about 15% from her week-
ly food bill, which averages about
$125.

Routine Rule

Supermarket executives say there's
growing evidence in recent years that
Mrs. Johnson's shopping rules have
become routine for a majority of con-
sumers. Si tly, the rules are be-
ing applied consistently, not just in
eouunmif'd hard times. For the super-
market industry, that si a period
of painful adjustment flmmb

Mrs. Johnson doesn't know it, and
few su et managers admit it
publicly, but thrifty shopping is ini-
mical to supermarket profits. Super-
market exccutives didn't worry when
only a small portion of their custo-
mers were careful buyers. But the
swelling ranks of smart shoppers are
causing hand-wringing in the indus-
try.

Grocery chains traditionally lure
customers with sale-priced low-profit
staples such as milk, sugar, coffee and
detergent. They count on customers
to fill out their orders with quality
meats, produce, convenience foods
and nongrocery items, all of which
carry a heftier profit margin. Lately,
store managers report that sales of
many of these high-profit items are
sharply down.

High Volume — Low Margin

The supermarket business has al-
ways been a high-volume, low-margin

industry. One penny of profit on each
sales dollar is what supermarket ex-
ecutives strive to eam. But with in-
mui::P competition among chains
inflated operating costs and more so-
creasing competition among chains,
have reached that profit level lately.

A Comell University survey report-
ed that average eamings for 55 su-

arket chains fell to 0.8% of sales
in the 12 months ended last April from
093% a year earlier. Dollar sales
rose 2.1% in the same period, but a
14.4% inflation rate meant that sales,
in real terms, dropped by 12%.

“As long as we are faced with in-
flation, we are going to have the same
shopping habits and therefore lower
earnings,” says Comnell marketing pro-
fessor Gene German, coauthor of the
supermarket survey.

An annual consumers survey by
Yankelovich, Skelly & White Co., a
national polling organization, found
mpﬂ! trying harder to cut their
food bills than at any time since the
1974-T5 recession. At least two-thrids
of those questioned said they routine-
ly stocked up on bargain items, bought

private-label brands and used shop-
ping lists.

Defensive Tactics
\\'ln';ﬂlh-fmsive tactics will the su-
permarket adopt? Kroger Co., a Cin-
cinnati-based su| = et company,
blerd of higher priced specilty e
igher- 5| ty items
and lnw-mgl pdl\":ile-llhtl goods.
“We have been evolving over the
last seven year‘: into a combination-
type supermarket, including cheese,
deli, h{r , some fresh u-flnod and
service-oriented meat  departments,”
says Richard M. Koster, Kroger's
group vice resident of merchandising,
advertising and research. The aim is to
get customers to “trade-up” to higher
profit-margin items. “If you trade
down that is all you do, then
you'll go broke,” Mr. Koster says.
To insure that even smart shoppers
continue to buy high-margin items,
many supermarkets now stock a full
line of general merchandise and soft
good items, often including clothing,
maoter nil, hardware and toys. As much
as G0% of the shelf space in some
Kragee stores is now devoted to non-
foed ilems.
Cx/ sumers may find that their eco-
nomizing has backfired, forcing gro-

Cost Cutting Consumers

cery retailers to widen the m: kup.

low-profit staples. “A e

nark

T,

on staple items will y
says Byron E. Alfumml;h. ¢ ai

and chief executive of Ralph': Su
markets, a unit of Federated Depun,

ment Stores Inc.

Well-managed su et
will survive, althou

chains

& few that are}

flexible enough to adapt may fail, M:
Allumbaugh says. =1 don't sec super.
markets becoming the dinosaun o
the retailing industry. The good ope.
ators are going to bhe here for th

long haul.”

Recession Study by S.A.ML
Consumer buying habits develope
during the 1974 recession in generd
have not been repeated in superma-
kets during this year’s slump, cos

cluded a
Selling-Areas Marketing.

recession study b

The report noted that “as might be
expected in a broad analysis g!h thi
nature, where the only common de
nominator between periods was the
rate of inflation and the beginning o
a downtum in Gross National Pr
duct, we find both similarities i
trends and major differences.” Tie
report said, however, “We bheliev
that variables other than the ccon>
mic picture may have influence | cate-

ory volume trends more imp
y.” It also noted that the stud

have heen done prematurely.
In November 1974, Supe!
News reported a trend awa
zligh-mugin items in favor of :
staple purchases because
umu.r shopper price sensiti:
While overall tonnage «
were difficult to discern, most
reported that frozens were off.
the hardest hit items were the
sitive to sugar prices, such @
fruit drinks, jes, candy &
serves. Sales of most canned

wrtant-
may

iarket

fron
e
II h‘

3E58E4 7

1
fruit

and \fgdables. aside from toiatee:

which
cause of price iucreases
availability.

id well, were flat or du‘m_hr

Flour and cake mises were said &
move well at regular prices and "spe
tacularly” during promotions. Cassc!
tuna sales remained strong becst

of a meat shortage, but

canned &

mon dropped substantially becs®™
of price increases. Inexpensive P

THE MAcCARON] Jourst

qred 20ds, both canned and frozen,

in sales at the expense of high-
atid t items. Pasta, rice and pota-
pesa sold well.

SAM ( com) tonnage and price
dung: - for the 12-week period ended
July 5. 1974, with the equivalent per-
iod in 1973, and the 12-week period
aded June 27, 1980 with the same

period in 1679

Pasta Performance

In 1980, pasta tonnage decreased
11% and price increased 21.8%. In
1974, despite a 47.9% price wncrease,
wlume rose 23%. D:ll'ia the carlier

it was rt t consum-

aﬂwmd to m as they tumned

may from the more expensive dry

ed dinners. A SAMI spokesman

ed that in 1980, people there

they “"couldn’t really beat”

the recession by economizing with
pusta.

For the flour category, in 1980
there was a 12.2% price increase and
119% increase in tonnage. In 1974,
despite a 47.7% price increase, ton-
uge increased by 26%. The SAMI

pointed to the much great-
o popularity of home baking in 1974.

Significant differences between the
two periods emerged in the frozen
rice andd rice combinations category.
1n1950, despite 2 9.6% price increase,
tonnag- increased 97.5% over 1870.
In 197, with a 103% increase in
pice, olume increased 15.%.

burg /ne Study on Shopper
Attit: les to Generics

A ional study of supermarket
shopp ., conducted by Burgoyme,
Inc, licates that 62.8% of con-
wmer rate private label products
®qua 0 or better than the national
brand

In . dition, the Cincinnati based
ke g research firn reports that
vearly twice as many respondents
8% point to the elimination of
advert ing costs as the reason why
private labels are priced lower than

:mioml brands — as to
quality not being as good or con-
sistent (31,1%). F

As much as 60% of those respond-
g to the survey also rated generic
quality equal to the national brands.
While generics were purchased by

Decamsen, 1980

37.8% of the respondents, nearly 61%
of those shoppers said that they pro-
bably to definitely will continue pur-
chasing them.

Consn Yes Ne
LqI- L] %
New England LR 485
Mid Atlantic 4).0 570
South Atlantic 296 704
East North Central 459 541
East South Central 26.7 3
West North Central n2 678
West South Central e 68.1
Mountain LR 463
Pacific 256 744

RATING OF GENERICS COMPARED
TO NATIONAL BRANDS

(Based on These Who Have Purchased
Genaric Produch)
By Toinl Sample

Gemerie Quality
Equal o or Gemeric Quality
Bottwr Thea Lewer than
Natiomnl Brands Nationa! Brands
Paper
Products 408% 579%
Dai
Pross 17.1% 203%
Soup 61.8% 37.2%
Catsup 67.1% 31.6%
Canned
Pasta 78.1% 21.8%
Juices 77.3% 22.13%

LIKELIHOOD OF CONTINUING TO
PURCHASE GENERIC PRODUCTS

By Tetal Total
Sample %

Will Definitely Continue
to Buy Them s
Will Probably Continue
to Buy Them 0.6
Might or Might Not
Continue 10 Buy Them 194
Will Probably Not Continue to
Buy Them 8.7
Will Definitely Not Continue
to Buy Them 9.4
Don't Know 8 |

HOW RESPONDENT COMPARES
PRIVATE LABEL BRANDS TO
NATIONALLY ADVERTISED BRANDS

By Total Total
Semple Sample %
Better than Nationally
Advenined Brands 26
ﬁlul 1o Nationally @i
Not as Good as Nationally
Advertised Brands 74
Dont’ Know 14

REASON WHY PRIVATE LABEL
BRANDS ARE PRICED LOWER THAN
NATIONALLY ADVERTISED BRANDS

By Total Total
Sample %
Advertising Costs Are
Elimi 609
Quality Is Not as Good/
As Consistent 3
Don’t Know 80

GENERIC PRODUCTS RESPONDENT
HAS PURCHASED

By Total Total
Sample %

Paper Products 619
Dairy Products 129
Soup 0.1
Catsup 1.0
Canned Pavta 9.5
Juices 273
Canned Vegetabies/
Canned Fruits 40.0
Peanut Butler 83
Laundry/Dishwasher Deterpent 9.4
Jelly 68
All Others w2
Don't Know a

COMPARISON OF GENERIC

PRODUCTS TO PRIVATE

LABEL PRODUCTS
(Based on Those Whoe Have Purchased
Generic

Total
By Total Sample Sample %
Much Better Than PL Products 16

Somewhat Better Than
LP Products 54

About the Same as PL Products  60.1
Somewhat Wone Than

PL Products 2.2
Much Worse Than PL Products 6.)
Don't Know 42

Frozen Lasagna Ad

Stouffer Foods Corporation pictures
its frozen lasagna in trade ud\'rrtisinﬁ
with the copy: “The frozen single-dis
market ¢ $1 billion dollars last
year, And those same 1979 figures rep-
resent a 71% increase in sales since
1976. In that same period of time,
Stouffer's growth has outpaced the
growth of the market as a whole, for
an increase of over 116%

Egg Products
Central State Nest Run $12.60 to
$15.60.
Southeast Nest Run — $13.20 to
$15.60.
Frozen Whole — 46.5¢ to 54¢
Frozen Whites — 25¢ to 35¢
Dried Whole — $1.94 to 8215
Dried Yolks — $210 to $2.45.
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Thanks for
a good year

Weve had over 100 vears of them, and they ve con-
sistenth, been good vears for us. thanks to vou

Consistency is the basis of our business. At Peaven
we've built our reputation over the vears by pro-
viding the baking industrny with constant quality in
bread and roll flours. cake and coohie flours, and
bakere mines and bases, products whose pertor-
mande never vanes  batch after batch

Look forward 10 more of the same trom Peavey
And toast the consistent quabie that builds rep-
utations vours and ours

NEW CALENDAR SERIES
“Foods of the World”

Peaver s vear-at-a-glanc e calenders have become o
tradition for almost as long as weve been in
business.

Now we're offering the first nanew Foods Of The
World’ series - the delightiul {oods of hak s
beautifull, illustrated with the ltalian scene at the
lefi..and it's available on request through vour
distnbutor or Peaven representatne  Just ash

Peavey

FLOURS AND BAKERY MIXES

Minnwapols. MN (612) 370-75%77 Do 012 W 2Nl
Chrago. Il (312) 3084580 S Moo £ 0 EEY i 2l
White Pluns, NY (9131 4257750 on b baad oy O e -

st Bake Cany U1 S 355 2950 Lo Anzade €0 21008 NN




Nationwide Food
Consumption Survey
Vitamin Nutrition Information Serv-
:(lrhe‘: Hoffman-La Roche has pub-
a USDA interpretation of pre-
liminary data from the 1977-78 Na-
tionwide Food Consum
(NFCS) m‘:‘ldudcd !lry US. De-
r.rlment A ture. Highlights
ollow: o i
e Food used by houscholds in
1977 had a higher nutrient den-
sity than food used in 1065,
e Caloric intakes of all sex-age
groups were lower in 1977 than
in 1965,
e Average weights of people in
most groups in 1977 were simi-
lar to average weights for 1965,

Thus, the drop in caloric intake
does not a to be associated
with loss of weight.

o Levels of nutrients were meas-
ured in food avallable in the
household. It is presumed that
most of this food was consumed.
Ovenll, levels of all vitamins
and minerals calcium
were simlar to or higher than
those found in 1965. This was
the reverse of the trend seen be-
tween 1955 and 1963, Some ex-
ceptions to these overall levels
occurred in  specific sex-age
groups as follows: ¥
@ Average iron intakes of fe-

males 12 to 50 years were be-
tween 35% and 40% below
the RDA, as in 1963,

e Vitamin B@ intakes in adult
groups were below the RDA.
Females 15 years and over had
average intakes between 35%
and 40% below the 1974
RDA.

@ The iron intake of infants in
1977 was more than twice the
intake in 1965. However, the
average intake of 1- to 2-year
olds was much lower — about
45% below the 1974 RDA.

e Average calcium intakes of
females 12 years and older
were 25% or more below the
1974 RDA. Several groups of
children and males in-
takes that averaged zbout
10% below the RDA.

o Average intakes of mapnesium
were below the 1974 RDA for

nearly all sex-age groups.

e In spite of a decline in the
use of bread and cereal pro-
ducts, the levels of B vitamins
in available food did not de-
cline. Thiamin in partciular
showed a marked increase.
Reasons cited were:

(1) the Federal standard for
enrichment of flour was in-
creased in 1975; and

(2) the decline occurred pre-
dominantly in the use of
unenriched refined bread
and cereal products. The

use of these cts
dn;vpul markedly from
21% of all breads and cer-

cals in 1964 to 5% in 1977,

o Of all the nutrients, intake of
ascorbic acid increased most
since 1965. This is attributed to
an increased use of fresh fruits,
especially citrus fruits, dark

fn:-ndm‘bles and fortified
ruit

o Of the energy- ng nu-
trients, intake of carbohydrate
declined the most (-13% ) and fat
second (-9%).

e An increased ge of the
food dollar was spent on food
away from home — up from
17% in 1963 to 24% in 1977.

e The money value of food per
person for the lowest income
was com to that

g Sgpribes vt dbinn
ps — a possible indicator of
5::““1&3! of the Food Stamp

. Value of food received

wi direct
houlch:ld(mlvﬂul byo:

as payment or home

or bought at a below mar-

ket value (as with Food Stamps)

is calculated onl::l average
ce pound for that

{::)dbmrveybmmlmldﬂnthe

same region.

e The average money value of
food at home per person was
$8.78 week in spring 1965
and $18.44 per week in spring
1977, an increase of about 87%
The difference may reflect the
rise in food prices, the e in
the types of foods used, and the
change in the quantities of foods
consumed by 1ds.

Eating Habits

USDA, Hyausville, MD 20 %2,
from Consumer Nutrition C. wer,
June, 1980

Meat, Poultry, Fish: Althou; 1 ave.
age household consumption ¢/ mex
at home increased a few T
points between 1965 and 1977, then
was no evidence of increased intake
at home and away for individwl
household members.

Grains: People reported eating les

*!rfdn]':l pr:ﬁucu in 1977 than in 198
n grain grou e re
ed eating more meﬁ: mﬂ
than in 1965 but less breads and bal
ery products.

Potatoes: Teenage girls and aduls
(35 years and over) ate more whit
potatoes in 1977 than in 1965; chi
dren, teenage boys, and young adult
(mommlm.m potato usen,
over teenage gi
and adults c.ﬂ:."& at least g:
more potatoes in 1977 than in 1968
particularly girls 15 to 18 years old
and elderly men (75 years and over)

Tomatoes: Consum of toms
toes declined markedly from 1965 1o
1977, particularly among wome
whose consumption was down aboat
one-third.

Data for Nutritional Lab-ling
from Agricultural Bulletin Nc 381

Food code 21900 — Enriche: Mac
aroni & Cheese: Baked from home
recipe, 1 cup is 200 grams. 2 10 -
Canned — 1 cup is 240 grams.

Food code 22080 — Cooked ¢ icken
and noodles from home recipe ! cup
is 240

Food code 22180 — Enrichet pg
hetti in tomato sauce with  ieest.
from home recipe, 1 cup is 250
22190 - —1cupis 230

Food code 22200 — Enrichec
?dﬂﬁ:nﬂommwﬂhgg
rom recipe, 1 cup is !
23910 - Canned - 1 cup s 350

Pasta and Noodles: Food o
41700 — Enriched Mmoni.wu':ﬁ
tender stage, hot — 1 isl ;
mld-lgue‘phlwmp and Code
is 41800. 41810 — cooked, firm stag

RREE B
i

Food code 41850 — Enriched Egf
Noodles, cooked, 1 cup is 160 g™

Tue Macazon: Jousis

Foox code 41870 — Canned Chow
\lein | sodles, 1 cup is 45 grams.

Foo code 41880 — Enriched Spag-
letti, oked, firm stage, “al dente”,
leup 130 grams, 41890 — cooked,

woder tage, 1 cup is 140 grams.

Wheat Production in Canada

(Continued from poge 8)

g to a report issued by Statistics
Canada on Oct. 3. The projection was
whetantially higher than the private
trde had anticipated.

Projection spring wheat was
505 million bus, against 533.5 mil-
lon bus in 1979, while winter wheat
w at 33.4 million bus, com-

with 31.8 million bus last year,
ud durum wheat was estimated at
711 mililon bus, against 66.1 million
i 1079,

Department of Agriculture esti-
mates of 1980 durum production with

m-rhml. as well as prospective
yield and acreage to be harvested as
o Oct. 1:

Area
Hare
Produc. Yield vested
tion Per Acre 1900

1979 1980 (1,000
1900 (1,000 bun) 1978 (bus) acve)

Aiz. 10875 5250 6370 750 148
GL 7800 3,600 8,625 78.0 100
Mas. 1600 2849 3,773 300 120
Mot 4460 6825 8,700 17.0 180
ND. 71100 84,500 102,060 19.0 3,900

800 3,630 3,800 190 200

Sem na ranged from $20.40 to

EL35  linneapolis, in October; gran-

dar § .20 to $21.15; fancy patent
our $20.05 to $20.60.

from ‘eavey Annual Report

Sh £ al 'lm flour volume was up
perc it from the r year. Their

I mill produced apﬁwoide range of

ucts which were mar-
keted ﬂ'. bulk and bagged to

bighvc \ume bakery customers, as
variety of bakeries with
needs. Peavey maintained
i leadiug share of the semolina and

_Hour market, which consists

Wheat Commistion
Election Resulis

Ludger Kadlec, Pisck area farmer
was re-clected Chairman of the North
Dakota Wheat Commission at its re-
cent icorganizational meeting held in
Jamestown. Kxdlec is serving his scc-
ond six-year term on the Wheat Com-
misison. Re-clectal to the Vice Chair-
man spot was George Kubik who
farms near Manning.

Four Commission members were
also elected to represent North Da-
kota on the US. Wheat Associates
Board of Directors (US\WA) for the
1960-81 fiscal year. Besides Kadlec,
Elmer Dockter of Streeter, ). Ole
Sampson of Lawton, and Herman
Schmitz of Williston were re-clected
for the one-year terms on the USWA
Board. Other Commission members
are Don Giffey of Roseglen and
George Smith of Amenia.

Melvin G. Maier is the Administra-
tor of N.D. Wheat Commisison.

Minnesota Wheat Council

Merle Hedland, a Kindred, North
Dakota native, has been appointed
Executive Director of the Minnesota
Wheat Council. Hedland will be re-
sponsible for the Council’'s promotion-

programs aimed at expanding do-
mestic and overseas sales of Minne-
sota and U.S. wheat.

He had been Viee President for
U.S. Wheat Associates in Washing-
ton with responsibility for operation
of the overseas market lll'\'l"tll)[t!ﬂlt
cffort. Before that he held a similar
six year position in Great Plains
Wheat and another six years as an em-
ployee of the North Dakota Wheat
Commission.

Hedland received a degree in Ag-
ricultural Economics in 1968 from
North Dakota State University, He
and his family moved to Red Lake
Falls, where he began his duties at
Wheat Council headquarters on June
1, 1980,

Grain Inspections

The Senate Agriculture Committee
has -[Trl:n'ed a measure to reduce the
federal role in‘rnin inspection. Under
the bill, a federal inspection would
not be required unless a buyer or sell-

er requested one. Intra-company ship-
ments would also be exempt.

Sprouted Wheat i
Makes Good Feed :
The benefits of sprouted spring ¢
wheat and duruin as animal feed is 3
the subject of a release issued by the £
Cooperative  Extension  Service  at
North Dakota State University in
Fargo in respouse to imquiry from the
state’s farmers about the most profit-
able uses of the high proportion of
sprout damage in this year's crops.
Conclusions drawn from available re-
search were presented by W, E. Eide,
animal husbandman for North Da.
kota Cooperative Extension Service, -
and by Dr. L. D. Johnson and Dr. R. .
L. Harrold of the Department of Ani-
mal Science of the North Dakota Ag-
ricultural Experiment Station.

Wheat is graded according to the
percentage of sprouted kernels and
more than 2% sprouted kernels calls
for the designation “sprouted wheat,”
the summary points out. Number
grades are lowered with increased
;\mml damage until 15% sprout is
classified as “sample.”

May be Slightly Improved

Research evidence indicates that
sprouted grain is good feed and nu-
tritive value of grain protein does not
appear to be lowered, acconling to
the survey. “In fact,” it says. "it may
even be slightly improved by moder-
ate sprouting.” At N.D.S.U., prelimi-
nary research  involving  feeding
sprouted durum and spring wheat to
swine indicated that these grains gave
aceeptable performance when com-
pared with a control barley-soybean
meal ration, Both sprouted spring and
durum were used at 20% and 0% in
different rations, and average daily
gain was equal to or superior to the
control ot fed the basal barley ra-
tion. “The 20% durum ration gave
significantly higher gains than all
other treatments.” according to the
summary.

Also at N.DS.U,, sprouted durum
was fed to carly maturing market-ty pe
turkeys. Results were the same when
sprouted durum was substituted for
sound spring wheat or com.

Conclusion from available rescarch
data are that sprouted grain contains
essentially the same feeding value as
normal grain per unit weight for cat-
tle, swine and poultry, the researchers
conclude.
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ADMs labs constan
making sure you get the best

=L

.\\ e

: lyze both ‘wheat and flour-

ADM Milling reaffirms its long-standing, total commitment to quality
assurance on a regular, daily basis. That's because careful testing of both
wheat and flour is a full-time job at cvery ADM Milling Center.

As wheat crops from Texas to the Canadian border reach maturity, ADM
Milling is there to sample and analyze that specific wheat for quality,
nutritional content, and baking potential.

With this specialized data on each local crop, ADM is in an excellent
position to select only the wheat that will mill out to our rigid specifications.

But quality assurance at ADM goes even further:

The milling and blen-ling processes are also constantly monitored. Flour is tested

at routine intervals as it comes from the mill — and comprehensive brke tests are
conducted to ensure hat the flour meets absolute specifications before shipment to yc

And then ADM spot-checks the efforts of the labs in the individual mills by
conducting duplicate tests in its Central Control Lab at Salina, Kansas.

[ In this respect — and in many others — ADM Milling Company is unique in the mar. &

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.

E And that's s definite sdvantge oy, ™~ BN A" Q1) D |
; . ADM Milling — supplying Breadwinners since 1902.

b &

| v ADM MILLING CO.

4550 W. 109th Street © Shawnee Musion, Kansas 66211 » Phone (913) 381-7400
ADM sise spplies quality baher's sharteaing, cors swoeteners, (03, soy protein snd vial whest ghuten for the boking lndustry.
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The Commeon Market

by Dr. Giuseppe Menconi,
Executive Director, Unione Indusiriali
Pastai lialiani

With the advent of the Common
Market, the economic sectors of com-
merce, industry and agriculture of the
various nations realized the urgent
need to form associations which could

esent them at the new multina-
tional institution created by the treaty
of Rome in 1957,

The first countries to sign the treaty
were Germany, France, Italy, Bel-
gium, Luxembourg and the Low
Countries; they were followed in 1973
by the United Kingdom, Ireland,
Denmark and, finally, Greece in 1979,

The goal of the European Econo-
mic Community is the gradual forma-
tion of a common policy regarding ag-
ricultural, fiscal, commercial, customs
and fnancial matters.

The most important steps taken to
date by the European Community
have been in the field of food indus-
trics mle as transformers of
a) ucts.

gl]'::u lations and directives emana-
ting F:om Brussels and applicable to
the member countrics, affect the tar-
iffs on imports and exports, the fixin
of common agricultural prices,
financial intervention to maintain
these prices.

1t is immediately evident how much
has been accomplished in this Beld,
when one consi the diversity of
national policies which existed prior
to the formation of the European
Common Market.

It is logical, therefore, given the
scope u.:' ::l‘i:ltiu u:eing dealt with,
that n of European
industry should come wid\lnp:l:
sphere of the organization in Brus-
sels. The UN. A. F. P. A, or Union
of Associated Pasta Manufacturers of
the European Economic Community,
was created for precisely this purpose.

This Union was created from the
coming together of national associa-
tions having completely diverse struc-
tures, production methods and mar-
ket dimensions, And it is for this res-
son, despite the best of intentions, it
is often impossible to come up with
regulations that are satisfactory to all
the different members of the organi-
zation.

For example, Italy and France favor
the use of durum wheat (grano duro)
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in the uction of pasta, while the
other cguﬂ:]h'lu hold ‘::t for a wider
choice in the use of raw materials.

Italy must often bear the concerted

ition of all those European man..-
r::luren who do not welcome the im-
tion onto their markets of Italian
pasta. This attitude, in my opinion, is
at odds with the fundamental princi-
ples of a market which things of it-
self as common and integrated.

There are, however, other points
on which agreement has been reached
in Brussels, for example, with regard
to labeling, weights and measures,
and price levels.

The European Organization of Pas-
ta Manufacturers has the right,
through the UN. AF.PA., to send
one of its members to the Cereals
Consultation Committee of the Euro-
pean Economic Community, which
meets once a month in Brussels, and
where the representatives of the agri-
cultural, industrial, commercial and
consumer categories can discuss the
problems of agricultural production
together with the executives of the
C.E.C. Commission.

The President and Secretary of the
UN. A.F.P.A. serve for one-year terms
only. They are elected from amon
candidates chosen by the nat
associations.

Presidents UN. \. F. P, A.
Year Incumbents
1969 Buitoni (Italy)

1970 Panzani (France)
1971 Birkel (Germany)
1972 Birkel{ Germany)
1973 Beltman (Holland)
1974 Virga (Italy)

1975 Panzani (France)

1976 Birkel (Germany)
1977 Fox (United King om)
1978 Soubry (Belgium
1979 Agnesi (Italy)

Pasta in Switzerland

Thirteen of nineteen pasta nam-
facturers belong to the Swizs Micaro
ni Manufacture:s Association. The
are enjoying a slightly upward trend
in sales,

They use only semolina to produce
their noodles, spaghetti un(F elbow
macaroni. Semolina special costs §
to 86 Swiss Francs per 100 kg Se
molina ordinary costs 80 to 83 §Fr.
Most product is packed in cel
Cheapest price is .90 SFr. for 50
grams; highest 3.35 SFr. for 500 grams
of lasagne verdi.

Non-tarifi barriers of some Euro-
pean markets hinder the exporting o
Swiss macaroni.

Pausta in France

The sales of spaghetti and coqui-
lettes made e:fl.mlvely of durum
wheat by the thirty pasta producen
of France are steady according to re-
ports from the Syndicat des Indu
triels Fabricants de Pates Alimer-
taires in Paris.

World Pricys

A Swiss bank tabulating vord
prices of 1 kilogram of spagh tti i
Jo  July, 1979, gave the follov ngid
Swiss francs: Milan, 1.04; Zuric 20
Los uAt:Pela, 207; Chicago, 210
Montreal, 230; New York, 24

RHM Develops Food

According to Activity, the iome
newspaper for the Ranks Hov Me
Dougall Group, the governme t hass
been asked to consider the safe - axd
nutritional value of an entirel ne¥
human food developed at 1 HM
Lord Rank Research Centre, High
Wycombe,

The Group has been seeking : pp>
val from thl: t clls llel!'i
and Ministry of Agriculture, Fishene
and Food (MAFF), to make a prodvd
for human consumption which can
cultivatzd into food richer in prol®
than the best quality steak. A rec
report from government scientific L
visers had urged the government ¥

THE MAcAroN: Jourtd

gve 1 e support to biotechnology,
sap mthlﬁr important new indus-
wy for iritain.

‘Acti ty said that RM's safety case
tsd b n summarized in a 2-million-
sord abmission to MAFF which
hows ‘he results of animal feedin
rials v ith the new product. 1t addec
that ro-carchers believe that a nutri-
tionalls valuable and safe food can be
made {rom starch by-products of foad

sing; MAFF had said that it had
c::nkrd to consider the new pro-
duct as a human food and had been

advice outside the department.
M#rg item said the r:surg:‘nt High
Wycombe had been aided by a pilot
lermentation plant capable of makin
several Ionnﬂplof the powdered fnoﬁ
aweek. The process produces a flour-
ke substance as raw material for food
pocessing. The new fuod was describ-
«d as “a microscopic mushroom-like
plnt, cultivated in a bubbling broth
d nutrients under computer control.
The “porridge’ this yields can be dried

1o , contains all the amino
med for human well-being.”
Compbell Soup:

Widening lts Menu

from Business Week

When Campbell Soup Co. tapped
the delit market for the first time with
a 3100 million, 10-year offering in

Y v, it broke with a long tradition in

#ts 11y car history, Campbell has re-
lied prirnarily on int y generated
funds 1. huild powerful muEel shares
in its ' aditional food businesses. It
dhoha cschewed the aggressive mar-
leting nd diversification programs
hpical f its industry. But now the

m is making a striking change:
n thei
‘aing

irst amplification of plans for
ang - $100 million. Campbell in-
sdeis v that President Harold A,
ub ay use at least part of it to
the company's first serious

move « t of the food industry.

Remarkable Change

The : \ange is remarkable for sever-
dlreas.. is. Campbell has been notably
‘eeesstul in jts strategy of concentra-
ng o1 the efficient production of a
. number of food products.

thits 65% share of the U. S. soup
Barket ;nd with'lts well-known side-
“ues ~ Swanson frozen foods, Pepper-
dge Farm bakery products, Vlasic

and Franco-American canned

Deceunes, 1980

pastas, for example — Campbell eam-
ed $1327 million on $2.2 hillion in
sales last year. Its margin, which av-
eraged 5.8% over the past five years,
are usually several percentage points
higher than most other diversified foo:
processors, And its president is a
38-year veteran of the company’s con-
servative singleminded eulture,

Neverthless, for the eight years
that he has held the top post, Shaub
has been quietly preparing his com-
pany for the changes to come. He has
1edefined the company’s business, de-
centralized it, added a new marketing
staff, and changed priorities on its bal-
ance sheet, thus laying the ground-
work for new goals. These include
the probable acquisition of a consum-
er products company with annual
sales of perhaps $250 million, possibly
in the proprietary drug or houschold
product business. Concurrently, for
the first time in more than 10 years,
Campbell is launching the first in a
series of major new food products,
with the goal of introducing two addi-
tional products each year.

Campbell, already profitable, now
hopes to grow at a rate faster than its
recent 10-year average of 9% in sales
and 8% in pretax camings through
acquisition and by putting a lot of
clout behind its new product offerings.
Competitors are already  worried
about its first new product — Prego
spaghetti sauce, now in test markets
and scheduled to be rolled out to 25%
of the US. by August. “We consider
ourselves pretty good marketers, says
George F. Goebeler, president of the

ckaged foods division of Chese-
hrou ﬁ-l’uml's Inc., whose Ragu brand
leads the field. But, he adds, "I don’t
think anyone should take (Campbell)
lightly.”

Change in Seifperception

The new direction at Camden (N.))-
based Campbell is more than the sum
of its potential acquisition and new
product. It is a change in the com-
pany's selfperception. “When 1 came
to it, the mmnany was a producer of
canned foods,” says Shaub. Now, he
says, 1 like to think of us as being
in a consumer goods business.” The
change is radical, even though its
short-term effect will be more moder-
ate: A $250 million nonfood business
would account for just 10% of sales.

Shaub is being pushed into the new
products by his markets. Sales of soups

in the U.S. in 1979 amounted to an es-
timated H% of sales and 45% of
profits, but the rate of growth in this
market has been declining sinee the
mid-1560s. and industrywide  ship-
ments a ¢ ]lmjﬂ‘lt‘d to increase at just
1% per year for the foreseeable fu-
ture. Projections are similarly pessi-
mistic for Campbell's $330 million-
per-year Swanson line and its 8125
million Franco-American pastas,

Plans call for an estimated 8% mil-
lion to advertise and promate Prego
sp;lghl-lli sauce — more than any ex-
penditures on uny previous Camphell
Inndm:i. While Prego might appear to
w a natural extension of Franco-
American, it actually is Camphell's
first new entry in years into a growth
market. U. S. sales of packaged
sauces now total $375 million and are
expected to reach 8500 million in five
years. They are looking for a 10%
share, even though such a niche may
require a protracted fight. “Ragu may
try to make awar out of it”, it is stated.
Hunt-Wesson Foods Inc. has lost 88
million trying to crack the same mar-
ket with Prima Salsa sauce against
Ragu, which holds a commanding
65% share.

Similar battles could face Camp-
bell's introductions of its additional
food products. But the company also
is repositioning some of its staple
lines.

Franco-American Introduces
Three New “O's"’ Products

Campbell Soup Company’s Franco-
American brand is moving into na-
tion retail distribution  with three
new, round and spoonable “0's™ pro-
ducts—Pizz0Os, CheesOs and BeefyOs.
These new products will begin ap-
pearing on grocery  store shelves
throughout the conntry this month.

“The three new O's products will
join SpaghettiOs and RavioliOs under
a unique and proven singleselling
idea = the "0 shape’,” according to
Donald E. Goerke, Product Market-
ing Director. “SpaghettiOs and Ra-
violios have been strongholds in the
canned pasta market during the past
15 years,” Mr. Goerke said. “They
contribute 24% of the unit sales in this
category and are key factors in the
fast growing kid-oriented, shaped
I:wducts segment of this category,”

e noted.
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(BUHLER-MELIGN3 GOODS LINES
Performance Yotan Depend

on!

» ! R irdily constructed 2. or 4-stick spreaders allow selection of
extrusion area for a given capacity.

der, Dryer and Stick Storage are continuously driven and
airo led by one variable speed drive.

slick conveying chains and drives are heavy duty and con-
& sutomatic tensioners. Dryers have lubricating systems re-
q sn absolute minimum of maintenance.

tic climate controls ensure proper conditions at every
. Zones are completely separated, cutting down on requir-
supervision.
ors, sprockets and drive chains, in addition to electrical
climate controls, are standard U.S. components.

slent Energy-Saving Design

' ' : hie Performance

dryers are smaller sized. High temperature and high

for air circulation are mounted ir<ide dryers, utilizing

pplional). A most energy-efficient design!

s are 1%" thick with polyurethane foam core. Aluminum
3 on inside for heat reflection and absolute vapor barrier.
heat bridges.

ie'ia Control

»mperature drying controls bacteria growth. Dry bulb
alure is adjustable from 100°F to 180°F.

: absolutely tight, yet easy to clean, maintain and super-
.* ving-out side panels extend entire dryer length, allow-
fe : cleanout and service.

) C iality Product
High ying temperatures in both final drying stages improve

Long goods line with maximum capacity of 3000 Ibshr. Line consists of Double Scrow Pres : TPIPOdL ( texture in

. g t , cooking quality and appearance.
Spreader TSSA, Dryers TDEC-JTDCA-4/TDFB-11, Stick Storage TAGB, Cutter TST and Stick Re' )™M Sisac _ high temperature drying ensures a straight product,
ideal . the high speed packers of today. The high humidity
dryin. climate gives the product an appealing golden color.

Three Standard Models. . . 500 to 4500 Ibs

LONG GOOPS DRYERS Product quality and

{ us for Information on Buhler-Miag Long Goods
s and other Macaroni Processing Equipment.

TOCATOFA | 2000 to 4500 Ibsir. you the selling edge.
Tue Macanont Jous™* Biceypen 1980

dity drying requires a minimum volume of fresh air. Fan Super sanitary design for easy
maintenance. All-plastic panels

swing out for easy access 10 all

0% of slectrical energy. (New style, enenyy-elficient motoris e parts.  Exirahick poly-
urethane insulation and off-the-fioor
construction prevent condensation.

Each spaghetti strand travels exactly
the same path, 80 you can count on
consistent drying results. Posilive
control stick elevalor keeps slicks
trom rolling or sliding from transier
point 1o the drying tiers.

BUHLER-MIAG, INC.. P.O. Box 9497, Minneapolis. MN 55440 (612) 545.1401
BUHLER-MIAG (Canada) LTD,, Ontario (416) 4456910

—— — consistency sell. Y o
Do [ oveoott]  and reliabity give. -—-:‘-::‘\g BUHLER MIAG
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Cereal Makers
Face FTC Charges

During the 15 years from 1958
through 1972, anticompetitive prac-
tices in the cereal industry cost con-
sumers more than $1 billion in “mono-
poly overcharges,” the Federal Trade
Commission stafl contends.

From 1966 through 1970 alone, the
alleged overcharges by the three lar-
gest cereal companies — Kellogg Co.,
Ceneral Mills Inc. and General
Foods Corp, — amounted to 3431 mil-
lion, the FTC staff concluded.

The calculations are contained in a
summation of the FTC's antitrust case
against the Big Three cereal makers,
based on more than 40,000 pages of
testimony and 2900 documents ac-
cumulated during four years of ad-
ministrative hearings on the commis-
sion charges.

In their res , due by Jan. 30,
Kellogg, General Mills and General
Foods are ed to use the same
record to argue that the FTC allega-
tions aren't su ed by the facts.
“When we res it will be obvious
that they don't have anything,” com-
mented James Akers, a Washington
lawyer for General Foods.

The opinion of FTC Administra-
tive Law Judge Alvin 1. Berman, who
is presiding over the case, is due about
a year from now. Mr. Berman's find-
ings will be subject to review by the
commission, the companies will
have the right of further appeal to
federal court.

According to the FTC staff’s inter-
pretation of the evidence, the three
companics used "a system of collusive
price le~dership” to avoid price com-
petition among themselves. In this
sysem “Kellogg usually acts as the
prive leader and General Mills and
General Foods raise their prices in
consonance with Kellogg.”

The record also shows that the
three companies further avoided com-
petition by “consistently refusing to
provide private label ready-to-eat cer-
cal brands for grocery wholesalers
and retailers.” During a 10-year per-
iod, the companies IEO placed "tE:b-
tic™ limitations on such sales induce-
ments as discounts to grocery retailers
and wholesalers, premiums and “cents-
off” labels on cereal boxes, the staff
contended.
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Still another anticompetitive move
was the “tacit™ acceptance by General
Mills and General Foods of Kellogg's
control of retail shelves. As a result,
Kellogg, General Mills and General
Foods products “were placed in the
most desirable shelf locations™ the
staff argued.

In Minneapalis, E. Robert Kinney,
General Mills chairman and chief ex-
ecutive  officer, called the FTC
charges “false and irresponsible.” Con-
sumers were paying only four cents a
bowl for ready-to-eat cereals when
the case was filed in 1972, Mr, Kinney
said.

Mr. Kinney said he was “confident
the courts will sustain the position of
the company,”

In Battle Creek, Mich., Kellogg de-
nied the FTC's allegation concernin
overcharges and added that “wi
hundreds of cost ures coming
fromall :l)ifrectiom. t isn't room for
any sort of overcharge.” The company
contended that “the cereal ludustpr; is
one of the most intensely competitive
industries in America.”

General Mills Ups Dividends

First quurter eamings of General
Mills, Inc. met ex tions and the
second quarter should be by far the
best in history, E. Robert Kinney,
chairman, said at the annual meeting
of stockholders Sept. 22 in Minneapo-
lis.

Mr. Kinney announced that the
board of directors had voted to in-
crease the quarterly dividend from 33
to 37¢ per share, effective with the
dividend payable Nov. 1 to sharehold-
ers of record on Oct. 10. The action
marks the 17th consecutive year of
increase in dividends paid per share.

The new annual dividend rate of
$1.48 compares with the rate of $1.32
paid during the past four quarters.

Net income of General Mills in the
first quarter ended Aug. 24 was $44.2
million, equal to 88¢ per share on the
common stock, up 3% from $42.8 mil-
lion, equal to 85¢ per share, in the
first quarter a year ago. Sales aggre-
gated $1,089 million, up 12% from
$973 million.

Mr. Kinney said the relatively small
rate of planned gain in eamings pri-
marily reflected heavy marketing ex-
penditures to support new product in-
troductions and expansion cfforts, and

the company’s belief that rete er af
consumer caution in the rece siop
climate of the first quarter w uld
tard shipments in certain |i e
concentrate most of the 't
camings gain in the second |uae

Mr. Kinney said results to late
inforce his confidence that the sec
quarter will be “excellent” as
expenditures and seasonal uptun
take effect. Cumulative first-half
sults, he said, will be strongly
of the previous year.

In reviewing first quarter re
H. Brewster Atwater Jr., presid
said most consuiner food lines
tinued with strong market share pe
formance, Profit gains in establis
food categories, he added, were ol
by a substantial increase in first qu
ter marketing costs associuted with
number of newer initiatives i
new cereal proucts and frozen food

F.1.C. Defines Natural”
For Food Ads

New restrictions on use of the wod
“natural” in food advertising, incud
ing that for bread and flour produds
have been tentatively adopted b
Federal Trade Commission as part o
its food advertising rules expected b
be completed early next year.

According to the new udw:'s
standard, a food may be adverti
as “natural” if it comftains no s: nthetic
or artificial ingredients and if 1 food
meets F.T.C.s S‘ll&‘:ﬂl on “mink
mally processed” f

F.T.C. defined minimal pr essinf
as that which can be done in t' * hyp
cal hcme kitchen, such as was ngo
[:eellng fruits or vegetables, akiof Bt i

read, grinding nuts and « uninf B e

Al this is in addition 10 our &0

brffo | sold-sale Flexiron nel weighers.those
oy oo 3 #he bag ' bos Holols Wonderful Wizards of Oz. And our equally
If the product contains ing lieod 5 W“W G =L ‘amonﬁsdﬂ-st::esmlsam
not meeting the “minimally pro sssed’ the | ihmmbr T i "Fl?dnd"oulivhy
clause, it still could be advert ed 3 JEEQUIDD b f T T

Triangle is big in

read&qealggtpa!
ing. Bigin

ofhr InGUSIrES, too

natural if the processed ingred -t &
type of processing were di: losd
This, F.T.C. indicated, would 1 «clo
foods containing refined flour, ofined
sugar or hydrogenated vegetal le ol
As an example, F.T.C. said . food
could be advertised as “Natur.l bet
contains bleachid four.”
Regulation of natural uln-t‘ilﬁ
claims is part of an F.T.C. pr¢
first in 1974 which also v iy
late claims involving energy
ries, fat and cholesterol contert
and health-related claims.



ith all the talk about what we're

not supposed to be eating you
may be relieved to know re's
something you can eat more of —
pasta.

You don't believe it, do you.

You're probably one who's sub-
scribed to the low or no carbohydrate
quick-weight loss philosophy for so
long that the thought of anything
:tnn:hy instantly makes you feel puf-

y-

The quick-weightloss diet promo-
ters hlll-d to explain the metabolic
havoc these dictary regimes cause
from their lack of carbohydrates and
that the nutrient it in greatest
abundance in the feods they allow is
fat.

Well, fatty foods are “out.” Our ex-
cessive fat intake is closely associated
with our high incidence of heart di-
sease and certain cancers.

Complex carbohydrate (starch) has
retuned to favor, It's “in” because
it’s the body preferred energy source,
ounce for ounce it contains less than
half the calories of fat, eaten in the
form of whole grains and vegetables
it's accompanied by lots of fiber, it's
less expensive, and perhaps most im-
portant, it tastes good.

Considering that starchy foods have
benefits both for the health of your
body and your budget, perhaps your
beliefs need to be revised. Maybe
starch really is OK to eat.

Besides, millions of Italians can't
be wrong.

You may be interested to know that
the rate of obesity in Italian men aged
40-59 years is less than half that of
American men the same age. (Did you
know you can cat four cups of cook-
ed pasta and still not have consumed
as many calories as eating an eight-
ounce steak?)

Starting to waver a little?

Your next question may be “What's

18

Macaroni, egg noodles, and spa-
ghetti are the most widely used pastas
in the United States. But saying pasta
is macaroni, egg noodles, and slllng-
hetti is like saying flowers are tulips,
daisies, and petunias. Obviously, there
are many more kinds.
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HAVE YOU EATEN PASTA LATELY?
by Jane M. Abbott, Registered Diefician,
in the Portland Oregonian Sunday Magazine Supplement

Ravioli, fettuccine, cannelloni, ma-
nicotti, lasagne and vermicelli are pas-
tas that may be familiar to some.

But a would need to be
pretty well immersed in Italian cuisine
to be acquainted with the more than
100 variations on pasta that exist.

Adding even more variety in the
United States are made with
whole wheat, buckwheat, and soy
flours instead of the semolina tradi-
tionally used. Some are made with
semolina flour and have vegetables
like spinach mixed in.

These pastas can be found in food
co-ops, health food stores and nutri-
tion centers. Use them in any pasta
recipe. They provide a nutty taste, a
firmer texture and more nutrients, in-
cluding fiber,

It's really too bad that in our ob-
session not to eat anything fattening
we've shunned this whole world of
foods that offers amazing variety and
taste treats.

We can remedy that. We can have
our pasta and be calorie conscious
too.

Remember these basic rules. First,
any food caten in =xcess will be fat-
tening, therefore portion size is impor-
tant. Second, decreasing fat in recipes
will eliminate more calories than any-
thing ¢lse you can do.

Instead of eating pasta smothered
with rich meat or cream sauce or add-
ing lots of meat and cheese and bak-
ing it as a casserole, we can learn from
the pasta inventors themselves.

Italians don't eat pasta smothered
or camouflaged (except in TV com-
mercials and magazine ads for sauce).
They eat it seasoned or sauced or
corubined lightly and enjoy it just for
being pasta.

Try these recipes and see if you
aE:'o that pasta can have a special
place in your repertoire of delicious
dishes.

SPAGHETTI WITH CLAM SAUCE
Serves 6, 400 calories per serving

1% tablespoon olive oil
1 large or 2 small cloves
garlic, crushed or minced
2 cups bottled clam juice

2 cans (cach 8 ounces) min ed
clams

Y teaspoon pepper

V4 cup dry white wine

1 pound spaghetti (try thin
spaghetti or little sea shells)

2 tablespoons soft butter or

arine
2 tablespoon finely chopped

Flanley( errably
at-leafed Italian type)

Heat oil in large saucepan, s
arlic until it's browned. Discard
ic. Remove oil from heat for
minutes.

To slightly cooled oil, add bo
clam juice as well as juice dnis
from minced clams. Add pepper
wine. Return to heat and simmer ws
volume is reduced to half.

In a large kettle or pot, bring
quarts of water and 1 teaspoon st
boiling. Drop in the spaghetti or b
shells and stir at first to avoid stid
ing. Boil gently for 7 to 12 minu
stiring occasionally. Pasta is &
when it is soft but al dente — w
ing, slightly resistent to the bite.

Drain pasta into a large clande
lifting with a fork to be sure it's the
oughly drained. Immediately ‘rans
to a large, heated serving bowl
toss with butter or margarine

Stir the minced clams 'I':slu he b
sauce just long enough to heat 'woe?
- lonil:"r tooilng n%nh-s then tougd
Pour the dlams and sauce ove; the}
pasta, sprinkle with parsley . W
until well mixed. Serve imm liat

Accompany this dish with . e
table salad. Have available o
rolls for those who need nor Bl
up. Serve fruit and a small pc tios

for dessert.

SPINACH LASAGNA

Serves 4-8, 720-480 calories per «n?

3 cups tomato sauce (recipe bebe
% nd whole wheat-soy

gna noodles (or regular

gna )
1 bunch spinach (or 1 10-oune
frozen package)
8 ounce mozarella or swiss
cheese, grated
Y4 cup parmesan cheese

For its outstanding contribution
to the macaroni industry
through achievement of a
widespread reputation

for quality pasta among

its many patrons

in the Philadelphia Area . . .

RISTORANTE IL GALLO NERO

is hereby recognized by

Seaboard Allied Milling Corporation
and presented the “Che Pasta” Award,
symbolic of excellence in

Italian cooking . . .

la buonacucina italiana e famosa.

December 1,1980
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My | cu cottage cheese or % cup  SPAGHETTI WITH VEGETABLE-
¥ fio a softened with ¥ cup TOMATO Eavee o r Nestle Test Markets
il _ . “New Covkery” Line j
: : Serves 6, 460 calorics per serving . ;
Cook 1sagna noodles in 6 quarts 3 ; The Nestle Company, White Plains, i
) gerw b 1 teaspoon added salt un- .I :‘;_[:ummdm sauce (recipe above)  has introduced in test market a line ¢
e 1soft | it al dente. Stir occasionally nce can garbanzo, kidney, of food produds, including pasta, in {
el r“ it sticking. Drain. o "l“h" ':‘I‘""“ (you may want to  which fats, sugars or starches have g
b, O Wash ..nd dry spinach. Chop into . m‘-‘u;" “}’g the beans) been reduced by a average of 30% 3
size vieces. If using frozen spin- ot h:{“ﬂ tti (for a variation when  compared  to conventional £
’ b cook just long enough to thaw, ;’0““ e wheat and soy spag-  bramds. The “New Cookery™ fine of
3o ¥ drain thoroughly. etti) 30 products is being tested in Erie
oy pE : Wt X Pt 24 cup of sauce in bottom of ® Parmesan cheese Pa., Fort Wayne, lad., amd Fﬂ'!ll(l‘. :
i by-8-inch Cover with one third Add beans to tomato sauce and Calil, for a one-year period. i
pooilles, rud one third of spin- heat through. The products, Nestle said, are de- "
over les, then % cup cottage Cook spaghetti in 6 quarts boiling  signed to serve as complete replace- ;
. one fourth of grated cheese, Water with 1 teaspoon salt until soft  ments for comparable items in .} fam-
d1 ulw of parmesan cheese,  but al dente. Stir occasionally to keep  ilys’ regular dinner.
this layer twice. Spread the from sticking. Drain in a colander, lift-  The line includes “spaghetti-shaped
:ﬂlcup of sauce on top and sprin-  ing with a fork to be sure it's thor-  enriched pasta™ and "muu!lr-shn}ml 3
o ;:tr:llnlng ‘:hﬂ'!(' . i uuﬁieﬂty dl'lh'ﬂl-'k enriched pasta™ as well as soups, meat i
it 350-degree oven unt um to cooking pot or put into  entrees, gravies and sauces, puddings,
y, about 35 minutes. Let stand  heated serving bowl. Toss with 3 salad dressings and condime
) minutes before serving. cup of tomato sauce. nedd fruits irl?:'- nmltpT::-l:::-'LtI:;nm:. :
TOMATO SAUCE erve i'“m'-‘d'hlfl}'- Top cach serv- 4 hot cocoa mix and a mashed pulah; 1
ing with an additional ¥ cup of sauce. i
| meduim onion, chopped Sprinkle with cheese, % B 3
13: guilen“ th(lf using 1 pound hamburger in d,‘:"g:r::‘lr‘h:ﬁl:'::dﬁdt G -
! is recipe instead e of
i m vegetables like ol Il:" rng ‘:l::l“;;:)"""“v duce fat content, plus addition of ﬁ
» green pepper, carrot, or  Salt and fat content have been re- et meuied 1s the ?mdud: o
... use your imagination Biced fn ol these reckics meeting federal standards of identity
:h’_ leaf = ki et '[I“;: macaroni and noodle produds.
teaspoon oregano e is required uwe of  descriptive
:, teaspoon thyme Reames Mv.ﬂhing names, the spokesman mplaiunl!
1::;1,00" basil The first magazine a‘d for Reames  Special nutritional labeling is fea-
2 tablspoons fresh parsley, Frozen Egg Noodles, Clive, lowa ap- tured on the label, where Nestle has
0 peared in Midwest regional editions listed side-by-side nutrient values for
3 cups tomatoes, fresh or of November 18 Family Circle and oth the New Cookery item and the
caned Woman's Day. average for leading competitive na-
l: :ua = can tomato paste The full-page, four-color ads fea- tional bramnds. g
ey m salt ture serving suggestions and recipes, ——
Saute mion garlic in oil until :;h::znc:)mump‘;zl:"i::.'hfugz;;::d%:r]“ﬂ::’ r'lvﬂ i o A g |
b " 1 lircle 11 7 W an' Y
mis oft and translucent. Discard  venience of the product is summoned (;:::.i::::l“‘, |'|L‘ ,:,‘:;:,l:”; D;?]' 11“;
i t ed with spo
M\ peiaRice: Vo lodk, wegem, ;En'i: (l)l:ll' I_u-ad ine, “Save Hours — radio announcing the magazine a]ds.
I sl sy, e well o e rs. . ~__ couponing in newspapers throughout
i fon toes, toinato paste, salt and itional ads will appear in Mid-  the region, and point-of-sale materials,
» A ' X o
iRy Smm  for about 30 minutes. i
A fresto s o Vb |
4 A (formerly Supermarketing M tlx:l_-.mr :
_ Aves able salad or lightly cooked Y Stpermerketing Howese)
“ R tetab' « are great with the lasagna \ﬂmuu 1
: & the 1 - atless spnglwlti (recipe be- Year Spaghettt Macaroal Noodles Comumption -
4 4 SO L S¢ ve additional bread for the 1970 $195,740 $157.030 $126.760 $479.530 :
v ’ k2 hungry folks. Fresh fruit ends 1971 $197.930 $139.150 $127.800 $484,980 :
weals aicely, 19M2 $216,340 $172.630 $137.510 $526,480 y
i ~ ‘ 1973 $256,150 $214.410 $174.230 $644,790 3
& ; _ ol 1974 $284,840 $212.850 $189.390 $707,080 E
| 2 lers for January 1975 $108,770 $249,620 $199.430 $747.820 g
Canned Tomatoes 135 1976 $331.620 $265.850 $198.710 $796.180 1
Tomato Sauce 124 i 8145550 527409 $202.290 $821.930
omat 70,08 $291,360 $221.310 $882.7
o Paste 121 1979 $395,250 $312,630 $233,040 40920 :




Automatic Extrusion Press

Preliminary Dryer

Braibanticorporation

40 EAST 42ND STREET-SUITE 2040 . NEW YORK M. Y. 10017

PHONE (2012) 682.4407-402.64408 , TELEX 12-6797 DRANY

o
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bras cally reduces the time required in the production cycle.

High -r drying temperatures reduce plate counts to well below industry standards while
enhe 1¢cing product flavor and quality.

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

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

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

kaibanti 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 lor Cocking Qualitics
Slathed. Eosier Cleaning Improved.
Lock Tight to Stickinass Eliminated

Conserve Enejy.

Product Cooling Section Storage Silo

Braibanti

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

BER, 1980
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SAVE OVER$1MIDN IN TEN Y

WITH EACH MICROWAVE
DRYER

B Up to 4 times the production in
the same feet of floor space (4 bar-
gain 1n itsell with construction
costs in the $40 sq /1t range!

M Free production 542% with a
5-day week

M Save energy Tesls prove over
50% total energy savings com-
pared 1o some competitive dryers

# Sanutation savings Mimmum
$100 each clean'ng Most easily
sanitized dryer hose it down or
steam clean it

M Save on installaton Fabnicated
and assembled at our plant Up 1o
5.000 man-hours savings

® Other factors of increased flex-

bility less waste from spillage
~ ye axact moisture control

A BETTER PRODUCT

Finally we have the capability
we've been trying to achieve for
hundreds ol 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 agamn
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

Microdry actually prog:
ter product than does ¢
processing The super
the cooking strength
when ready to eat an
enhancement and muc¢
when presented in the
We will be pleased 10 s
ples of product made o’
press same die samera
but dried 1n conven!
Microdry units You will s
the color difference
taste the bite differer
measure for yourself :
sluft off each produc!

W Kills all weevils—eg
and adults

B Kilis all salmonella
Coli and Coliforms G

duces total microbial coun
B Makes a product & °

color

i MacaroNt JouRse
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Jachk
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‘s drying operation from
1on hine comparisons by Iwo
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WHAT USERS SAY:

H Lowest downtiime We keep an

accurate record of all downtime

and express it as a percentage of

time down to time scheduled

g}hcvodry leads the hist at less than
o

]
Plant Manager of a leading mid-
wesl operation

m All future equipment will be
Microdry

Technical direcior of a large pasla
plant

W | guessthe greatestcomphment
| can pay to Microdry 1s that if we
were going 10 install another Short
Cut line in our Operation 1 would
definitely be a Microdry Micro-
wave Dryer

Executive Vice Presigen!. pasta
manrulacturer

EARS!

uiniS 1id THESE LBS HR
CAPACITIES 1500 2500 AND
4 000 ARE OPERATING TODAY
OR ARE ON ORDER FOR

® GOLDEN GRAIN PLANTS

7 units

Chicago. Seattle. San Leandro
m DAMICO 1 unit

Chicago

m CATELL! 1 unit

Montreal

m GOOCH 2 unuts
Lincoin Nebraska

mMOB 1unt
Fort Worth. Texas

W LIPTON 2 units

Toronto. Canada

B GILSTER MARY LEE 3 units
Chester. Ilhnois

W WESTERN GLOBE 2 units
Los Angeles

® PILLSBURY CO American
Beauty Division: 2 units
Kansas Cily. Kansas

B SKINNER 1 unit

Omaha. Nebraska

B Diewasher hy Microdry. More

compac! 2.000 p s+ water nozzle

pressures

MICRODRY Cotp World leader
n indusinal microwave heating

il

MICRODRY

J111 Fostornia Way

San Ramon CA 94583 415/817 9106

kY




Pasta, Puccini and Other
Pure Pleasures

by Marion Gough
in House Beautiful magazine

Once, as a hefty 12-year-old in the
sea breezes of Ostia, 1 dismayed my
maother by downing three consecutive
platters of spaghetti for lunch. They
were doused, 1 recall, with a simple
meat and tomato sauce, with a con-
stant snowfall of grated Parmesan
cheese. Spaghetti in its native habitat
was sheer delirium to me in those days
when a drive through rural Italy
tooled past acres of the stuff, festoon-
ed on racks to dry in the sun, fringing
the landscape like pale exotic vines.

Here began a lifelong love affair
with pasta, and little did I know then
that it came in scores of shapes and
sizes, with a hundred playful, provoca-
tive names, (Tortellini is “Venus's Na-
vel™ if you can stand it.) A dedicated
pasta buff can research the subject in
entertaining depth with a trip to Pon-
tedassio and its Museo Storico degli
Spaghetti.

The museum is dedicated to the his-
to:y of the Italian national dish. As
good luck would have it, this is handi-
ly near Imperia and San Remo, those
flowery, sun-basking resort towns on
the Ligurian Riviera.

Fettucine »! AYredo

Eventually, in Vv Jo's restaurant
in Rome, 1 made ¢ - quaintance of
Fettucine al Alfred., t angelic
“little ribbons” bathed in butter, cream
and cheese, with the maestro himself
officiating at the bath, But, besides
being my first taste of this rapturously
rich dish, this was my first encounter
with that characteristic Italianate de-
sire to make a guest happy, which 1
think has much to do with the yen
most guests feel to retum to this coun-
try as soon as ble. 1 ate the pasta
with the hml::: ilguldcn I'url:pfnd
spoon that the great Mary Pickford
had used (said Alfredo). 1 didn't be-
lieve him for a minute, because there
was a decided glimmer of gold com-
ing frcm other tables, too. But what
a nice man he was, making us feel so
important, so flattering to my mother,
so attentive to her rotund daughter.
Who could quibble at a small, harm-
less deception that was only designed
to please? And in this country, certain-
ly so far as tourists go, they do aim to
please. You may be taken in, as you
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can be anywhere in the world, but
the takers — in have such meltin
brown eyes, such disarming charm a
such winning ways that it's all part
of the fun,

Popular Tuna

anned tuna’s popularity with ar
important segment of the nation’s
food communicators has been reaffirm-
ed by results of an in-depth survey
conducted by the Tuna Research
Foundation at the American Home
Economics Association Convention
here.

More than 60 per cent of the respon-
dents reported using canned tuna at
least once a week in their homes and
almost the same number said they also
include the product during the course
of their classroom demonstrations.

“Convenience” was given as the key
reason for including tuna on the fam-
ily bill of fare and “taste™ was also
listed as a major factor affecting the
food buying decision of the home
economists. Almost 50 per cent of
those surveyed included “diet” and
“nutrition” as reasons for their canned
tuna consumption and quite a few
voluntarily commented that, despite
the inflationary times, canned tuna
wis economical,

In all, almost 600 members of the
association or approximately 25 per
cent of the total convention registra-
tion took part in the three-day survey
after taste testing two tuna recipes
at the tradvional Tuna Research
Foundation booth in the huge Con-
vention Hall.

A total of 59 per cent of the survey
participants recorded a preference for
cold tuna but a whopping 67 per cent
cited the tuna casserrole (such as tuna
and noodles) as their favorite hot tuna
repast while creamed tuna dishes and
hot sandwiches were in a dead heat
for second place honors, each achiev-
ing a recognition factor of 24 per cent.

i':I'uua.-vl'geuhh: salads (09[;) and
that protein-crammed standby, the
tuna salad sandwich (84%), won the
top spots among cold dishes used.
Tuna with pasta cold dishes gamered
11%,

Turkey Encore
{Continued from poge 3)
(Makes 4 to 6 servings)

2 cups elbow macaroni (8 ounces)

1 tablespoon salt

3 quarts boiling water

2 cups diced cooked turke

1 can (1 pound) peas, drain

1 can (10% ounces) condi .od
cream of celery soup, u. lik

1 cup milk

1 can or jar (4 ounces) pin o,
drained and

1 teaspoon salt

Y4 teaspoon

Y4 cup melted butter or mur

Ya cup fine dry bread crumhs

Gradually add macaroni and 1
blespoon salt to rapidly boiling w
so that water continues to boil. C
uncovered, stirring occasionally,
til tender. Drain in colander.

Combine macaroni, turkey,
su:r. milk, pimientos, 1 teaspoon
and pepper. Tumn into 3-quart cas
role. Combine butter and
crumbs; sprinkle over casserole.
uncovered ‘n 375° oven 20 minates

Quick Skillet Supper

Creamettes, Veg-all and |
have come up with a “hot and hearty
supper idea.

Following a successful su
salad tie-in promotion that incl
full-page, four-color ads in five we
en’s magazines, the trio is now serving
up a "Quick Skillet Supper™ in
same media.

November 18 Family Circle, phs
October and November Read . r's Dy
gest, Parents, McCall's Vorki
Mother, and Good Housekeep g, wi
feature the cool-weather recipe n
color ads, The recipe was feat red o
Creamettes Macaroni packag: alos
with 10¢ store coupons for ‘egal
Mixed Vegetables.

Point-of-sale materials wer avih
able through Veg-all, Durk - and
Creamettes sales representatir s.

Veg-all is the leading bi od o
canned mixed vegetables, and  rear
ettes Macaroni is the most wic Iy d
tributed pasta in the /.S, and t anads
Durkee offers the only cann 4
french fried onion product in t' e ma*
ket with a 95% ACV nationali .

Best Sellers for January

SAMI Categories with High S
sonal Sales (100 equals year's avent?

Pasta 117
Dried Rice 117
Instant Potatoes 117

THE Macaront Jourssd

Cou—
"ALPH RIGATONI SAYS:

" o with the CS| TOTAL PRO-
RAM and watch those costs

acreasell!

" Sl has proven techniqui?gfor
ipplying flexible packaging at
lowest total cost.

e

How much extra are
without

Yol paying
the CSI TOTAL PROGRAM?

Call and find out.

COOLEY SALES, INC.

(913) 362-6120

SUITE 112 6025 MARTWAY
SHAWNEE MISSION, KS. 66202

BER, 1980

B e R
o

=

SALVATORE Di CECCO

Exclusive Sales Representetive for:

RICCIARELLI FIRM:
Automatic Packaging Machinery in
cartons or cellophane bags for:
Long ond short goods macaroni

Cereals, rice, dried vegetables,
coffee, cocoa, nuts, dried fruits,
spices, etc.

BASSANO FIRM:

Complete pasta lines equipment

Rolinox patented processing equipment

Address:

RR. 1
Richmond Hill, Ontario LAC 4X7
Conade

Phone:
(418) 773-4033
Telex No. 06-986963

WINSTON

LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing in

all matters involving the examination, production

and labeling of Macaroni, Noodle and Egg Products.

1—Vitcmins and Minerals Enrichment Assays.

2—&| Solids and Color Score in kggs and
oodles.

3—Semolina ond Flour Analysis.

4—Micro-analysis for extranesous matter.

S—Sanitary Plant Surveys.

6—Pesticides Analysis.

T—Bacteriological Tests for Solmonella, etc.

8—Nutritional Analysis.

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

Ridgefield Park, NJ 07660
(201) 440-0022
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N.M.M.A. Winter Meeting
he Winter Meeting of the Na-
tional Macaroni  Manufacturers
Association will be held February 48,
1981 at Boca Raton Hotel & Club,
Hoca Raton, Florida 33432,
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Program Highlights: Brtarihiay, Pilinisy

Wednesday, Fehruary 4
3 p.m. Board of Directors Meet
6:30 pan. Welcome Reception
7:30 pm. Dinner Meeting with
Presidential Address
Thursday, February 5
9 am. Pastaville US.A. Presentation
12 Noon Product Promotion
Committee Mecting
2 pan. Tennis Mixer (mixed doubles)
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6:30 p.m. Su ll}plu-n Social
7:30 pan. Italian Dinner 9 a.m. Long Range Planning »
Friday, February 6 Committees and special ink
9 a.m. Strategic Long Range Planning groups
Dr. Stevan R, Holmberg will re-  Afternoon at leisurs - golf, onn*
port on Membership Need Sur- swimming
vey and Industry Outlook for the  6:30 p.m. Suppliers’ Social
next Five Years. 7:30 p.m. Banquet
Afternoon at leisure — golf, tennis, Sunday, February §
swimming. 9 a.m. Board of Directors Moet
6:30 p.m. Suppliers' Social Check-out Day
7:30 p.mfl. Dinner on your own

Tue Macaroni Jou¥
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HOLIDAY GREETINGS

and

BEST WISHES
TO ALL OUR FRIENDS

in the
MACARONI INDUSTRY

for a

HAPPY AND PROSPEROUS
NEW YEAR

n

1981

Che: 5 C, Rossotti, President Jack E. Rossotti, Vice President
George Leroy, Vice President and Mcrketing Director

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

158 Linwood Plaza — Svite 220
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898
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