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Durum Forum

The third Intemational Durum For-
um held in Minot, North Dakota in
mid-November altracted good atten-
dance including a number of macaroni
representatives as well as a stron
contingent from the durum mills, Hel
later lﬁan a year ago to accommodate
the sunflower seed harvest, the plan-
ners were thwarted by much or the
crop of sunflowers being caught in
early snows.

Durum samples indicated the 1979
crop to be of good quality. Show Presi-
dent and County Agent Ben Hoag did

an excellent job in bringing in sam. -

ples, planning the }"D rram and pro-
viding comfortable facilities.

Pasta Outlook Optimistic

NMMA President Paul A, Vermylen
reported macaroni had had a 30 per
cent gain in five years from 1972-1979
and is running 6 percent ahead of a
year ago according to Emst & Whin-
ney. He observed that some consumers
think Italian pasta is superior to U.S.
products, but better gluten in new va-
rieties such as Edmore and Vic will
be a tremendous improvement and
should incrense consumption. He said
he was extremely optimistic about the
outlook for the future which ranges
from good to fantastic.

At the evening dinner he presented
the Sweepstakes Award from the Asso-
ciation to Bradley Aho, Mohall, North
Dakota, for his entry of Ward. Ward
variety also won the commercial class
produced by Victor Boden of Wolf
Point, Montana.

NMMA Executive Secretary Bob
Green observed the emphasis on ex-
ports and said the domestic industry,
although it may be Number 2, has to
try h. der. (Joe Halow of the North
American Grain Export Association
says the proportion is 70-50 exports
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versus domestic usage). Green noted
that the durum mill grind was up 13
percent for the first seven month: of
1979 and the August millgrind was the
largest of record. He also noted that
recent price increases would increase
competition with other carbohydrate
foods, He presented a check for $5,000
to Dr, Kenneth A. Gilles, vice presi-
dent for agriculture, North Dakota
State University, for a continuing fel-
lowship in the Central Chemistry and
Technology Department,
Export Experts

Joe Halow observed that the U.S.
and Canada are presently the sole ex-

rters for worlr.r wheat, and demand

us been good. Canada has been un-
able to ship the quantities needed
which has increased our market share.
The Soviets will take 25 million tons
of grain from the U.S. which amounts
to one-third of our wheat crop and
one-quarter of our com crop.

Mike Hall of Great Plains Wheat
reported that Sam Kuhl of North Da-
kota Mill, Vance Goodfellow of the
Crop Quality Council, and Neil Fisher
of the North Dakota Wheat Commis-
slon were in Europe on a trade mis-
slon, Food grain needs will continue
to grow around the world—popula-
tion Is presently 4 billion and will be
up by 60 percent to 8.5 billion by the
year 2000, The U.S. will have sharper
competition from Canada and Austra-
lia for export business.

Dick Bell, Vice President of Rice-
land Foods and former Deputy Sec-
retary of Agriculture, also underlined
the world potential for grain demand.
He attributed the growth of export
business In the 60's and 70's to agri-
cultural productivity and “because
your leaders made it happen.” The
markets of USSR and China were op-
ened. Clouds on the horizon include
transportation and over-regulation of
all types of business,

USDA Under Secretary

Billy Ray Gowdy, Deputy Under
Secretary of Agriculture, Washington,
sald U8, agriculture can be produc-
tive, but it is going to cost mor: tu
l:roducc rrain, The recent price out-
ook conference looks for rising in-
comes and improving diets with farm
income up because of record erops
and strong foreign demand. There will
be no set-aside orders next year, The
loan rate is being increased, and 1980
is being viewed with cautious optim-
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President ‘hui- Vermylen
chocks durum samples,

ism, because the market has grow
but costs are going up.

Ivan McMillan, past president «
the Palliser Wheat Growers Assod
tion, Canada, observed that the US
had made greater strides in the 6}
and 70's than had the Canadians Ik
cause of the growers' ability to mal
independent judgments, While ot
countries have transportation prol
lems, Canada had theirs first,

Skinner Tests Edmore

Mickey Skinner reported that 20
000 pounds of semolina had heen mill
ed from the new durum varicty E
more with high gluten, North Dakol
Mill reported good milling characte
istics, and Skinmer Macaroni foun
the product processing well vith ve
little breakage in the drying proces
Lasagna also withstood th: cuttin
process satisfactorily, The toughdg
gluten makes for better cook ¢ tolt
ance and should help inerc e oo
sumption. A sample was senn latl
evening dinner, and sample will 1
brought to the Winter Meeti ¢ of !
NMMA.

Orville Banasik reported tl
cent of the 1979 crop grad:
Hord Amber Durum, The «
not quite so good as a year
ruled] excellent despite o smal
of sprout damage.

Di. Leonard Joppa, plant etk
observed that all new varicies W
have high pluten content n additi
to the usuuﬁ requisites of govl yiel
good color, rot resistance, rust res
tance,

Wheat Commission Comments
Mel Maier of the North Dako
Wheat Commission sald wheat yie!
were slightly lower in 1970 agil
1978. Sunflower yields with 100 &
(Conlinued on page 10)
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There's no shortage . . . just call us now.

D. MALDARI & SONS, INC.

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

fica’s Largest Macaroni Die Makers Since 1903 - With Management Continuously Retained In Same Family
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Fred J. Young

A chartered financial analyst, Fred
J. Young graduated from Maryville
College, Maryville, Tennessee, and
served as an officer in the United
States Navy throughout World War
IL. He joined Harris Trust and Savings
Bank's Financial and Economic Re-
search Department in 1852, was elec-
ted assistant cashier in 1960, assistant
vice president in 1965, and vice presi-
duent in 1968,

. Young was recently Adminls-
trator, liuvestment Advisory Services
Division of the Trust Department of
the Harris Bank. This division pro-
vides the Harris' Institutional Invest-
ment Service to more than 500 pro-
fessional money managers throughout
the United States and several foreign
countries. He writes extensively on in-
vestments and personal financial man-
agement and has written a book, How
to Get Rich and Stay Rich, that was
published in May, 1979, by Frederick
Fell Publishers, Inc., 388 Park Avenue
South, New York, New York 10018,
He retired as a millionaire on January
L.

John Crawford Hicks began his
marketing career after graduating
from the University of Georgia, He
joined Frymaster Corporation in 1972
as National Sales Manager with many
years experience in both sales and
management. Since that time the com-
pany sales have increased 400% and
present plans call for doubling these
sales in four more years. An inherent
sales ability and extensive knowledge
of the fast food industry are the win-
ning combination for his success,

WINTER MEETING
Key Biscayne Hotel and Villas
701 Ocean Drive
Key Biscayne, Miami, Florida 33149

SUNDAY, JANUARY 27

1:00 p.m. Registration Desk opens

2:00 p.m. Board of Directors Meeting—Key Cove Room
7:00 p.m. Welcoming Reception—Poolside

8:00 p.m. Dinner on your own—Cape Florida Room

MONDAY, JANUARY 28

9:00 a.m, General Assembly in Washington Room
Greetings from President Paul A. Vermylen

Coinmittes Meetings
Standards—Jefferson Room
National Affairs—Santa Maria
Durum Relations—Key Cove

Film Festival—Washington Room
25 Years of Change

Perseverance—Importance of identifying a goal,
trying to achieve that goal, its rewards

Behind Closed Doors—Why Certain Executives
Are Plagued with Stress and Tension

Coffee Break

Game Plan for Success
The Competitors—Importance of
Intermediate and Long Range Goals

Grand Slam Selling—Jack Nicklaus brings into focu the
factors which professional golf and selling have in om

Committee Meetings

Membership— -Santa Marla
Trade Relations—Key Cave

Canadian Pasta Manufacturers
Assoclation—Jefferson

1200 noon NMI Committee Luncheon
7:00 p.m. Cocktails—South President
8:00 p.m. lItalian Dinner—North President

9:15 a.m.

21:5 a.m,

10:15 a.m,

11:00 a.m,

11:00 a.m.

TUESDAY, JANUARY 29

9:.00 a.m. General Assembly—Washington Room
Standards Committee Report

9:30 a.m. National Affairs'Committee Report
9:50 a.m. Durum Relations Committee Report
10:10 a.m. Product Promotion Committee Report
1030 a.m. Trade Relations Committee Report

10:40 a.m. Membership Committee Report
10:50 a.m. Secretary-Treasurer's Report
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Ken Murphy

11:10 a.m.

Fred J. Young,

1:00 p.m. Tennis Mixer
7.00 p.m. Reception at Poolside
8:00 p.m. Dinner on your own

EDNESDAY, JANUARY 30

Phyllis Larsen

"How to Get Ricn and Stay Rich"—

wrofessional money manager and investment
counselor, Harris Trust

just turned miilionaire

& Savings Bank, Chicago—

9.00 a.m. General Assembly—Washington Room
Product Promotion report b
Elinor Ehrman, Burston-Marsteller

930 ar. Spaghetti Magic Ma

Manager, The Frymaster Corporation, Shreveport, Louisiana
Panel Discussion on how to present the new Foodservice

0.00 o.m.
Muonual and how the

chine by Crawford Hicks, Sales,

Pasta Industry can capitalize on

Opportunities in the Foodservice Field

Ken
Phyllis

Murphy, Food Service Division, Catelli, Ltd.
Larsen, Institutional Sales, Golden Grain Macaroni

0 Gus Capollupo, Food Service Division, Cen Giorgio

m,

What the Customer Thinks

Mary Duffy, Interstate United, Chicago

Joseph M. Sclortino,

Plantation-Sysco, Miami

David Steadman, Ideas for Restaurant Profits, New York

200
1.00
8.00

on  Luncheon Briefing for

URS AY, JANUARY 31

European Trip Participants

m. Cocktails—South President Room
m. Dinner Dance—North President Room

m. Board of Directors Meeting—Key Cove Room

—

Mary Duffy, born and raised in
W York; worked Jor Restaurant
“cal s, New York City, and six
U3 with Interstate United Corpor-
| in Chicago—past three years ns

eting and Merchandising Manu-
tr. Alliliations: New York Restau-
% Ass'n,; National Assoclation of
male Executives,

UARY, 1080
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Joseph M. Sciortine grew up in
White Castle, Louisiana, where both
his father and mother were Mayor, He
worked up through the ranks of Heinz
food service division to become gen-
eral manager in 1973, Joined Sysco in
1876 and became president of the
Florida subsidiary. He lives in Holly-
wood and is father of twa teen-ngers,

J. Ken Murphy, Divisional Manager,
Special - Produets  Division, Catelli
Limited, Montreal, has had extensive
exposure in both marketing and sales,
He has for the past five years heen
pasta marketing manager for Catelli.
His prime responsibility is for food
service pasta sales, both in Canada
and the United States,

Phyllis Larsen, born and raised in
Chicago, is a real Westerner now.
She has taught, sold appliances, dem-
onstrated  for General Foods and
Joined Golden Grain Macaroni Co,
and Ghiradelli Chocolate Co. fourteen
years ago. She has developed the in-
stitutional business as well as promo-
tional materials such as (uantity rec-
ipe cards, macaroni charts, food sery-
fee demonstrations and  conventions
booth designs. She is the author of
The Original Chocolate Gookbook, u
collector’s item.

C. Gus Capollupo has a twenty-five
vear history in sales and marketing of
pasta products. Prior to joiving Sun
Giorgio over twelve years ago he
worked with a noodle” manufacturer
in the New York and New England
area a dozen years, e started os San
Giorgio's P roduct manager for noodles
and spaghetti sauee; was later given
responsibility for industrial, food serv-
fee and nutional accaunts, After intro-
ducing a marketing plan and u sue-
cessful sales record Mr. Capullupo was
appointed Director of Sales and Mar-
keting Food Service Division for hoth
San Glorgio and Delmonico Foods,

David Steadman is editor and pub-
lisher of “1deas for Restaurant Profits”
in New York City. A creative writer
and researcher, he {s primarily respon-
sible for putting the ideas into his
publication,




Durum Forum
(Conlinued from page 4)

at 10¢ a pound would produce $140
an acre against durum with 30 bushels
at $4.50 producing $135, but the sun-
flower harvest is late, and the molsture
situation will affect it next year. Trans-
portation problems highlighted by the
Duluth strike cut the amount of export
business to be done this year, Per-
centage of movement by rail declined
while truck movement went up. As an
aside, many of the trucks are not re-
ported in the Minneapolis-Duluth re-
ceipts as they are contracted on a to-
arrive basis,

Wentzel Honored

Ray Wentzel of the North Dakota
Mill, formerly with Doughboy and
Crookston Milling, was presented a

laque for service to the industry, Ray
Eu.s ad a long career in the industry
as a master miller, crack salesman, and
U.S. representative to foreign buyers.

Durum Stocks

According to the Crop Report
Board, U.S. durum wheat stocks as of
October 1, 1979 totaled 154,000,000
bushels, 8 per cent greater than last
year, Farm holdings accounted for
about 120,000,000 and off-farm con-
tained 84,800,000 bushels. On the
same date last year farm holdings to-
taled 120,000,000 and off-farm 30,000-
000 bushels, Disappearance of durum
wheat during the June-September per-
jod this year amounted to 36,100,000
bushels—last year it was 49,800,000,

Exporis

Shipments of U.S. durum wheat the
first quarter of the crop year decreased
in spite of “trong foreign demand. The
Duluth-Superior ports were closed for
two months due to the grain millers
strike. As a result, exports were re-
duced to 14,900,000 bushels or 405.8
metric tons, a decrease of 19,100,000
lushels from last year. Shiploading of
durum was heavy after the ports at
Duluth Superior reopened, ll)l.lt the
sunflower seeds on arrival at the ports
received priority. Algeria took the
bulk of the U. S. durum, iinporting a
total of 4,100,000 bushels. France,
Netherlands, Poland, Tunisia and
Venezuela took another 7,300,000 bu-
shels, Exports of durum out of Du-
luth-Superior since the opening of the
season through October 25, 1979 total-

10

Ray Wentzal

ed 24,600,000 bushels, less than last
year's 49,100,000 bushels,

Zanadian Situation

According to the Canadian statistics
as of September 15, 1879 production
of durum wheat was estimated at 65,-
000,000 bushels, down sharply from
last year's 104,800,000 bushels. The
yield per acre was 23.2 bushels com-
pared with 28,7 last year, Canadian
durum stocks in all positions as of Oc-
tober 1 totaled 1,900,000 metric tons
compared with 2,100,000 for the same
period a year ago. The visible supply
of durum in licensed storage and In
transit on October 17 amounted to
772,000 tons, 563,000 in storage. Cana-
dian exports of durum in the June-Sep-
tember perin! were reduced to 491,-
700 metric tons, Algeria, Italy and Po-

land were the major importers taking
a total of 416,400 metric tons, ‘

Wheat Situation

From the U.S. Department of Ay icultuy

Good weather and soil muistur
conditions boosted the 1979 U.S. whea
crop to a near-record level, The Octo
ber 1 estimate was 2,114 million bush|
els, up 18 percent from last year and
only 28 million short of 1976’ alltim
high, Increased harvested acreage an
a record yield of 34 bushels per acr
were the determinants of the bumpe
harvest, The large crop more than off
set the reduced June 1 stock level and
increased the 1979/80 total whed
supply to over 3 billion bushels, al
just short of a new high.

The large supply has not dampen
ed the early season price strength. I
stead, exceptional export sales, a d
layed harvest, logistical disruptions i
competing exportinf countries, an
prospects for reduced carryow
stocks at yearend have held fa
prices at around $3.80 a bushd
through harvest—about 81 above
year ago, Prices may ease later in th
marketing year if the 1980 wheat s
reage is larger as expected and weath
er is favorable, However, for the year
prices are estimated to average $3.0
$3.90 per bushel, up sharply from th

2,94 in 197€-79,

A short 1979 wheat crop in th
USSR will help push U.S. ovenc
wheat sales to a new high. !espit

(Continued on page 12)

SUPPLY, FROM USDA QUARTERLY DURUM REPORTS.
IN THOUSANDS OF BUSHELS:

Year Produciion Stocks Suj Iy
1970-T1 52,7111 80,724 13 W
1971-72 91,808 58,489 150 94
1972-73 73,037 69,251 142 88
1973-74 82,264 36,870 1y 0
1974-75 81,245 33,000 14 48
1975-76 123,362 26,000 149 62
197677 134,914 53,456 188 70
1977-78 79,764 91,763 i
1978-79 133,328 66,891 200. 19
1979-80 104,052 46,465 190. 17
DISTRIBUTION, IN THOUSANDS OF BUSHELS

Year Mill-Grind Seed Exports Totl
1970-71 31,697 4,061 38,886 150
197172 33,066 3,584 43,804 1.0
1972-73 35,736 4,200 64,961 108,54
1973-74 35,601 5,200 40,878 o
197475 32,007 6,300 46,566

1975-16 33,880 7,000 50,760

1976-77 36,413 4,800 39,643

197778 36,730 5,100 57,794

197879 38,751 6.600 65,878
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Macaroni and noodles of all shapes and
sizes start with quality durum products.
When you start with the best, you wind
up with a prize winner. Today's home-
makers want quality, and that's what you
can give them with the basic, consistent
quality of Durakota No. | Semolina,
Perfecto Durum Granular or Excello Fancy
Durum Patent Flour. Call us today.

Italian
Graffiti

The sign of success.

the durum people

"NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
Phone (701) 772-4841
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Wheat Situation
(Continued from page 10)

domestic transportation and londius’
roblems, wheat shipments totale

over 500 million bushels during June-
September—a level exceeded only dur-
ing 1973/74, Total 1979/80 wheat ex-

rts should reach a record 14 bil-
Hzn bushels—200 million above lnst
season, The key to achieving this in-
croase in exports may lie in avoiding
frequent and lengthy logistical disrup-
tions both here and abroad.

Reduced wheat feeding is expected
to bring a slight decline in domestic
use. Higher wheat prices relative to
competing feed grains should reduce
feed use considerably from last year's
180 million bushels. Food use, off toa
strong start, could exceed the 1976/79
rccorﬁ of 591 million hushels by
around 2 percent.

Durum Situation

The 1979 Durum crop of 104 mil-
lion bushels is about a ffth below
1878's near record outturn. A small re-
duction in harvested acreage and low-
er average yields—cff 6 bushels per
acre from least yem's record—contri-
buted to the decrease. Despite late
planting and harvesting, quality of the
1079 crop turned out about average,
but somewhat below 1978's, Never-
theless, ample quantities of superior
quality wheat will be available.

Although the crop is smaller, carry-
ing stocks were up, thus the 1879/80
Durum supply is only slightly below
last year's record 201 million bushels.
Durum disappearance is expected to
reach another record, cuttting into this
large supply and reducing yearend
carryover stocks.

Strong Exports

Another bright year for U.S. Durum
exports is pegged to an expected re-
t of last season’s strong world de-
mand. World Durum production is
down 16 percent. This means the lead-
ing exporters—United States and Can-
ada—will continue in the position of
supplying most of the world's needs.
However, a 40-percent smaller Cana-
dinn Durum crop will reduce their
available export supply. Despite a
slow start caused by the Duluth-Su-
perior work stoppage, total U.5. 1878/
80 Durum exports should be near last

season’s record 72 million bushels,
Durum market prices were the first
to top $5 por bushel in this year's ov-

12

erall strengthening of wheat price
levels. Delayed harvest of a smaller
crop, improved mill purchases, and
strong export sales have kept Minne-
apolis prices around $5 since last
June. Prospects for increasing over-
seas and domestic demand should
lend price strength for much of the
year. High Durum premiums (near-
ing 81 per bushel over HRS) may
lead to more blendiu;; of hard wheat
flours by pasta manufacturers,

1979 Wheat Crop
Quality Good

Despite late plantings and locally
adverse harvest conditions the 1979
North Dakota spring wheat and dur-
um crop is of iood quality. “Its not the
best crop we have ever produced but
overall our customers will get the typ-
fcal good quality they have come to
expect from North Dakota wheat and
durum,” according to Mel Maier, Ad-
ministrator of the North Dakota
Wheat Commission.

An annual survey of the quality of
North Dakota’s hard red sprilll}g and
durum crop is a cooperative effort of
the Commission, the NDSU Agricul-
tural Experiment Station and Coaper-
ative Extension Service. Results of the
1979 Survey have been compiled and
will be in the hands of overseas and
domestic customers in a short time.

Maier points out that in the case of
spring wheat average protein content,
an important factor for bread baking,
is 14% or about the same as last year.
Flour extraction is also equal to 1978,
physical dough properties are very
satisfactory and baking characteristics
in general are [iood. The falling num-
ber values which correlate with sprout
damage are somewhat lower than the
1978 crop but are not so low as to pre-
sent a serious marketing problem.

The average grade for the durum
crop should be No. 1 Hard Amber
Durum which was equal to last year,
Test weight and vitreous kernel con-
tent were somewhat lower but did not
affect the milling characteristics of
the crop. In fact, semolina extraction
is higher, color is good, and spaghetti
cooking properties should be readily
accepted by the consumer.

“All in all the 1979 North Dakota
wheat and durum crop, although not
quite up to the 1578 standard, can be
considered very satisfactory, Due to
the varinbility and the wide range of

qualities due to vastly differen’ locl
harvest conditions the custome il
need to take a look at each shi men
at is arrives since it may differ it some
individual quality factor from prev.
ious receipts,” Maier noted.

ve e 1979 level, He said agricul-
ral ¢ ports in 1978-80 could reach
$hil on “unless the problems of do-
jc ransportation overwhelm us.”
Mr. halt predicted that the con-
jued trong demand for food in the
of i expected 4.5% drop in glo-
g0 production in 1979-80, the
gest vear-to-year decrease on rec-
snts to increased grain trade
W mulerately higher grain prices in
year ahead. He added that the
jectedd price ndvances would be
huch larger if it were not for the ex-
tence of large world and U.S, stocks
grain, particularly those held in the
§. fanner-owned reserve,
In reference to oilseeds, Mr. Ahalt
id price should ease in the 1976-80
wson. “Though world consumption
ill climb again in 1978-80, it will not
ich the anticipated 13% increase
pollseed and meal production,” he
il. “As o result we expect to sce
pre buildup in stocks and a weaken-
bg of oilseed prices.”

Livestock Mixed

The outlook for U.S. livestock
ices, Mr, Ahalt said, is mixed. He
ted that while world beef produc-
1 has fallen since 1976, production
pork and poultry in the major pro-
ng countries has incerased 20%.
slig,il drop in beef production dur-
1850, with demand remaining
iy strong, should boost U.S. cattle
ices in the latter half of the year,
said,
On the other hand, Mr, Ahalt said
wil's overexpansion in pork and
ultry - roduction, producers of these
ts “ e a difficult period ns the
es tl 1y receive drop below rising

Northern Hemisphere Wheo!
Acreage to li:rease in 1980

Acreage [lanterd to wheat in hath
the United States und Canada for har
vest in 1980 is expected to increee
substantially, According to repors

iven at the USDA's Agricultural Out-
Fook Conference held in Washington,
higher wheat prices and no acreage
set-aside program should result in
wheat acreage in the United States in-
creasing to 77-79 million acres from
the 71 million acres seeded for harvest
in 1670, Seven million acres were i
cluded in the set-aside program (o
1979 and most of this land is expected
to be put back into production fo
1980, In addition, five million acres of
feed grains were also included in the
set-aside program last year and the
too can he in production this year.
Canadian wheat production may ako
increase next year due to higher world
wheat prices, According to a Reuter
report, the Canadian Government b
also urging farmers to increase proy
duction of feed grains next year und
to continue hlghlfcvels of oilseed pnv
duction. Although U.S. acreage may
have increased, the USDA ru‘mt ts tha
wheat stands in the major whe it pr
ducing areas are rated as only fair!

r ﬁue to extreme dryness luring
the early growing season,

Wut n costs,”
w;;lg:::d Demand Thest ower prices will prompt pork
) mu

pou ry producers to cut back pro-
While the slowdown in wor | cofition y the latter half of 1080. Mr.
nomic growth will diminish t ¢ Ri9alt 5o 1, This is one of the factors
of incrense in demand for | od "iFdted n predicting larger increases
1880, gains still are expectec 0 bl ood prices in the latter half
more rapid than during the 7+t ar than in the first half, a re-
period of global economic re sssfon ol price developments this year,
J. Dawson Ahalt said at the ¢ iy or the vear as a whole,” he sald, “jt
of the Department of A{ric» Iture % ap cars that retail food prices
1980 Agricultural Outlook ¢ anferQillave: ywe somewhere between 7%
ence. JEC 119 above the 1078 level”

Mr. Ahalt, chairman of USDA Sk of the espected rise, Mr.
World Food and Agricultural 0'}“ Rt said, can be attributed to in-
and Situation Board, said that in ! marketing costs. “The costs of
US. retail food prices will incred’ggiieting and processing food in
more in the last half of 1080 tha "B® he i “will, as always, be
the fiest half, with the overall incre By influenced by the overall rate
to average between 7% ond 11 tion,”
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Growth in Exports

Thomas R, Saylor, associate admin-
istrator, Foreign Agricultural Service,
told the Outlook Conference that vol-
ume of U.S, agricultural exports will
increase in fiscal 1980 along with dol-
lar value, with shipments of wheat,
feed grains and soybeans to total more
than 130 million tonnes, compared
with 112 million tonnes cleared in fis-
cal 1979,

U.S. agricultural trade surplus, Mr,
Saylor said, could exceed $20 billion
in fiscal 1980,

U.S5.D.A., Mr, Saylor said, expects
most of the export growth to come
from higher prices and increased ton-
nage of grain shipments. Sovhean ex-
port volume, he said, is projected to
rise by about 10% but lower prices
are likely to curtail gains in value, At
least marginal increases in value are
expected in all export categories, he
said,

Sluggish Economy

Noting that a sluggish world econ-
omy, inflation and uncertain energy
and monetary outlooks cloud the ex-
port picture, Mr. Saylor said the bulk
of the export growth is expected to he
in the developing countries, where
economic gains should exceed those
of the developed countries, and in the
Communist countries, where he said
food politics can outweigh economies
in import decisions. Mr, Saylor said
the U.S, transportation system will be
severely tested to move the volume
of cxl)m'ts projected for the year, and
that logistical problems are hamper-
ing export expansion in Canada and
Australin despite ample stocks of
grain,

“Our forecast for 1980," he said, “is
that U.S. grain exports will increase by
15 to 20 million tonnes while those of
other exporting countries will be vir-
tually unchanged. We expect our feed
rrain exports to be up by 10 to 12 mil.
ion tones and wheat by about 6 mil-
lion.”

Seaboard to
Expand Capacity

Seaboard Allied Milling Corp. will
double the capacity of its spring wheat
flour mill in Albany, N.Y., and has
contracted with Buhler-Miag, Inc. of
Minneapolis for the designing, engi-
neering and equipping of the addi-
tion. The project is being implement-

ed in close colluboration with the op-
erating and engineering staff of Sea-
board at the company’s Kansas City
headquarters,

Started in 1070

Seaboard commenced bakery four
production at the Albany mill, the
company’s newest, in June, 1976, with
the start of operations of a durum unit
in August of the same year, The Al-
bany mill was constructed with plans
for expansion when needed; hence,
the new unit of 7,000 cwts will he
housed in the existing structure, Cur-
rent capacity of Seutumd at Albany
is 7,000 cwts of bakers' flour and 5,000
cwts of semolina,

When completed, the Albany com-
plex, with combined spring wheat and
durum capacity of 18,000 cwis, will
be Seaboard’s largest domestic milling
operation.

Construction of the 7,000-cwt addi-
tion is expected to hegin about Jan,
1 with a target of comps'etitm in about
15 months, or in March, 1981,

Also to be added at the Albany
complex is a grain elevator with capa-
city of 750,000 bus. The elevator will
be of concrete slipform construction,
Current storage capacity at Albany is
350,000 bus. Plans include a facility
to handle 6(-car unit trains of wheat,
The milling complex at Albany is lo-
cated on a site adjoining the Albany
grain elevator of Cargill, Inc., and an
overhead conveyor commected to the
Cargill clevator.

Issuance  of  industrinl  revenue
bonds by the city of Albany in the
amount of $10 million has been ap-
plied for to finance the new flour mill
unit.

Serves Eastern Market

The Albany mill primarily produces
bakers flour and semolina for the New
England and New York state market.
Shipments from the mill are mainly by
bulk truck and rail car.

Enlarging of the Albany mill marks
another extension in a program begun
by Seaboard in 1963, shifting its flour
milling capacity from being largely
concentrated in hard wheat growing
areas of the central Plains to southern
and eastern consuming centers, The
first step in that program was opening
of a new mill at Chattanooga, Tenn., in
1863. A mill was opened at Jackson-
ville, Fla., in 1965, and a mill at Cul-
peper, Ca., came on stream in 1970,

(Continued on page 16)
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Dre tically reduces the time required in the production cycle.

Higher drying temperatures reduce plate counts to well below industry standards while
ent. incing product flavor and quality.

Elec:ronic controls sequentially start and stop fans as the product moves by.

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

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

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

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

Side Panels Open for
Easier Cleoning
Lock Tight to

Conserve Energy.

Plate Counts

Cooking Qualities Drying Time
Slashed.

Improved, Chopped.
Stickiness Eliminated |

AEY
2t

Product Cooling Section Storage Silo Stripper

raibanli

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

ARy, 1980

Final Dryer

Automatic Extrusion Press Preliminary Dryer

with Spreader

ﬂmﬁ)&i\ﬁ corporation

60 EAST 42ND STREET-SUITE 2040 = NEW YORK H.Y.10017

PHONE {212) 682.6407-602.6408 = TELEX 12-6797 BRARY
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Seaboard Expansion

(Conlinued from page 13)

Scaboard opened a bakers' flour and
semolina mill at Port Allen, La,, in
February, 1975,

Completion of the Albany addition
will bring Seaboard's flour milling ca-
pacity in the U.S. to 95,500 cwts,

Seaboard also has flour mills in five
countries in South America and Africa
with a combined capacity of 20,600
cwts,

Durum Mill Manager

Paul A. Becker, plant manager for
International Mulﬁgmds New Prague
mill since 1068, has assumed the posi-
tion of plant manager of the com-
pany'’s A & B durum mills in St. Paul,

In this position, he is respcusible
for the management and coordination
of all manufacturing, packaging, ware-
housing and distribution of flour, as
well as plant safety, maintenance,
budgeting, cost control and customer
service,

A 1955 economics graduate of St.
Olaf College, Noithfield, Minn., Beck-
er has held varlous management posi-
tions since joining the company in
1961.

Becker has been an active member
of the New Prague community, serv-
ing on the Chuml.l')er of Commerce, the
Library Board, the Charter Commis-
sion and in other local organizations.

Now headquartered in Minneapolis,
International Multifoods was estab-
lished in New Prague in 1887 as the
New Prague Flouring Mill Co., and
has since grown to hecome a broadly
based foo«i: company with annual sales
approaching $1 billion,

Egyptian Venture

International ~ Multifoods  Corp.,,
and Bank Misr, S.A.E. of Cairo,
Egypt, announced that they have en-
tered into a joint venture agreement
involving the formation of an Egy
tian corporation which will be ecalled
Misr Food Cou:}:nny. Upon formation
and approval, the new company will
be engaged in the production, market-
ing and sale of pasta and bakery pro-
ducts in Egypt.

Andre Gillet, vice president and
general manager of Multifoods’ Inter-
national division, said 75 percent of
the Misr Food Company will be own-
ed by Bank Misr and the remaining

16

25 percent by Multifoods, He said the
joint venture agreement will also in-
clude a five-year management agree-
ment under which Multifoods will
provide brond general management
services to the new Egyptian food
company.

According to Gillet, the new com-
pany will build a manufactvring com-
plex on a site already selected in
Chairo, This is the first phase of a ser-
les of plants to produce pasta, Egyp-
tian and European breads, rolls and
sweet goods for domestic consumption
and export. He added that specialized
automated equipment costing about
$15 million will be supplied %y Ger-
man, Swiss and American firms and
that the actual building construction
Is expected to begin in 1980.

Multifoods’ Chairman, William G.
Phillips, said that while Multifoods
has been involved in both export and
trading operations in the Middle East
for many years, this joint venture ep-
resents the company's first serious in-
vestment in this important and grow-
ing area of the world. “Misr Food
Company will serve some basic needs
in the Egyptian economy, and we look
forward to our participation in this
project,” he said.

International Multifoods is a broad-
ly based food company with annual
sales approaching 81 billion,

A D M Grant

A grant of 81 million warth of food
will be presented to the Uni.ed Na-
tions by the Archer Daniels Midland
Co. when the organization is ready to
ask for it, Dwayne O. Andreas, board
chairman and chief executive officers
of the company, sald Monday,

Andreas said ADM was making the
offer at the suggestion of Andrew
Young, former U.S. ambassador to the
United Nations.

Young, who was visiting ADM's
corporate headquarters and various
other operations in Decatur Monday,
told reporters in a press conference
that he wanted to leamm about the
technology of high-protein food pro-
cessing,

“I'm here basically because I'm in-
terested in l'ecding the hungry of the
world,” he said. “All the technology
that goes on with feeding the hungry
seems to be located here,

YounE told reporters that Andreas
was with him on a trade mission to Af-

rica where people showed an i teny
in the technology of food proce ing,
“I should know about it if e
are going to ask me about it,” I said
Both he and Andreas said Yo g
not going to work for the compiny,
Andreas sald after the press confer
ence that American industry has enor.
mous capabilities for feeding e
world's hungry that aren't now heing

tapped,

I“'il,'llere's a lot of capacity for hig
proteln food processing that's now |
ing used,” he snid.

Such foods include instant com sy
milk, soy-fortified wheat flour ax
meat extenders such as textured veg
table protein, all of which are pro
ducts made by ADM.

Calling the grant substantial, A
dreas said Young’s efforts to provi
the food is part of First Lady Rosaly
Carter’s undertaking to marshal Awer
ica’s food resources,

He sald some of the food would g
to Cambodia as well as other parts of
the world as directed by the United
Nations,

ADM is interested in exporting i
technology and its food to the need)
parts of the world, he said.

Andreas said Young {s onc of hi
personal friends and a neighbor of hi
in New York City.

He said he is unaware of anv othe
American company contributivy
on the scale planned by ADM

Wheat Target Raised

Senator Robert Dole of Kar as
introduced legislation to incrc se |
target price for 1080 crop w eat 4
$3.88 per bu,

Senator Dole’s bill would = so i
crease the target price for 19 ) ef
corn, barley and other feed irain
with the target price for com laceqg
at $2.51 per bu,

The bill passed by the Houst woud
increase the 1879 crop target p.ice [0
wheat to $3.63 per bu., compar: | wil
$3.40 In effect last year and estblis
ed for 1970,

The target price for 1979 crop o1
would be increased to $2.85, wgains
$2.20 in the preceding year.

“Cost of production for the farm
have increased tremendously this 1
year in large part because of the hig
costs of fuel,” Senator Dole said. “Th
bill would provide the needed pri

(Continued on page 18)
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NORTHRUP

“Our Clybourn cartoners
helped us mest the de-
mands of an expanding
market, yet control man-
power costs through auto-
mation,

"We depend on the accu-
racy of our Clybourn car-
tonerwith net weight scales
to carton grass seed. For
packaging corn, peas and
beans, we get very uniform
performance from the two
Clybourn volumetric filling
machines we are using.
These machines require

- very little maintenance. We
are now adding automation
equipment to a Clybourn
machine that has served us
for more than 11 years|

"We especially llke the
compactness and simplic-
ity of the Clybourn design,
v'hich saves space and
akes operator training
€ 1sy,"

B4 e

! JDMORIN
ant Buperinlendent

! )nhmpkln%co.

' nneapolis, Minnesota

I your product packaging
 Juld beneflit from the same
\ elghtaccuracy, uniformity
i1d dependable operation
t1joyed by Northrup King,
| ’in the famlly of satiafied
Clybourn customers,

For more information, or a
Guote, call orwrite us today!

66 99

CLYBOURN MACHINE COMPANY
4 division of Paxall, Inc,

7518 N, Lindar Avenus

Skokie, |llinols 80077

1312) 877.7800
—

GOLDEN
GRAIN
SAY 66 99

“We Prefer Clybourn ... to
carton all our products|”
‘'We have elght Clybourn
cartoners at work in lllinois
and several more on the
west coast. We use them
to package our complete
product line Including mac-
aron| and cneese, Rice-A-
Ronl®, Noodle-Roni® and
more."

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

""We prefer Clybourn for
Its simpliclty of design,
dopendabllity, and the
quick service we get when
needed. . . . And we'll be
buying more Clybourns in
the future.”
7 4l

CARLO VARESCO

Plant Mansger

Golden Graln Macaroni Co,
If your product packaging
could beneflt from the
same accuracy, sift-proof
seals and dependable oper-
ation enjoyed by Golden
Grain, JoIn the family of sat-
isfled Clybourn customers,

For more Informatlon, or a
quote, call or write us
today|

CLYBOURN MACHINE COMPANY
# division of Paxall, Inc,

7818 N, Linder Avanus

Bkokls, lllinois 50077

(312) 677-7800

ARM &
HAMMER
SAYS<:.”

“We Illke our Clybourn
cartoners because they are
easy to malntain, adjust
and clean.

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

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

Bog (Citiel,

ROBERT COMSTOCK

Project Manager

Church and Dwight Company, Inc.
Plscalaway, New Jerasey

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

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

i

CLYBOURN MACHINE COMPANY
a division of Paxall, Inc.

7516 N. Linder Avenue

Skokis, lllincls 60077

(312) 877-7800
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Wheat Target Raised
(Continued from page 16)

and income protection that these pro-
ducers will need in order to deliver
the crops. Without this increase, tar-
get prices next year for wheat could
drop to around $3.07 a bu,”

Burlington Northern
Buys Grain Cars

In an effort to keep ahead of the
transportation problems associated
with the movement of this year's grain
harvest, Burlington Northern Railroad
has announced the purchase of 2,100
hopper cars at a cost of $90 million.

Thomas J. Lamphier, president of
BN's transportation division, said the
first contingent of new jumbo covered
hoppers now rolling off the assembly
line at a manufacturing facility near
Chicago will be put into grain service
across the BN system,

“Worldwide demand for American
rrain continues to grow, and US,

arm production is at near-record lev-
els, That presents an enormous logis-
tical challenge to railroads that haul
grain,” Lamphier said.

The cost of hopper cars used to haul
rain has almost doubled in the last
ve years, L.amphier noted, and now
averages some $42,000 each.

Lamphier said grain hauling diff-
culties created by strong demand and
large grain supplies have been aggra-
vated in recent months by other prob-
lems. A strike by elevator workers at
Great Lakes tenminals caused major
hottlenecks in grain shipping, he said,
and export clevators on the West
Const have been clogged with incom-
ing grain because of heavy grain
movements and a lack of ocean ship-
ping.

One development that is improving
car utilization, he said, is the use of
grain unit trains—fast, efficient trains
made up entirely of hoppers that shut-
tle from production areas to consump-
tion and export points,

Transportation Expected
To Meet Demand

The U.S. transportation system can
handle the level of farm commodities
needed to meet domestic require-
ments and to move record volumes of
grain to the ports for e:'])ort during
the 1879/80 year, according to the

18

USDA’s Office of Transpurtation, Al-
though it has been generally felt that
the export facilities in the US, are
ndequate for even greater exports
with additional elevation capacity un-
der construction, there has been con-
cern that the faltering U.S. transpor-
tation system would not be able to
move grain from inland locations to
the export point to meet projected de-
mand. The USDA reports, however,
that the easing of demand in other
sectors of the economy that appears
likely for the next few months may
permit thd release of some equipment
suitable for use by agriculture, They
indicated, however, that shippers must
be “vigilant to seize opportunities” as
they arise, and carriers will have to
seize opportunities to improve equip-
ment utilization, The USDA also re-
ports that there are several efforts un-
derway that may assist in the expan-
sion of transportation capacity in the
future, These includerestructuring and
reorganizing a number of railroads in
the %rain producing area, a review of
problems and opportunities as detail-
ed by the Rumr Transportation Task
Force report due January 1, 1880,

Contjnued Truck
Regulation Advocated

A spokesman for the trucking indus-
try urged industrial food distributors
to support continued regulation of the
motor carrier industry as a vital ele-
ment in the transportation of food-
stuffs,

“Even though private carriage is
your primary source of transportation,
you do rely on regulated common
carriers for much of your transporta-
tion needs,” Nelson ]. Cooney, general
counsel of the American Trucking
Associations told n special deregula-
tion seminar sponsored by the Food-
service Organization of Distributors
(FOOD) in Washington,

Cooney added that the instability in
the regulated trucking industry re-
sulting from the deregulation propo-
sals put forth by Presiﬁe:sl Carter and
Senator Edward Kenunely (D-Mass,)
would impact advencly inctitutional
food distribution nati nwide.

“The end of economic regulation,
which permits ICC-supervised collec-
tive rate making and coordination of
service, would be mn'jur loss to ship-
pc:; and recelvers of freight,” Cooney
said.

; &ﬁﬁfgh i

Coaney added that ATA ha pro Nobaodv serves pasta ginte lilke Marna
posed some legislative reforms .F it . &
own to Congress that would | rmj

food distributors and other sh jpen
more leeway in using private fle ts for
intercorporate hauling between par.
ent companies and wholly-owned sub.
sidinries,

“We agree that some legislative re.
forms are necessary to improve the
way our system of regulated motor
carringe works, but the wholesle
elimination of regulation will henefi
neither the trucking industry itself
nor the shipper public it scrves’
Cooney concluded.

Film Facts Bulletin

Improved production efficiency st
lower cost per package is achieved oo
conventional  cellophane overwrap
machines that have been converted to
accommodate Hercules BX310 film
according to a Hercules Incorporated
“Film Facts” Bulletin, Machine con-
version cost is minimal and, because
of the low coverage cost obtained with
BX310 film, can %e recovered over §
short period of time.

BX310 is a modified heat-set, bal
anced oriented polypropylene film
that offers superior moisture-harier
protection, sparkling clarity, ex
tional machinability, good heut-se
ing characteristics, and excellent stifl
ness that alds film feeding, cutting
and folding,

For further information, wri': e
bert L. Wibbens, Product Sup: -visor,
Film Products, Hercules Incorp rated
10 Market Street, Wilmington Dela-
ware 19899,

Labsl Catalogue

A new 32-page color catalog f self
adhesive labels is now availabl from

Apple Label, a manufacturer of labesll s oo (a1 [ 1V oxper ik

nmf tags. The catalog illustrate hu-ll - eoch and every dish), she - with pasta at Diomond Pack-  providing the leading names . Diamond Poperboard Division.
dreds of “pecl 'n Press” label ¢ sign’ k ows exactly how much of  *'aging Products is on ol —and  In pasta withcompletesingle- vy and Moma know that
for many different business 1ccds@ ¢ erything fo put infothe pot  a marketing science. source packaging service: all pasta is not the same. At
Special printed forms and wusual - without measuring! Apinch  Like Mama, we knowthat ~ mouthrwatering graphics, Diamond, we know that all
office and factory products are ulsoit-ll  h-re. Adash there. She gets o two pastas are alike. product-protecting structural  cartans and labels are nat the

cluded. Experts say, “it’s difficult ©
cvaluate the new Apple Label Catalog
as there Is no other it can be direct)
compared to”,

For a free catalog and an introdu®
tory $5.00 gift certificate write: Appk

design, and machine-appli-

it right, every single time. Not  Fach pasta needs its own
cation engineering,

from Instinet, From experi- speciol kind of packoge or
ence, From years of lasogne,  label to appeal 1o shoppers'

fettucini alfredo...ravioli...  increasingly discriminating
rigatonl con salsicce. tastes,

same. Let us give you the
Diamond recipe for a perfect

The ingredients that go pasta package, Call (513)
into your package's paper- 422-2772 today. We're
board are golng to baright,  waiting to serve you.

DIAMOND INTERNATIONAL CORPORATION
PACKAOGING PRODUCTS DIVISION
407 Charles Street, Middletovwn, Ohio 45042

Atin: Marketing Dept,

Label, Apple Tag & Label llldﬂé
30-30 Northern Blvd, Long lshn
City, N.Y. 11101,
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CONGLOMERATES IN THE FOOD INDUSTRY: A STORY ABOUT SPAGHETTI
by John M. Connor in National Food Review

For n number of years USDA has
conducted research to identify and an-
alyze the structure of the food market-
ing system. Early on, Congressional
requests sought analyses of food costs
from the farm gate to the retail shelf.
That program is continuing yet today.

But, over the years the food market-
ing system has changed dramatically.
The system is no longer dominated by
“food companies,” Today, companies
that manutacture and sell food often
own and operate firms in businesses
unrelated to food, making it more dif-
ficult to analyze food system perfor-

mance.

Last year three articles dealing with
the role of the industrial conglomerate
in the food business were published in
this Review. This article is a “case
study” detalling how one firm engaged
in the production and sale of spaghetti
sauce evolved over time. It provides
a rather specific picture of the many
motives, strategies, and effects of con-

lomerate mergers—especially cffects
at can only become known years
after the particular event has passed,

The Spaghetti Story

In 1869, at the peak of the most
active period of corporate mergers the
U.S. economy has ever experlenced,
the Ragu Canning Company was ac-
quired by a large manufacturer of
non-prescription creams and oint-
ments, That seemingly insignificant
event went largely unnoticed by the
business press and was unchallenged
by US. antitrust authorities—since
there was no basis in law for preven-
ting the merger, Yet that acquisition
resulted in & fundamental :estructur-
ing of the growing market for pre-
pared spaghetti sauces.

1 Chesebrough Manufacturing  acquired
Pond's in 1955 and changed lts name 10 the
present one in that year. Prior to its thrust
into packaged foods, Chesebrough acquired
Prince Matchabelll (1958), Aziza (1959),
Royall Lyme (1967), and Erno Lazlo (1966)
—all in the perfume or cosmelics area. Since
the canning con vany purchase, the com-
pany's major ncquisitions have been Health-
Tex children's clothing (1973) and Adolph's
sauces (1974), for which it paid $208 and
$50 million, respectively.

The Chesebrough-Pond's company
would hardly have fitted anyone’s
idea of a conglomerate in 1939, Its
sales were modest—under $300 million
—and its major products were “Vase-
line” jelly, “Pond’s” face cream, “Q-
tips” swabs, and a line of perfumes
and cosmetics. But the company's
sales were growing rapidly (over 17
percent per year).

Today, sales are nearly three times
larger and very likely will surpass the
billion dollar mark in fiscal 1970, More
importantly, Chesebrough has become
highly diversified, with seveial dispar-
ate lines of business.! In addition to its
traditional base of health and beauty
aids, Chesebrough now makes per-
fumes and cosmetics, has a broad line
of children’s clothing (Health-Tex),
and sells hospital supplies. Chese-
brough also has a packaged food divi-
sion, which grew out of the 1989 Ra-
gu Packing Company acquisition, It
is estimated that some 40 to 50 percent
of Chesebrough’s present assets are
attributable to the 14 acquisitions
made during 1855-75.

The Ragu acquisition has proven to
be a remarkably fortuitious move.
Though Chesebrough had had no ex-
perience  with ry products, it
chose a product capable of being dif-
ferentiated in much the same way os
proprietary medicines,

However, the major complementary
is clearly marketing expertise. Though
only an estimate, it appears that in the
1970's Chesebrough spent nearly 9
percent of its sales on advertising, Re-
scarch and development expenditures
were under 1 percent of sales. Adver-
tising expenditures have exceeded af-
ter-tax profits by a wide margin in
recent years.

The Ragu Story

Chesebrough bought the Ragu Pack-
ing Company in 1989 for an undis-
closed amount. Ragu was a highly
successful regional company with
good ]fmwth pros , At that time,
Ragu had sales of about $25 million,
mainly in the Northeast and Midwest
regions of the United States. It sold
four varieties of ready-to-use spaghetti
sauce cFnclced in glass jors in a plant
located in Rochester, New York.

An interview with the current | esi.
dent of the “packaged foods” div.sion
of Cheschrcugh indicates that, at the
time of Ragu’s purchase in 1969, it
held a 43-percent market sharc na
tionally in the spaghetti sauce murket.
Within its own region of dist.ibution,
its market share was 52 percent.

The interview also revealed two ma.
jor motives behind the Ragu acquisi-
tion—the prospect of high profits and
rapid growth, The Chescbrough pack-
aged foods division was directed to
achieve the same rate of return as the
health and beauty aids division, Il
1977 results are a guide, that implied
a target rate of return of about 25 %er—
cent—an ambitious goal, more than
double the average among all food
manufacturing companies in that year.

An equally important consideration
for Chesebrough was the optimistic
srowth prediction for prepared Italian
oods in general. From 1972 to 1976,
grocery sales of prepared Italian foods
more than doubled, reaching $600
million in 1976, That growth rute far
exceeds all other grocery store food
sales,

Cheschrough research shows that
92 percent of U.S. households prepare
Italian foods at home and that two-
thirds of all homemakers still make
their spaghetti sauces “from scratch.”
As the Chesebrough 1676 annu | ne

it put it, Regu spaghetti sauc: was

» + « designed to win converts ‘rom
among the millions of homen kers
still going to the trouble of m king
their own sauce.” The growth gc 1for
Ragu Is 1970 sales of $250 milli n of
10 times its sales in the year it w iac
quired.

The “Game Flan”

Chesebrough took about 3 ye. 510
develop its long-term strateg 10
achieve the twin goals of high pi s
bility and rapid growth. Part of C.ies®
brough's “game plan” came to ligh
in the mid-1070's. Clearly importa!
are the financial resources from Ches®
brough's other, more profitable lint
of business—health and beauty aids
cosmetics, and perfumes, Ches®
brough was willing to invest moft
than Ragu could have and could wal
years for its Investment to pay off.
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For its outstanding contribution
to the macaroni industry
through achievement of a
widespread reputation

for quality pasta among millions
of diners in Boston

since 1921. ..

STELLA OF BOSTON

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.
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% ca (aslightly differen o : * 7 axperience boord
fc each and every dish), she - ‘with pasta providing the leading names  Diomond Paperboard Division.
ki ws exoctly how muchof  oging Products is an art —and In pastawithcompletesingle- Yoy and Mama know that

1 P @ rything to put into the pot @ marketing science. source packaging service: all pasta is net the same. At
i - ithoutmeasuringl Apinch  Like Mamo, we know that ~ mouth-watering grophics, Diamond, we know that all
h e. Adash there. She gets o two pastos are alike. product-protecting structural  cartons and labels are not the
¥ it .ght, every singla time, Not Each pasta needs Iis own deslgn, and machine-oppll:  same, Le! us give you the
o : iy from Instinct, Fromexperi-  special kind of packoge or cation engineering. Diamond recipe for a perfect

ence. From years of lasogne, label to appeal to shoppers’ The Ingredients that go pasta packoge. Call (513)
T ; 5 fettucini alfredo. ..ravioll...  increasingly discriminating  into your package's paper- 422-2772 today. We're
L N rigatoni con salsicce. tastes. board are going to be right, wailing to serve you.

DIAMOND INTERNATIONAL CORPORATION
PACKAOGING PRODUCTS DIVIBION
@ 407 Charles Streat, Middlelown, Ohio 45042

Afin: Markeling Dept.
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For a number of y¢is USDA has
conducted research to {dentify and an- would hardly have fitted anyone’s dent of the “packaged foods™ division
alyze the structure of the food market- idea of a conglomerate in 1939, Its of Chesebrcugh In§
ing system, Early on, Congressional sales were modest—under 3300 million time of Ragu’s purchase in 1969, i
requests sought analyses of food costs —and its major products were “Vase- held a 43-percent market share na
from the farm gate to the retail shelf, line” jelly, “Pond's” face cream, "Q- tionally in the spaghetti sauce market
That program is continuing yet today, ips” swabs, and a line of perfumes Within its own region of dist.ibution,

But, over the years the food market- and cosmetics, But the company’s its market share was 52 percent.
ing system has changed dramatically. sales were growing rapidly (over 17
'The system is no longer dominated by ~Percent per year).

“food companies,” Today, companies

the role of the industrial conglomerate

that can only
after the particular event has passed.

The Spaghetti Story
In 1969, at the peak of the most

U.S. economy has ever experienced,
the Ragu Canning Company was ac-
quired by a large manufacturer of
non-prescription creams and oint-
ments. That seemingly insignificant
event went largely unnoticed by the
business press and was unchallenged

there was no basis in law for preven-
ting the merger. Yet that acquisition

1 Chesebrough Manufacturing  acquired

Prince Matchabelli (1958), Aziza (1959),
Royall Lyme (1967), and Erno Lazlo (1966) “ugu
—all in the perfume or cosmetics area. Since

the canning company purchase, the com-

' CONGLOMERATES IN THE FOOD INDUSTRY: A STORY ABOUT SPAGHETTI

by John M. Connor in National Food Review

The Chesebrough-Pond's eompany.'

An interview with the current presi

The interview also revealed two ma.
jor motives behind the Ragu acryuisi-
Today, sales are nearly three times tion—the prospect of high profits and
that manutacture and sell food often  larger and very likely will surpass the rapid growth, The Chesebrough pack-
own and operate firms in businesses billion dollar mark in fiscal 1970, More  aged foods division was directed to
unrelated to food, making it more dif- importantly, Chesebrough has become  achieve the same rate of return as the
ficult to analyze food system perfor- highly diversified, with seve.al dispar- health and beauty aids division, Il

ate lines of business.! In addition toits 1977 results are a guide, that implied

made during 1055-75.

The Ragu acquisition has proven to  sales,
be a remarkably fortuitious move,

proprietary medicines.

ter-tax profits by a wide margin in
recent years,

The Ragu Story

years for its investment to pay off.

Last year three articles dealing with  traditional base of health and beauty a target rate of return of about 25 per-
aids, Chesebrough now makes per- cent—an ambitious goal, more than
in the food business were published in fumes and cosmetics, has a broad line  double the average among all food
this Review. This article is a “case ©of children’s clothing (Health-Tex), manufacturing companies in that year.
study” detailing how one firm engaged and sells hospital supplies. Chese-
in the production and sale of spaghetti brough also has a packaged food divi- for Chesebrough was the optimistic
sauce evolved over time. It provides sion, which grew out of the 1069 Ra-  growth prediction for prepared Italian
a rather specific picture of the many gu Packing Company acquisition. It foods in general. From 1972 to 1976,
motives, strategies, and effects of con- s estimated that some 40 to 50 percent  grocery sales of prepared Italian foods

lomerate mergers—cspecially effects of Chesebrough's present asscts are more than doubled, reaching $600
come known years ottributable to the 14 acquisitions million in 1976, That growth rate far
exceeds all other grocery store food

An equally important consideration

Chesebrough research shows that
Though Chescbrough had had no ex- 92 percent of U.S, houscholds prepare
perience with grocery products, it Italian foods at home and that two
. active period of corporate mergers the ho5e g product capable of being dif-  thirds of all homemakers still -

ferentinted in much the same way as  their spaghetti sauces “from soi

nake
tch.”

As the Chescbrough 1878 anmv | re
However, the major complementary ~ port put it, Regu spaghetti sauc  was

is clearly marketing expertise, Though " . . designed to win convert:
only an estimate, it appears that in the among the millions of homer tkers
1970's Chesebrough spent nearly 9 ﬁll going to the Ttl.:uuhlc g n
2 percent of its sales on advertising, Re-  their own sauce.” The growth g«

by US.; antitrast - sothorities—slnos L oy oo development expenditures  Ragu is 1879 sales of $250 mill
were under 1 percent of sales. Adver- 10 times its sales In the year it w sa¢
resulted in a fundamental testructur- t15in8 expenditures have exceeded af.  quired.

ing of the growing market for pre-
pared spaghetti sauces,

king
| for

The “Game Plan”

Chesebrough took about 3 ye. s 10
develop its long-term strateg 10
Chesebrough bought the Ragu Pack-  achieve the twin goals of high pi- fite
Pond's in 1955 and changed Its name 1o the  ing Company in 1989 for an undis- Lility and rapid growth, Part of Chese
present one in thal year, Prior to its thrust  closed amount. Ragu was a highly brough's
into packaged foods, Chesebrough acquired  gyccessful reglonal company with in the mid-19705s. Clearly important
good growth pros!pecu. At that time, are the financlal resources from Chese

nd sales of about $25 million, brough's other, more profitable lines
mainly infthle: Nonhcndst and Midwest of business—health and bcnut}é ltlld*
ny's malor acqulsitions have been Healh. Feglons of the United States, It sold cosmetics, and perfumes, Ches®
";':Iydlﬂdtr:l'l cclthlns (1973) and AI:olph's four varieties of ready-to-use spaghetti  brough was wllllan;e to invest mort
sauces (1974), for which it paid $208 and sauce packed in glass jars n a plant than Ragu could have and could wail
$50 million, respectively. located in Rochester, New York.

ame plan” came to light

THE MACARON! JOURNM

icates that, at the

n o

The Chesebrough strategy rests on
dree main’ tactics: (1) consistent ad-
wertising of Ragu products, (2) extend-
bg Rigu's markets from regional to
wtior 1l, and (3) implementing a pro-
f introducing "new” products.
Al three tactics are interrelated and
mutunlly supportive,

“That's Italian™

Ragn began increasing its ndvertis-
ing program even prior to its acquisi-
ton, In ‘1068, its medin advertising
mounted to about 4 percent of sales,
which is about double the average for
il processed foods in the United
States? Since then, medin advertising
m the “traditional” Ragu sauces has
rureased at an average annual rate of
T percent to over $7.5 million in
1977-78, In both 1977 and 1878, all of
that advertising was on television.

The marketing decision to adopt an
uhvertising campaign that had “That's
lalian” as its catch phrase proved to
be important. Since 1073, Chese-
brough has invested $35 million in ad-
wrtising with that theme, The adver-
tiing has proven to be very successful
in creating consumer loyalty and con-
sincing retailers to carry the product.

!n addition to media advertising, food
mnufacturers promote thelr products by
€rect mailings, coupon distribution, point-
spurchase displays, discounts and allow-
ey 1o relailers, direct sales forces, and
uher devices, In Ragu's case, the use of
fass rather than cheaper metal containers
kiped Lo differentiate its products initinlly.
laster most of Ragu's rivals copied the
inlepy,

from

National Growth

Fru n 1970 to 1975, the Chesebrough
ki sed foods division built two new
uuce plants to supply the South and
West and added capacity to its origi-
ul Mew York facility. By ealy 1876
Ragu products could be supplied eco-
somj ally to nearly every part of the
wnti: ental Unitec{ States. The com-
Petitn of a fourth plant in 1977 in On.
twio, Canada signaled Chescbrough's
ippaient intention to spread Ragu
products internationally,

A najor ndvantugfe of national ex-
Rnsion was the ability to use less ex-
pensive network TV advertising rather

spot TV advertising? In 1970,
ouly 20 percent of all Ragu media ad-
Yertising was via network TV; that

successively rose to 51 percent in
1973, 77 percent in 1975, and finally to
oo percent in 1978,

IurRy, 1980

3Spot”™ TV refers (o the periods of ud-
vertising time nllocated by the networks to
local stations.

New Products

The third and final link in the
Chesebrough plan was to initiate a
rro ram olf product variation. Ragu
had only four product items (exclud-
ing different sizes) when it was pur-
chased by Chesebrough, all of them
flavor variations on the traditional
spaghetti sauce, Now the packaged
foods division sells 37 dil‘erent items
and “new” products account for 36
percent of the division's revenues,
Most of these products are variants of
original Ragu sauces, such as the
“Italian Cooking Sauces™ line, which
is described as “thick and zesty” and
comes in several flavors,

The Ragu program of product pro-
liferation fits Chesebrough-Pond's pro-

ressive and innovative image. Chese-
brougih ranked 12th in the number of
new products in a recent study of
some 1,200 products introduced into
grocery and drug stores in 1977.

The Challenge

In 1069, the canned spaghetti sauce
market consisted of two leading man-
ufacturers, Nagu, and the Chef Boy-
ardee subsidiary of American Home,
About 25 percent of the market con-
sicted of small, usually Northeast, re-
glonal products, none of them adver-
tised prominently.

Throughout the period 1960-75, the

sition of Chef Boy-ar-dee, the mar-

et leader, steadily declined. Ragu
was its replacement, while a fringe of
a dozen or more regional, specialized
companies continued to hold on to
about one-fourth of the market.

Ragu's media advertising has ex-
ceeded Chef Boy-ar-dee’s every year
since 1968, And American Home is
over three times the size with over
three times the advertising budget of
Chesebrough. 1t markets a wide array
of grocery products and is more pro-
fitable. However, American Home's
food division has been its least pro-
fitable line of business in recent years,
The main thrust of its marketing ener-
gies has been in the area of canned
pasta votrees. The spaghetti sauce
product goes virtually unmentioned
in its annual reports.

Prior to 1975 no large food proces-
sing companies made any serious cf-
fort to establish itself in the canned
spaghetti sauce market,

Hunt-Wesson is a leading U.S. can-
ner of tomato paste and sauces. In
1975, Norton Simon briefly test mar-
keted Prima Salsa, a new prepared
“thick and zesty” spaghetti sauce. The
national marketing of this product be-
l,'nn about July 1978, Finally, Hunt's
md the presumed advantage of a di-
rect sales foree already promoting
other Hunt's canned goods in the gro-
cery stores,

Ragu was prepared for the Prima
Salsa offensive. Its own “thick and zes-
ty” Italian Cooking Sauce had already
been test marketed for 2 years, In
early 1977, this product was introduc-
ed nationally.

Initially, Ragu's new sauce did
quite well, but the two extra thick
Hunt-Wesson sauces seemed to be
taking sales away from Ragu's tradi-
tional sauce. Ragu’s sales in the first
three quarters of 1977 showed the first
decline, so Chescbrough's chairman
approved an emergency 20-percent in-
crease in advertising outlays,

By early 1978, Ragu had recovered
most of its lost market share, Despite
its 15-million advertising expendi-
ture, Norton Simon failed to achieve
even  $20-million in  onnual  sales,
though it is now the second-ranked
company in the market,

Conglomerate Dominance

The entry of Chesebrough-Pond's
into the prepared spaghetti market
had substantial and, perhaps, lasting
changes on the }mrllclpnllng firms, on
the structure of the narket, and on
the consumer,

Ragu managed to become the domi-
nant firm in a rapidly growing food in-
dustry partly by srealding millions in
advertising and physical p'ant capa-
city. It has over 30 ftems already in
distribution. More products are being
developed to meet any market chal-
lenge or to carve out a new segment
within the market.

Sales of the packaged foods division
have risen from $25 million in 1969 to
$146 million in 1977; by 1979 they will
have risen tenfold. By 1077 the divi-
sion had just about met the profit goal
set for it when it was first acynired—
an enviable 20 percent return after
taxes, These profits have helped to
enhance Ragu's advertising strategy.

Concentration in the market (two-
firm or three-firm) is as high as it has
ever been, Media advertising since

(Continued on page 24)
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iclent Energy-Saving Design

igh temperature and high humidity drying, requiring a mini-
um volume of fresh air, The most energy-efficient design!
panels 1%" thick with polyurethane foam core. Aluminum lining
on Inslde for heat reflection and absolute vapor barrier. No heat
bridges.

Smaller, high-efficiency units require less floor space.
iculating alr fan motors are mounted Inside dryers, utilizing

100% of electrical energy. (New type of energy-efficient motor
is available).

Bulllin heat recovery system (optional) utilizes exhaust air heat.

cteria and Sanitation Control
High temperature drying controls bacterla. Dry bulb
ernperature adjustable from 100°F to 180°F.

rs are In front panel for product control during operation.
gy also give easy accessibility for weekly cleanouts. Swing-
but side panels extend entire dryer length, allowing fast.
leanout and service.

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

Y

Quality Product
h 4ryer Is equipped with a patented, U.S.-built BUHLER-MIAG
tlla T Control System that allows the product to adjust its own
dylne climate. The result Is a stress-free, nice yellow-colored
final ‘ roduct.

irylng temperatures, in combination with ideal drying
ncrease cooking quality of final product.

| it losses are minimized through the entire production
s, including startups, shutdowns, production Interrup-
nd die changes.

oc uct Quality is What Really Counts!
0p-g' .de quality Is yours from BUHLER-MIAG equip-
ent. ‘our customer recognizes and deserves it. Can
U at ord to give him less?

Models TRBB and TTBB  Capacity: up to 10,( 0 1b

Product conveyor belt made of speclal heavy
duty roller chains, extruded aluminum alloy
“S".gshaped elements and anodized aluminum
product side guides. Automatic conveyor chaln
tensioner and lubrication system.

Each dryer Is equipped with two drive sta-
tions. Special safely device protecis drives.
Gearmotors mounted oculside panels for long
life and easy service. AC or DC varlable

speeds. Standard U.S. bullt drive com-

&l us for information on BUHLER-MIAG Short Goods Lines and other Macaroni Processing Equipment

MODEL
PRE-DRYER | FINALDRYER | CAPACITY, LBS/HR / // ///
TRT N 500- 2,000 I.n tegfl.t ... = // ®
Bt e e |€ 9 (BUHLER-MIAG)
TTNC 2,000- 6,000 l n co : —
TRBO TTBB 4,000-10,000 nstruction. \\\\\\ BUHLER-MIAG, INC., P.O. Box 9497, Minneapolis, MN 55440 (612) 545-1401
BUHLER-MIAG (Canada) LTD., Ontarlo (416) 4456910




A Story About Ragu

(Continued from page 21)
1975 has stabilized at a new and high.
er level. Presumably, any future en-
trant will have to be prepared to
flpmd millions to crack Ragu's market

ominance.  Product proliferation
means that potential entrants into the
market must plan on offering several
flavor varieties or a distinctly “new”
I-)roduct that Ragu does not already
have available for market test.

Reliable data on effects on consum-
ers at this market level are scarce.
Some consumers, especially those in
the South and West, have undoubted-
ly benefited from the national exten-
sion of both Ragu and Prima Salsa
since canned Italian sauces may not
have been available before,

Some homemakers may have wel-
comed the savings in preparation time
offered by fule prepared  sauces,
Other cooks, with no knowledge of
how to prepare such sauces, may be
serving them for the first time, On the
other hand, a generation of Americans
may grow up never having known the
subtle pleasures and nuances of a
freshly prepared spaghetti sauce,
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1979 Food and Tobacco Processing
Industries.  Washington: USDA-ESCS
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Lots of Publicity

Plans for National Macaroni Week
were announced in the October issue
of the Macaroni Journal, So what hap-
pened?

Plenty ~ in national magazines, for
example:

Goodhousekeeping for October—cover
story—10 pages on Soup, Stew and
Casserole Cookbook had color photo-
grarh and recipe for Chicken Tetraz-
zini with three additional recipes:
Tonfue and Macaroni Casserole; Pork
and Spinach Stuffed Manicotti; Ital-
ian Beef and Macaroni Casserole,

Parents Magazine carried a recipe
for Mushroom Lasagna.

Seventeen Magazine's “Now you're
Cooking™ section opens with a full-*
pnglge color photo of Pastitsio, “Green-
style Casserole” titles feature, which
includes a full page of “how-to” steps
photographed in color.

.. Sunset Magazine entitled a story

LIckely-S]:Iit is the Microwave Way
with Pusta”, Quick Lasagne was ple-
tured. Three other suggestions: Maca-
ronl and Cheese; Chicken Noodles
Casserole; Spaghetti Marinara.

True Story for October said: “It's
economical, nutritious, versatile and
de;icim.;:: The }l:cst of Pasta”, NMI
color photograph and recipe for Egg
Noodle, Cheese and Veggf;ble C&
serole,

Adventure Road, Fall edition, had a
two page spread entitled “Pasta
Makes Perfect” Better Homes and
Garrens Creative Ideas, Quick & Easy
Heci'pes Fall edition. “Busy-Day Din-
ners” section begins with a two page
spread showing three variations of
Tuna, Noodle Casserole, “Canned
Meat & Fish” section is illustrated
with full-page color photo of pasta
with sassy sauce recipes, “Busy-Day
Dinners” sections include Stroganoff
Meatballs recipe in color spread, “Deli
Dinners” section shows Kielbasa Pasta
Skillet in color.

The October issue of Better Homes
& Gardens had a recipe for Chicken
Liver Stroganol,

Bon Appetit in October featured
pasta shapes sketch in the Bulletin

Board section, “Yankee Doodli Dy
dy” story begins: “Stick a feat er j
your cap and celebrate Nationa! Mg
aroni Week, which begins Octe her 4
by holding ‘una spaghettata’—italiy,
for n pasta bash., There's plenty fo
everyone—L.8 billion pounds produce
annually in the United States—and re.
member, it doesn't always have to be
with meatballs or cheese, The artide
recommends one of the pasta chi

served at this year’s Annual I"mniYu|
Reunion Luncheon, :

Woman's Day Cooking for Two, Fil
edition, had as a cover story “Make
Ahead Meals for Fuss—Free Feasts in
a Flash,” Full page NMI color photo
of Freezable Macaroni and Cheese
Casserole recipe, Pasta with Parsely
and Romano Cheese shown in another
color photo, Two additional recipes
Poached Chicken with Whiskey Sauce
(noodles an ingredient); Spagheti
with Chicken and Mushrooms.

Women Who Work, published Ly
Family Circle: The “Quick & Thrifty
Cook Book” section opens with a color
photo of Spaghetti with Vegetables,

Sunday Supplements

Syndicated Sunday Supplements
such as Parade featured “Dining Well
at 78¢ A Piece”, in the November 4
fssue. On October 7 they said: “Slice
a Chicken and Slash Your Costs"
Article was illustrated with skerch of
Chicken and Macaroni Supper 1 cipe.
Parade appears in 125 news apen
with a total circulation of 21,43 710.

Family Weekly, Setember 10 said:
“Let’s cave a Scrumptious ! alian
Feast”, Pasta sketch appeared with
three recipes all noted in * alian
Wine-Tasting and Party Menu” Can-
nelloni alla Florentina; Macaron wi
Sausage Fggplant Sauce; Zu chini
Ziti Casserole, This appears i1 32
newspapers with a total circulat: m of
11,942,602,

Dawn Magazine, distributed with
38 black press newspapers, gav: ne-
tice of National Macaroni Week and
featured Egg Noodle Chicken Snup.

Newspapers
New York Times Sunday Supple

ment, Cetober 7, featured “Pastd
Power”,

Other maj»  market newspape!
breaks: New York Post, October ¥

“Preparing Pasta Fit for A Pope.”
Columbus  Dispatch—"Delicious SE"
ads and Economical Main Dishes.

THE MACARONI JQURNAL

o g

. m News—"Vegetables, Pasta
Te m™,

Mon tomery Advertiser—"Everybody
L« es Pastal”

Dridi sport Post—"Celcbrate National
M:.caroni Week!”

Providlence Journal="11ail Pastal Local
Jov Makes Good."
Salem Capital Journal-"Versatile Pas-
ta is Part of American Tradition”,
Springfield Union—"Pasta Teams Up
with Almost Anything"

Wichita Beacon—"Greek Recipes for
Pasta.”

Lafayette Journal & Courler="Pasta
Pasta, Pasta.”

Lynchburg Advance—"Pasta  Makes
Meatless Meal”,
On Color pages:

Dallas News—Lobster Tetrazzini,

S, Lonis Post Dispatch—Ieidelberg
Macaroni.

Memphis Commercial Appeal—"It's
Half Pasta”,

Denver Rocky Mountain
“Vegetables, Pasta Mix",
Baton Rouge Advocate—"Meals of

Macaroni Salads.”

News—

Television

On Television, “Pusta Meets the
Challenge™ television kit was re-
quested by 109 stations. National Mac-
aroni Week radio seripts received
wide usuage,

Trade publications carried news of
Natinnal Macaroni Week, Examples:

Alibama Food Merchants Journal,
Carlina Food Dealer, Chain Mer-
cha: liser, Florida Food Promotions,
Gro »rs Journal of California, lowa
Foo Dealer, KFDA Bulletin, Michi-
gan Sood Dealers Assoclation, Mis-
sou  Grocer, Mississippi Grocer's
Gui », Montana Food Distributor, Ne-
bra: a Retailer, Oklahoma Food
De: 'r, Retail Grocer

Ii all, it was a very good week—
mor h—season,

Coming

“il) plus Ways to Eat Pasta” in the
Feluary issue of Goodhousckeeping
magazine, In addition, the Better
Way section will have a “pasta quiz”
in which readers will have an oppor-
tunity to identify twelve pasta shapes

Unimac Cookery

Pasta Quickies for Singles/Doubles,
eaflet with six excellent recipes. 5¢
per copy, Write the Macaroni Journal.

e,

Energy Saver’s Cookbook

The Great Allegheny County Ener-
gy Saver's Ceokbook provides recipes,
menus, tips and ideas for saving en-
ergy in the kitchen, It is a guide to the
energy efficiency of all houschold ap-
pliances, n collection of hints and
down-home advice, a source of novel
cating ideas, a how-to guide for in-
door gardens as well as lots of tasty
recipes. Here's a recipe for Losagnn
(for microwave oven):

L 1b. Ttalian sausage

1 can (16 oz.) tomatoes, cut up
1 can (6 vz) tomato paste
Va tsp, dried basil, crushed
Y tsj. garlic salt
16 oz. Ricotta or cottage cheese
VYa cup grated Parmesan cheese
1 Thsp. chopped parsley

1 egg sligl!l‘y beaten

Ya tsp. salt

Y tsp. pepper

1 pkg. (8 vz.) Lasagna noodles

cooked
8 oz. Mozzarella cheese, sliced

In 4 quart casserole, break up saus-
age and cook on High for 3 minutes
stirring once. Drain excess fat. Add
tomatoes, tomato paste, basil and gar-
lie salt, Cook, uncovered on High 10
minutes, stirring once,

In mixing bowl, stir together Ricot-
ta or cottage cheese, Parmesun cheese,
parsley, egg, salt and pepper. S}m{m
a little meat sauce into bottom of 7%
inch x 12 inch utility dish. Arrange
half the lasagna noodles half the
Ricotta cheese mixture over sauee,
then half the Mozzarella cheese
and half the meat sauce. Repeat, Cov-
er with plastic wrap. Cook on High
for 4 minutes. Turn dish. Cook an-
other 4 minutes, Let stand 10 minutes.

6 to 7 servings

74" x 12" microwave oven dish

4 qt. casserole (for microwave oven)

Microwave Oven

Time: approx. 30 min.

Standard Cooking method: Brown
sausage; drain fat, Add tomatoes, to-
mato paste, bastl, and garlic salt, Cook
uncovered 25 minutes,

Make cheese mixture and assemble
Lasagna as above. Bake uncovered
30 minutes at 375°F.

This book can be purchased by send-
ing $4.95 plus $1.00 for handling to:
Project Pacesetter, Park Building, 355
Fifth Ave., Pittsburgh, Pennsylvania
15222, Make check payable to Project
Pacesetter.

Italian Festival Hikes Sales

An Italian-theme festival, designed
to build business immediately before
Easter, helped increase sales 10-60%
among a group of independent super-
markets supplied by B. Green & Co,,
wholesaler,

Sales increases for individual pro-
ducts olfered during the four-week
long promotion ranged from a 15%
sales rise in grated cheese to 80%
greater movement in Italian specialty
products, Leon Brafman, the whole-
saler's merchandising and advertising
coordinator sald,

Green was also able to persuade
manufacturers to extend allowances
over the period of the promotion in
order to encourage pgreater retailer
participation, Rather ts’mu making the
program a sales contest, Green award-
ed a series of prizes to retailers for the
most original display and integration
of related items, and for the most re-
sponsive customers and best media ex-
posure,

Angel's Market, Pasadena, Md,,
which had filled a rented gondola in
the store with merchandise, won a
week in Rome for two.

The more notable efforts by retail-
ers included an Italinn vendor's wagon
in the produce department, flled with
zucchini and cggp\nnt and surrounded
by menu suggestions; a recipe contest
for shoppers, using promotional items
in the preparation, and a spaghetti-
cating contest using fingers only.

Retailers became highly enthusias-
tic about the progress soon after it
started, “calling us daily, asking if
their display was a possible winner.
I'd always suy ‘You are up against
some pretty stif  competition,” al-
though the retailer was a near winner.”

Before the festival began, Green
wined and dined retailers at a restaur-
ant decorated with sample display ma-
terinls and related high-gross general-
merchandise items for tie-in sales.

Green's ad department furnished
sample ad layouts and sign kits. A
wine cellar tie-in fuiled to materialize,
however, when orders for a variety of
wine glasses had to be canceled after
the supplier was unable to make deliv-
ery at the last minute,

Lent, 1980
Ash Wednesday will be celebrated
on February 20, 1980,
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Pasta
Partners.

Peavey and pasta makers Woraimnag together partnetsn
protit Milling of Semoeling and Durum flour isn ta sideline
with Peavey We re moreain the total peopie feoding

process than mos! supphers to the pasta industines from
hield to table Peavey s aleadima supplico i both quality
products and production capacity tor service 1o o ustomers
total nevds Wee vo been b oeer 100 years And s
bebwee our future arost depends on Nedpiney o pasta
manufacturers arog

I fac pastas assaay of Bfesatrvomany, ol our Peavey
peophe Everythinag we donas one obpective Te boang you the
fines! Duram rroducts With b agotden cotor The color of
Qualdy kima Nidas Semaobing and Doram flour

That s why woe boamn s e North Contry s booest Duram aheat And mal!
infacihites designed spocito i, bt prad o of ; RE T
Semolina and Durum e ur ;

We make pastam mins e press gt deye roapertions
And we check the pasta tor coler and constane y Wie glso
WOrk wWith Our CUSIOMErS on et Do inno, 3hinne
crealive Sh.'ll)l'h O AT AAPCNY LA TERTRRRAPEAETS [PTY ATARCRIAM
Conhdentially of course ’

We even deveiop recipes oo pasta Lome " s nies gt

the et Reoipees are a0 atv et Lo sath no obhgation Just
Ante o Poacey Ayt ng 1 Paips ok st mores
appeadlmg o e vogse b s qood for the pasto mokers
And good tor Pearaey

Today . Preada ey 18 0e LS st { Durtum products aith
atotalranas of grades and aranulations To mateh your needs
53]“_\;“.,"“.‘ Sho look gpoan Ithemsedy es s your DSt partneer
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Young Shoppers

Today's young shoppers are more
rtlestlnnlng than their parents were at
the same age, and supermarket own-
ers will have to work harder to attract
and keep them as customers, retailers
attending the 80th annual California
Gll':)lccrs Association convention, were
told,

Constance W, McGeorge, a consu-

mer research consultant based in Co-
lumbus, Ohio, warned the audience
that the largest segment of shoppers
' in the 1080s will be the post World
War II “baby boom™ kids, and their
opinions and values will be different
from their parents,”
‘ “First of all, more than half the
population will not have been alive
during the Depression and World
War II,” she said, “so they do not put
the same values on material things
and economic security as do their
parents, They will be more interested
in ‘now’ rather than ‘tomorrow.’ To
finance their desires, families with
two working members will be much
more common, In fact, it is estimated
that by 1985 there will be more
women working than remaining at
home with the family.”

More Education

The shoppers of the '80s will have
spent a lot more time in school than
4 their parents, starting earlier (some as

early as two years oﬁl} and staying in
longer, she continued.

And the schools are part of the life
style change, because teaching styles
have changed drastically since the end
of the war,

“The pupils learned different val-
ues,” she continued. “There was less
memorization and more analysis. They
didn't study history the way you did,
they leamned current events, and the
emphasis was en the ‘why.’ As a re-
sult of these factors, and a lot more
that we don't have time to go into
retailers will have to adopt a different
strategy to be successful in the 1950s,”
K she added,

The new mentality, which reflects
u decline of the old Puritzn ethic and
an increase in the appeai of pleasure
and enjoyment, means that retailers
must make *shopping faster, more
“fun” and a lot simpler, she said.

“Instructions should be on the pack-
ages, not in' a cookbook. Checkout
lines should be short or nonexistent,
and there should be a lot more natural
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Laft to right: -éun!er Har:
Carol, Ragu Midwest sales Manager.

foods — those without additives —
because health is important to these
new shoppers.”

In addition, operators will have to
do more market research, to identify
their market segment more precisely
than in the past. “You must find out
which shoppers in your particula-
area prefer you, and zero in your pro-
ducts and services to satisfy them.

“Part of the new market wants more
natural foods, with fewer additives,
while another part wants speed and
convenience. You have to know which
group prefers you, or you won't have
any shoppers at all.

“Tomorrow's  shoppers identify
more with leisure than with work.
They will work to live, not live to
work, the way so many of the older
Fcncrntion did. To sell in the '80s you
lave to understand your market, and
point your store right at it.”

Play Spaghetti Tennis Circuit

Gunter Haorz is head of Wemer
Fischer Sports, Inc., of Omaha, dis-
tributors of a tennis product for string-
ing tennis raquets called “Play Spag-
hetti”, This is a system to string tennis
raquets doubly and was described on
page 30 of the March, 1979, issue of
the Macaroni Journal.

.

z, Jock Gorsuch of St. Louis Spaghetti Bowl Champion, and Jim

Mr. Harz is also the organizer of
the Spaghetti Bowl, Play Spaghetti
Tennis Circuit which brought new
ways of advertising and promoting
pasta products, Sponsors oF the first
circuit included American Beauty,
Skinner, Delmonico, San Giorgio,
Prince, R & F, Red Cross, and Nagy
Spaghetti Sauce,

The C. F. Mueller Company : o
sored the largest childen’s clin = in
the world at Forest Hills durin; the
World Championship Tennis To ma-
ment. Sen. Connolly of Texas op ned
the youth event, Mueller gave . way
thousands of t-shirts to the chi' lren
at the clinic and invited many o the
customers to the WCT event and :ave
away spaghetti raquets, Muelle re
ports they are interested in future 3pa-
ghetti Bowl tennis tournaments.

In these tournaments all the plivers
play with spaghetti raquets, Tiou-
sands of women and children enjoyed
free tennis clinies and spaghetti din-
ners during the events, Some of the
sponsors Invited their sales people an
customers to enjoy a trade tournament
with a cocktail party and spaghetti
dinner alterwards, in most cases.

All events received good coverage
by television stations and by local, re-
gional and intemational press. Mr
Harz is a succesful tournament direc-

(Conlinued on page 30)
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Play Spaghetti Tennis Circuit
(Conlinued from page 28)

tor who makes great effort in promo-

ting these events. As the inventor of

the “Play Spaghetti” stringing system,

he was interviewed by local and na-

tional television and press.

Mr, Harz is also the President of the
International Open Tennis Federation,
This organization endorses many pro-
ducts, Mr, Harz suggests that it would
be a good recommendation to have
the IOTF endorse pasta and sauce
products as “pasta products are ener-
gy loaders for sport minded people.”

Sponsorship Package

A sponsorship package for a Play
Spaghetti Tennis Tousnament runs
$5,000. But as pasta products are not
only energy providers for tennis play-
ers, Mr. Harz would like to introduce
the idea of having pasta promoters
sponsor other sporting events such as
soccer, raquethall, jogging, marathons,
etc. He can be contacted at Telephone
(402) 553-3770; P.O. Box 6414, Omaha,
NE 68108. He has established a sports
promotion service to handle the needs
of such sponsors,

Campbell Sales and
Earnings Up

Campbell Soup Company recorded
Increases in both sales and earnings in
the first quarter of its 1980 fiscal year,
Harold A, Shaub, President reported.

Consolidated sales for the quarter,
which ended October 28, reached
$621,835,000, for an increase of 17%
over sales of $533,008,000 in the first
quarter of last year,

Net earnings rose to $33507,000,
compared to 330,930,000 in the first
quarter last year. Earnings per share
increased by 11% to $1.02, from 92
cents per share in the quarter last
year,

Newly-acquired businesses account-
ed for more than a third of the Com-
pany’s total Increase in sales during
the quarter, Mr, Shaub said,

Gattuso in Montreal and German
Village in Wauseon, Ohio were ac-
quired this year,

The Company announced earlier
that it has agreed in principle to sell
its Herfy's Corporation subsidiary to
Winmar Company, Inc, a subsidiary
of Safeco Corporation, Herfy's Cor-
}mration operates th Herfy's chain of
ast-food units in the Pacific North-
west
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Marshall Foods Reports

Second Quarter Results

Marshall Foods, Inc. (ASE-MFI) re-
ported a net profit of $23,000 or 3
cents per share on net sales of $19.-
061,000 for the fiscal second quarter
ended September 29, 1879, compared
to a net profit of $138,000 or 15 cents
Fcr share on net sales of $17,657,000
or the like period last year.

For the six months, the company
reported a loss of $386,000 or 42 cents
per share on net sales of $37,928,000,
compared with a year-earlier loss of
$158,000 or i8 cents per share on net
sales of $34,369,000,

The company said that the second
quarter profit, while nominal, repre-
sented a significant improvement over
results of the first quarter, for which
an adjusted loss of $409,000 or 45

Egg Products Under Federal Inspection, United States

cents per share was experienced See
ond quarter results of the year-c .lje
period, further, were favorably (fee
ted by the sale of property, i wa
noted.

“We are continuing with our ap.
gressive company-wide reorganization

rogram aimed at improving piofita
Elllty, contralling expenses and er.
panding market share in all divisions'
company president David ], Weiner
stated,

Egg Production

Nation's laying flocks produced 57
billion eggs during October; layers on
Nov. 1 totaled 287 million both 1%
more than last year. Eggs in incuba
tors on Nov. 1 at 39.5 million were up
3% from a year ago.

ITEM

Shell Eggs Broken

Edible Liquid from Shell Eggs Broken:
Whole
White
Yolk
Tolal
Inedible Liquid from Shell Eggs Broken

Liquid Egg Used in Processine:!
Whole
White
Yolk
Total
Ingredients Added in Processing?

Liquid Product Produced for Immediale
Consumption and Processing:?

Whole Plain

Whole Blends

White

Yolk Plain

Yolk Blends

Total

Frozen Product Produced;?
Whole Plain
Whole Blends
While
Yolk Plain
Yolk Blends
Total

Dried Product Produced:?
Whole Plain
Whole Blends
White
Yolk Plain
Yolk Blends
Total

PERIOD
Oct. 1, 1977 Oct, 1, 1978
Sept. 30, 1978 Sept, 30, 1979
1,000 Dozen
688,717 687,447
1,000 Pounds
415,123 433,072
257,861 246,421
176,712 162,200
849,696 841,693
51,330 55,272
482,861 508,118
354,490 341,114
192,906 176,735
1,030,257 1,025,967
34,950 37,278
142,441 151,142
57,134 63,722
140,368 137,113 . .
19,246 16,373 foor  tics always give good reviews when the cook serves up good-tasting. wholesome noodle dishes
41,7192 42,488 . h le hard |
400,981 410,838 C l'\ t’l Sometimes the people hardest to please are
’le COOk‘ ‘l 1 sitting right around the family table. So the smart cook
148,293 150,476 n really uses her head...and serves up good-tasting
61,640 58,448 2 y t Hl 6‘ noodle dishes.
57,217 50,476 @ uss cus o e But the best noodle dishes begin rIun|.; hufl'nlru lI-.r.-\-I
16,061 11,085 t o reach the table. They begin on the farms of the northern
68,480 69.”3 aS O LSC plains, where the nation’s best durum wheat is grown,
351,751 330,65 From this durum wheat, Amber Milling mills fine
h'er ILOO e. pasta ingredients...Venezia No. 1 Semolina, Imperia
11,090 8,953 Durum Granular, or Crestal Fancy Durum Patent Flour,
f;"::f ";:g;: At Amber Milling, we're serious about pleasing our

] bout quality. So we
X 83 iy, customers. W_e know you're fussy a L .

|22§: l; ;so ” % deliver semolina and durum flour that makes it easier for

74,490 77,192 you to please all your “fussy” customers. Specify Amber! T

! Includes fruzen eggs used for processing. Excludes ingredients ndded.

2 Includes all non-egg ingredients ndded.
3 Includes ingredients added,

" 4 AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn, » General Offices at St Paul, Minn, 55105/ Phone (612) 6469413
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The market for food eaten away
from home—the food service industry
~has grown rapidly since. the eurly
sixties. This growth has had a mixed
impact on total demand for farm com-
modities.

The retail value of food and nonal-
coholic beverages consumed away
from home in 1978 was estimated at
8874 billion, Of this total, farmers
received approximately $2/ “iMinp;
food processors received < .. .l
billion; and the wholesale ... us
approximately $39 billion,

The significance of this market is
apparent when its output is compared
with the value of total food consumed
—about $250 billion, or $1,144 per per-
son in 1978, The retail value of food
moving through food service outleis
approximated $400 per person, or $1
out of every $3 spent on foor),

At no other period in 'S, history
has a shift in food purchasing prac-
tices been more pronounced. As in-
comes Increase consumers have been
spending relatively more dollars on

repared meals and snacks purchased
rom food service establishments and
less for food purchased from grocery
stores for preparation and consump-
tion at home,

Since 1060, the retail value of the
market for food away from home has
rrown at a compound rate, adjusted
h:r inflation, of about 3 percent annu-
ally. Expenditures on meals and
snacks away from home increased
from about $1 out of every $4 spent
on food in 1860 to $1 out of every $3
in 1078,

This increase is associated with ris-
ing disposable income and changing
lifestyles. The demographic composi-
tion of the population has also chang-
ed. Examples include teenagers fre-
quenting snack shops and hamburger
stands; collepge students often without
facilities, inclination, or time to cook
for themselves; working wives with
less time to prepare meals at home;
and older people less able to cook at
home,

Future changes in these factors,
with the possible exception of those
involving relatively more teenagers
and college students, should impact
positively on the market for food
away from home. Thus, this market
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AN OVERVIEW OF THE FOOD SERVICE INDUSTRY
by Michael Van Dress in National Food Review

likely will continue to grow at a rate
faster than the total market for food.

Market Composition

The market for food away from
home, including both public and in-
stitutional eating places, consists of
more than 500,000 outlets. Public
eating places—which exist primarily
for profits—may be part of a larger
facility, such as a soda fountain in a
drug store or a snack bar in a bowling
alley, Or they may be separate eat-
ing places in which most revenue is
derived directly from sales of prepar-
ad meals and snacks, Separate eating
places account for as much as 85
percent of the value of meals and
snacks sold by public eating places.

The institutional sector includes es-
tablishments where the food service
operation usually is supportive and of-
ten nonprofit such as universities, san-
itoriums, and homes for children.
Schools and hospitals are the largest
markets in the institutional sector, An
institution usually serves three times
more people than does a ﬁuhllc eating
place. But because of the relatively
small numbers, institutions account
for less than 40 percent of the retail
valug of all food consumed away from
home,

Patterns of Change

Historical data are not available on
all segments of the industry, but infor-
matipn is available from the Census
of Business which reflects trends
among retail business that provide
meals and snacks, These data also re-
flect trends in market shares among
types of food service firms of different
size and ownership.

Between 19063 and 1972, sales of
meals and snacks by the retail trade
increased 48 percent, after adjusting
for inflation. Eating places—whose
major source of revenue is meals and
snacks—maintained average sales in-
creases similar to those of the total
retail trade.

Food vending operators and food
service in grocery and department
stores also increased significantly, Ap-
parently grocery stores did not place
much emphasis on selling meals and
snacks until 1967, and actually incur-

red a total sales decrease of 10 percent
between 19683 to 1967. From 1907 1o
1673, however, constant dollar sales
of meals and snacks by grocery stores
increased B4 percent. Grocery stores
are expected to increase their partici-
pation in food service in the future,

Shifts in the market shares of the
different types of food service estab-
lishments are important since they re
flect changes in the nature of con-
sumer food demand, Such changes im-
I:nct on suppliers to the away-from-

ome market.

There are five types of eating
places—restaurants and lunchrooms,
cafeterias, refreshment (fast food)
places, caterers, and food contractors,
Since 1963, real sales in cafeterias and
by food contractors incieased slightly
as a percent of total eating place sales,
and sales of caterers decreased slight-
ly. The greatest shifts in markel
shares, however, involved fast fond
places and restaurants and lunch
10oms, While fast food places more
than doubled their share of sules of all
eating places—from 15 to 82 percent- N
between 19683 and 1978, the share of
sales in restaurants and lunchrooms
declined from 71 to about 50 percent.

CONSTANT DOLLAR SALES
PER EATING FLACE

Number 1963 1967 1972
of Units Thousand Dollars

Single 63 68 n
Two or three: 104 142 L]
Four to ten 145 185 52
11 or more 206 214 ‘53
Average mn B0 92

1967 = 100.

Source: U.S. Bureau of the Census Cen
sus of Business for the respective yeu

—

Fast Food and Franchising

The increased demand for fust
foods gave impetus to developmets in
franchising, nft'i'mugh a few franchis
ors were In business prior to gene
national acceptance of fast foods. In
1972, franchise holders and franchis
ing firms together operated an usth
mated 33,000 fast food outlets with |
total sales of $7 billion, By 1978, sales
had increased to about $17 billion.

Growth was s lar for som¢
franchising firms, Between 1965 and

(Continued on page 35)
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For its outstanding contribution
to the macaroni industry
through achievement of a
widespread reputation

for quality pasta among millions
of diners in Boston

since 1921, ..

STELLA OF BOSTON

is hereby recognized by

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

Italian cooking...

la buonacucina italiana e famosa.

January 1, 1980




fooc Service Overview
(Continued from page 32)
1977, 'he number of fast food franchis-
ing fi s included in the tn&) 100 firms
more than doubled according to an
anuail listing by Institutions, a trade
blication. Growth was so rapid dur-
ing this perfod that some fast food
franchising firms now included in the
top 100 firms were not in business or
large enough in 1965 to be included
as one of the 400 largest food service
firms.

Size and Ownership

Establishment size, as measured in
constant dollar sales, has increased
substantially since 1963 for all firms
that operate eating places. Real sales
per establishment increased 30 per-
cent between 1963-72, In 1972, sales
per establishment for single-unit firms
were only half as large as for firms
with 2 to 3 outlets and about one-
quarter that of establishments oper-
ated by firms with 11 or more outlets,

Although single-unit firms still have
more total outlets and account for a
greater percent of total eating place
sales, their share in both categories is
declining rapidly. Single units accoun-
ted for over 80 percent of total eating

DISTRIBUTION OF EATING PLACES BY SIZE OF FIRM

Number Estublishments
of Unlts 1963 1967 1972
Single %0.8 904 853
Two or three 4.0 30 4.0
Four to len 14 1.6 24
11 or more 38 5.1 B4
Total 100.0 100.0 100.0

Sules
1963 1967 1972
Percent

804 774 65,9

58 53 6.3

29 7 4.7

11.0 13.6 23.2

100.0 100.0 100.0

Source: U.S. Bureau of the Census, Census of Business for the respective years.

place sales until 1963, By 1967 their
share had dropped to 77 pereent, and
by 1972, 68 percent. Multi-unit firms
with 11 or more outlets captured
much of the market share lost by
single units, increasing their share
from 11 percent in 1963 to 23 percent
in 1072,

Although the decrease in number
and sales of single-unit firms from
1867 to 1972 was twice as much as in
the preceding 9 years, the duta may
understate the actual decline of the
independent operator. This is because,
in 1972, many of the single-unit firms
were affiliated with a franchise con-
cern,

It is expected that single-unit opera-
tors will continue to leave the indus-
try until the remaining single units

vither afRliate with other food service
operators or wholesalers to gain effi-
ciencies and services needed to com-
pete with the multi-unit rmns, or they
are left to Al the food service needs
not adequately provided for by the
larger firms.

Implications

Consumers probably will continue
to spend relatively more on meals
away from home as incomes rise and
as the number of women employed
outside the home increases. The total
cost for preparing food purchased for
consumption away l'rmu\mmv is high-
er than for food prepared at home. As
consumers increase their share of food
consumed away from home, their total
food expenditures also will rise since

{Continued on page 16)
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(Continued from page 35)
gross margins are higher in the nway-
irom-home market,

Growth in the food-away-from-
home market probably will not reach
the record high level established dur-
ing the sixties in the near future, Thus,
competition is cted to intensify
among eating establishments. The re-
sult will likely be an increase in mar-
ket share by multi-unit firns,

Growth in the food service market
will have a varied impact on the de-
mand for agricultural products and
the manner in which they are proces-
sed, packaged, and marketed. Farm-
ers, commodity groups, and suppliers
that recognize and are able to adapt
to these changes and to the special re-

uirements of food service frms
should benefit from the expected con-
tinued growth in away-from-home
eating,

Americans Still Too Fat

Our consumption of calories may be
down, but obesity is more prevalent
today than it was in 1865 according to
the United States Department of Agri-
culture. Those findings come from the
partment’s 1977-78 Household Food
Consumption  Survey. According to
Mark Hegsted, director of the USDA's
Human Nutrition Center, calorie con-
sumption for individuals is generally
down — as much as 20 per cent in
some groups — yet the prevalence of
obesity is greater than it was in 1965,
especially among the low income,
Hegsted  delivered his  preliminary
Iwh at the consumption survey to the
Community Nutrition Institute's Con-
ference on Nutrition and the Ameri-
can Food System,

“Americans nrc(})emmin more and
more sedentary despite the in
kick,” he added, !-}egstcd rfp%%tcﬁ
further, that the average American
woman consumes orly 1520 calories a
day, less than the recommended die-
tary allowance (RDA) of 2,000 calories
(with upper and lower ranges of 1600
and 2400 calories). He said the decline
in energy (or calorie) intake to control
obesity makes it dificult for women
and the elderly to meet the DRA’s for
many nutrients,

Other findings Hegsted reported
from the study, which is the A’rost to
be conducted since 1085, include:

e Fat consumption has declined
since 1965 when fat made up 42 to 45
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Dr. D. Mark Hegsted
per cent of our caloric intake versus
the 39 to 42 per cent in 1977.

e Americans are getting about the
same quantity of popular vitamins and
minerals as in 1965, though he said
this may be due to highly fortified
breakfast cereals,

e By commodities, milk consump-
tion is down slightly while cheese is
way up. Eggs are down; beef slightly
down; and meat, poultry, and fish are
all sairewhat down, Animal products,
hiwerer, are slightly up i relation to
vesetable products. Grain products
are :lown, dark green vegetables are
up, and potatoes are even with 1005,

o Carbohydrate consumption as a
percentage of calories has remalned
the same since 1065, although Ameri-
cans are eating 129 pounds of calorie
sweetener yearly versus 113 pounds in
1962, due to high soft drink consump-
tion. As for our consumption of soft
drinks, that is especially up among
teen-agers; alcoholic beverage con-
sumption is also up.

School Lunch Studies
Food products which school dis-
tricts buy from local suppliers for
their lunch programs at ,;nst equal
and in many cases are better than do-
nated government-bought foods, ac-
cording to a study conducted by the
National Frozen Food Association.
The NFFA study was made of the
eight school districts nationally which
were selected by USDA to test cash
instead of donated government foods
as an option for the National School
Lunch Program. This year, the United
States Department of Agriculture ex-
to spend about $700 million to

uy foods for school lunch programs.

School districts participating in the
National Frozen Food Association
Food Quality Comparison Study were:
Qakland, California; St. Louis, Mis-

sourd; Williamsville, New York Rice
ville, Iowa; Washington County Fly.
ida; Dayton, Ohio; Boise, Idal, ; gy
Joneshoro, Arkansas.

Cash Purchases

Another national test conducied Iy
the U.S. Department of Agriculture iy
eight school districts points the way o
8162 million a year in food cost saving
for school lunches according to a stu.
dy by Kansas State University, The
school districts used cash instend of
donated government-bought foods in
their lunch programs during the 197
79 school year.

Urban, rural and suburban schod
districts were part of the test. The
were selected by USDA following a
mandate by the Congress that not
more than 10 school districts be selec
ted to test cash instead of donated

overnment-bought foods as an option

or the National School Lunch Pro-
gram,

The test school districts were: Rice-
ville, Towa (enrollment, 785); Chipley,
Florida (enrollment, 8,124); Jonesbor,
Arkansas (enrollment, 4,997); William-
sville, New York (enrollment, 11,717
Boise, Idaho (enrollment, 23,000); Day-
ton, Ohio (enrollment, 35,000); Oak-
land, California (enrollment, 60,000)
and St. Louls, Missouri (enrollment,
67,216).

All the school districts now get do-
nated government-bought foods again
as they did before the test. Cengress
is expected to hold hearings n the
test results next year,

The Kansas State University cport
was commissioned by the N ‘iondl
Frozen Food Association and com
pleted by Dr. Donald B, Ei ckson
of the Kansas State University Agri
cultural Economics Departmen: Joite
ing the National Frozen Food A ocie
tion as cosponsors of the Kansa State
University Study were five oth r
tional food industry trade associ. -ions
National Association of Meat P rvey-
ors, National Food Brokers A: ocir
tion, American Frozen Food Ins itute,
Foodservice Organization of Dis ribu-
tors, and the Institutional Foods: rvice
Distributors Association,

Kansas State University was asked
to compare food costs and total costs
for preparing and serving type 4
school lunches in the eight pilot pro-
ject school districts looking at th
gdor school year in which the school

istricts received donated government
commodities (1977-78) and then the
cash year of 1978-79,
(Continued on page 38)
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or More Processing Lines

PROCESS ADVANTAGES:
+ Permils greater line
yislus. Packaging line
breakdowns do nol cause
process line shutdowns

» First product In |s first
out

o Allows single B-hour
packaging shift on 24-
hour/day ine

« Very uniform product
discharge rates

. Auiamnl:c‘d t:'-d. ac-
cumulation scharge
with it or no breakage
of delicate and fraglle
products such as flakes,
chips, peliets, e

Items, noodles, frozen
Rems, oic.

FIE

TRAVELING

CONTINUOUS BELT STORAGE SYSTEM

Al wing Constant Accumulation of Non-Free
an | Free Flowing Products from One

e e
:

PATENT NUMBERS

3,877,685, 3821,853
OTHER U S. AND FOREIGN

PATENTS PENDING

UNIQUE FEATURES OF

THE ADVANCED STORAGE

MACHINE FEATURES:

vibral

siream o Single, double or triple storage lavels,

FOOD ENGINEERING CORPORATION
2765 NIAGARA LANE ® MINNEAPOLIS, MINNESOTA 55441 ® PHONE: (612) 559-5200

attached 1o positively

AND ACCUMULATION SYSTEM

Patented maving gate discharge system allows controlied dis-
charge of products n? conalstant rates e Traveling Infeed shuttle uses
seli-contalned, simple mechanical drive system for product sensing
and spreading, as well as forward and rearward movement. It obtains
power from the conveyor belt bringing product to it  Stalniess sieel or
aluminum stoi conveyor slats are A
carrier roller cm. No belt lru‘::m problems at wm'hugr!:::n:
Dynamically balanced tory discharge conveyor -
ing devices or level controls. Products are discharged in a very uniform

driven

EST. 1920

3 -Semolina and Flour Analysis.

5 ~Sanitary Plant Surveys.
6—Pesticides Analysis.

8—Nutritional Analyals.

(201) 440-0022

C uulting and Analytical Chemists, specializing in
ai matters involving the examination, production "
d. i labeling of Macaroni, Noodle and Egg Products. .

1 -Vitomins and Minerals Enrichment Assays.
2 —Erg Solids and Color Score in Eggs ond 4.
oodles.

4 ~Micro-analysis for extraneous malter.

7—Bacteriological Tests for Salmonello, ete.

JAMES and MARVIN WINSTON, DIRECTORS
P.O. Box 361, 25 Mt, Vemnon St.,
Ridgefield Park, NJ 07660

WINSTON |

LABORATORIES, Inc.

w

PASTA MACHINERY FOR SALE

SPAGHETTI LINE, Discontinuous but automatic this line
is fully reconditioned in operating condition and com-
plete from press to semi-automatic packer. Line capacity
3 tonne per day. Press outpjut 400kg per hour.

Price $80.000

. SPAGHETTI LINE. Discontinuous but automatic this line

consists of new drying tunnels with reconditioned press,
stripper and automatic packer, Line copacity is 6 tonne
per day. Press output 400kg per hour.

Prica $120,000

NOODLE LINE. Fully reconditioned semi-automatic line
for the production of nested products, cannelloni, and
other large pasta shopes. Also suitable for macareni and
other shorigoods. Copacity 300kg per hour,

Price $30,000

SHORTGOODS LINE, Fully reconditioned and oulomatic
line for production of macaroni ond other short pasta
shopes. Cor. ists of a Pavan press, predryer, 2 x 5 metre
ond 2 x 7 metre Rotanti drying chombers, oll conveyor
systems, storage silos. Quiput 500kg per hour.

Price $130,000

. SILOS, Fully automatic silo system fct above lines con-

sisting of 3 x 6 tonne ond | x 12 tonne silos, semolina
blending unlt, oll blowers, conveyors ond electronic de-

vices.

etc.

Price $40,000

. Sundry other equipment include Ravioli, Tortalini plant,

Interested parties are asked to write or call.

NAPOL! PASTA PRODUCTS PTY. LTD.

37 Hector St.
Osborna Park 6017,
WESTERN AUSTRALIA

Telaphone 09-446.9811.

IANuary, 1980

37




Service Managers Make

As uncertain economic conditions
force food processing and food service
executives to keep careful watch over
their budgets, industry fup manage-
ment is paying increased attention to
the hiring process, Hiring the right
person isn't easy, and even managers
with years of screening and interview-
ing experience often find themselves
making costly hiring errors,

Sometimes, locatinﬁ the right person
is only half the battle. According to
Walt Heyne, president of Dunhill of
Fayctteville, Arkansas and a member
of o nationwide network of Dunhill
recruiters who specialize in placing
qualified people in the food processing
and food service industries, many in-
terviewers inadvertently “turm off”
prime prospects through poor inter-
viewing techniques.

“Although there is no one correct
way to interview and hire, there are
some common mistakes which many
managers make during this all-impor-
tant process,” says Mr. Heyne.

Based upon many years experience,
and thousands of interactions with in-
dustry executives, Mr. Heyne offers
the following tips on interviewing,

e Conduct an organized interview,
without intertuptions. Don't keep a
candidate waiting, This will allow you
to devote full attention to the candi-
date, and will impress him or her with
your consideration,

e Develop concrete criteria for the
job and ask candidate specifically how
their experience fits in with your
needs, A complete job description will
also tell the candidate exactly what
he or she is being offered, leaving no
doubt for confusion later on,

e Don't be oversold by glowing ad-
ectives and r1osy pictures, Questions
ike “Tell me step-by-step how 'ou
handled your last major project” are
Letter than, “What kinds of projects
have you been involved with,”

e Don't turn a prime prospect off
by letting the hiring process rag on,
or by not showing enough interest,
The candidate will rightly question the
merit: of working in a place where no
positive: ieedback has been received,

e Make out-of-town candidates
feel at home, Try to minimize their
out-of-pocket expenses and pay par-
ticular attention to the spouse, They
are usually very influential in the can-
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Hiring Mistakes Food Processing/Food

didate’s final decision to accept or re-
j2ct your offer.

e Make sure that any le in ad-
dition to yourself who \Eﬁ? l';m inter-
viewing the candidate are trained in
interviewing techniques,

o Don't overwhelm a candidate
with batteries of tests, Conduct only
those tests which will yield informa-
tion you consider necessary to making
your decision,

e Keep your commitments, Call a
candidate back when you say you will,
and always confirm your offer in writ-

ing.

Rapid Restaurant Growth

® Eating and drinking place sales in
the United States increased fromn
$36.9 billion in 1872 to $83.3 hillion
in 1977, for a gain of 71.8 percent.
® Sales for separate eating places in
the U.S. were up 83.0 percent com-
Pmd to a'gain of only 18.7 percent
or drlnk‘i)r(lig places during the five
year period.
The number one ranking state in
cating place sales is California, with
sales of $7.3 billion, while New
York with each placd sales of $4.3
billion is a distance second.
Eighteen states doubled their eat-
ing place sales between 1972 and
1977, with most of these states lo-
cated in the faster growing Southem
and Western areas,
Eight states had decreases in the
number of eating places, with six of
these states located in the northern
half of the nation.

The number one eating place sales
region is the East North Central Re-
glon with sales of 8105 billion,

. ely followed by the Pacific Re-
gwon with $8.9 billion in sales,

Sales Up Dramatically

Preliminary date from the 1977 Cen-
sus of Retail Trade indicate that eat-
ing and drinking place sales in the
United States increased from $369
billion in 1872 to $83.3 billion in 1077
for a gain of 71.8 percent. Total retail
sales on the other hand, were up only
58.1 percent during the same five year
period. The 71.6 percent sales increase
for eating and drinking places, the
largest among all the major retnil cate-
gories, was closely followed by the

G7.8 percent sales gain for ga Jline
service stations and the 66.8 i cen
gain for automotive dealers,
Nationwide eating places sali . ad.
vanced 83.0 percent between 1972
and 1977, for an average annual sales
increase during the five year pri
of 12,8 percent. Total sales for cating
I)Iuces in the U.S. reached $55 bil-
lon in 1977, up from $30.4 billion i
1072, Drinking place sales, which
equaled $7.7 billion in 1977, were u
only 18,7 percent from their 1972 Iv\':-r.

School Lunch Studies

(Continued from page 36)

Highlights of the KSU report “Cost
of Producing Type A School Lunches
~USDA Donated Commodities Versus
Cash in Lieu of Commodities” follow
together with a summary of its con-
tents.

— As the national consumer priceindes
for food eaten away from home was
going up 10%, the food costs of six
of the eight cash school lunch pro-
Ernm actually went down . .. and

y an average of 3.6¢ per meul ...
nationally that could mean up to
$162 million in food cost savings for
hard pressed school foodservice pro-
grams with cash instead of govem-
ment-bought foods,

— Deflating  1978-79 food covs to
1977-78 levels, every one «! the
eight school districts reduced their
food costs with cash below vhat
they had been the year befor with
donated government-bought s
.+« and the average decreas wis

~ 6.5¢ per lunch. There were 4 bl
- lion school lunches served « ring

the 1978-79 school year.

— It made no difference whet or a
school district was large or mall
urban or rural, or even suburh. 1...
cash was o winner over do ated
government bought foods in - very
case,

— School districts refuse some doiated
foods . . . nchody refused cash

— Total costs for putting a lunci on
the cafeteria table went down with
cash in four of the eight test school
lunch programs while the cost of
food eaten away from home went
up 10% nationally, Deflating 1978
79 school year costs to 1977-78 costs
for putting a school lunch on the
table, in every test school district
the cost went down or remained the
same with cash.
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Introducing Hoskins Company

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

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

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

Cherles M, Hosking

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

We acted as consultants in designing a number of new factories and expandir;\g old
factories. This included the Creamette Company, American Beauty, A. Zerega’s Sons
and Ronco.

n the 1960’s the name was changed to Hoskins Company and the nature of the busi-
tess was changed to a Manufacturers Sales Representative for:

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

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

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

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

CLERMONT, a manufacturer of noodle cutters, noodle sheeters, Chinese noodle
production lines, crepe manufacturing lines and related equipment.
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ANALYSIS OF AN APPETITE

From the National Restaurant
Association News

Food,

It's that simple. And according to
Dr. David Solomon, a practicing pro-
fessional member of the Chicago In-
stitute for Psychoanalysis, the whole
idea of food and eating out is impor-
tant.

“When I listen to talk—after rac-
quetball, in a bar—it isn't about sex,
It's about where these guys have eaten
lately,” he said, “It's amazing. Every-
one discusses food,

“We've even reached the point
where vacationers decide what they're
ﬁoln to eat before deciding what

hey're going to see,”

There are several reasons why the
topic has earned its incredible popu-
larity, Solomon explained. “Eating out
is like getting your wishes fulfilled
and your needs taken care of, Cus-
tomers have the idea that what they
want will be forthcoming, that things
are being done especially for them.”

Food is a median, he added. “It cre-
ates a comfortable feeling and elemi-
nates barriers, It's also sharing—you
break bread with friends.”

Perhaps that explains why so many
important events tend to happen in
restaurants — celebrations, arguments,
proposals, discussions, anouncements
and confessions.

Food Relaxes

“You can always tum to food or
drink to reduce the intensity of what's
going on,” Soloumon noted. “It can
e a way of exchanging; a way of ligh-
tening the load,

“Actually, it's only natural that more
personal, social and business relation-
ships take place over food, More time
is Leinv spent in restaurants, Why
shouldn’t personalities be involved?”

As consumer expectations change,
Solomon pointed out, dining estab-
lishments must cater to these new
needs and desires, "Eating out is a so-
cial event. It's a form of entertain-
ment.”

As a result, diners are more con-
scious of both attitude and service,
“People will go back to a place time
after time if they're recognized. They
want to feel specinl and important.”

The worst thing o restaurant can
do, Solomon maintained, is rush cus-
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tomers in and out, “It's a terrible feel-
ing—I compare it to an assembly line,
All the enjoyment is destroyed.”

Tastes are another thing that have
a way of changing. And according to
Solomon, adaptability to change—or
lack of it—says n great deal about a
person,

He looks at the “Meat and Potatoes
Man"—the customer who orders stenk
in an Italian restaurant, beef minus
the wellington in a french restaurant
and turf without the surf in a seafood
restaurant,

Other Restaurant Types

“There are some people who eat the
same thing constantly. When they
dine out, they order exactly what they
eat at home,” Solomon said,

“Others—continually searcizing for
the ultimate high—always want to try
something new, It has to do with one’s
sense of adventure. In fact, the in-
crease in adveniuresomeness directly
relates to the success of ethnic restau-
rants; the willingness of individuals
to taste things they've never sampled
before.”

Other resturant-goers prefer to cre-
ate their own edibles at salad bars or
buffets. Choosing from a variety of
items—from different tastes and tex-
tures—appeals to many diners,

Self service has a variety of strong
points, Solomon explained. “Many like
the feeling that they can have as much
as they want. They relate abundance
with value, Others want to be sure
that what ever they want will be end-
lessly available,”

However it's graduates of “the clean
plate school” who have the most trou-
hle at salar bars, They certainly won't

lose weight,” Solomon remarked, “and
nine times out of 10, they leave the
table groaning.”

Solad Bar Whets Appetite

Yet overall, an attractive salad bar
whets the appetite for what's in store.
And in most cases, showing off a tem-
pﬁlllg food display is a terrific selling
tool,

“One glance at a chocolate cake
works like magic—better than dozens
of menu descriptions, There's no ques-
tion that seeing un item makes one
more likely to order it," Solomon said.

Throughout the entire meal, he no-
ted, today's diners want service peo-
ple to be knowledgeable, attentive
and efficient, “Customers want to

know how things are made and vhy
ingredients are used. They w: it 1
feel that they're in good hands,

“As a restaurant-goers become nore
sophisticated, they consequent] e
come more demanding.”

One thing Solomon would like to
see, however, is people feeling freer
to send back an unsatisfactory meal.
“Too often they confuse being usser.
tive with being aggressive. They think
someone will disagree or get angry
with them,

“Overcoming the fear of exchang.
ing a dish gives one an [ncmlib%e
feeling of actomplishment, And the
truth is, they're helping the restaurant
by providing feedback.”

According to Solomon, the pairing
of customer opinion and operator at-
titude can be dynamic. “Creating a
feeling of goodwill makes all the dif-
ference in the world, People thrive on
that bit of ‘special’ treatment or ‘extra
attention.”

And if he had a restaurant Solomon
said customers would know that they
were appreciated.

“When you buy someone a drink,
the actual cost to the operation is
minimal. The same goes for sharing
a new dessert, Both are good business
—ways a restaurant can say ‘thanks for
coming.’

“People want to be served. They
want good food and they want fo be
entertained. And that's what t! «y're
willing to pay for,”

The Importunce of
Interpreting Demographi: s

Changes in demographics ant coir
sumer lifestyles can lead to trer nd-
ous marketing opportunities. But hese
changes are happening so rapic v, it
Is no longer enough for retailt s to
have the facts at their fingertips. suc
cess in retailing depends largel on
how these facts are interpreted.

Speaking et the Food Marketin ; In-
stitute’s fall conference, Thomis 5
Carroll, president and chief executive
officer of Lever Bros, end chairman of
the Grocery Manufacturers of Amer-
ica, sald “the art is interpreting the
facts, deciding what the changes art,
what the growth and consumption is
and what it means to us.”

Although Carroll was addressing re-
tailers and manufacturers in the [

{Continued on page 42)
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INNOVATION ~ DESIGN
(.OMPLETE LINE MANUFACTURERS OF PASTA AND
CHINESE NOODLE PROCESSING EQUIPMENT

T 5,

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

A precooked Lasagna strip or sirlps can be made
without using the fill apparatus — and cut to your re-
quired lengths.

COMPLETE LINE OF CHINESE NOODLE

CANNELONI-MANICOTTI LINE

COMPLETE LINE OF PASTA

EQUIPMENT FEATURING: MACHINERY MANUFACTURED BY VOLPI:
*Ravloli Machinery Sheeters (Single and Two Station)

*Tortellini Machinery Compactors

*Shester—Kneaders Skin-Cutters

Three and Five Bag Mixers
Fortune Cookle Equipment
Folder/Stackers

*Also Available Combination Ravioll/Tortellini
Gnocchi Machinery

Extruders *Ara U.5.0.A. Approved

CONTINUOUS NOODLE
CUTTER LINE

'OLPI NOODLE CUTTER SHEETER/KNEADER/

Large production Noodle Cutter for

ninese Noodles leaturing live sels stalnless Takes your mix and sheets,
80l cutters to your specificationa (Instan- kneads and culs in one opera-
‘aneous removal of same for clelmng 'pur- tion. die aulomatically — blending, mixing,
-oses); automalle length — cutting and fold- kneading, sheeting, culting and folding
ing/stacking to your specifications as well as in one Continuous Line.

Press a bution and Kou'ra pro-
ducing 600 ¥ 1o 1750 # per hour of noo-

VOLP! & SON MACHINE CORP.
SSBROOK®

2043 Wellwood Avenue, East Farmingdale, L.\, New York 11735

automatic dusting.
] n
giacomo toresani

(518) 293-4010 « (212) 489-5922 « TELEX: 647031
Represented on the West Coast by: Smith & Green, 407 Dexter Avenue Norih, Sealile, Washinglon 88108, Phone: 206-682-2611

INuary, 1980
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Interpreting Demographics
(Continued from page 40)

industry, he used Bloomingdale’s, u
New York department store, as an ex-
ample of strong marketing,

Bloomingdale’s Philosophy

“Bloomingdale’s has a philosophy.
They want to get in on a trend very
early, and when it's peaked, get out.
The whole idea of that merchandising
strategy is to pick it up on the way up,
to get into it before the competition
sees it,” he said.

Today, the country is facing some
very pressing problems—rising infla-
tion, a gathering depression, a shrink-
ing dollar and soaring interest rates.
“If the pessimists aren't happy now,
they never will be,” Carroll mused.

However, marketers who are in a
position to take advantage of consu-
mer attitudes and changing lifestyles
can expect some boom years ahead.

He characterized the consumer of
the 1880s as being more “selfish” than
his counterpart of 20 years ago. “They
are less outer directed and more inner
directed,” he said, and as a conse-
(quence are more concerned with tak-
ing care of their bodies,

“There is a new emphasis on keep-
ing fit, Health clubs are booming, in-
terest in sports are surging and a new
crop of experts is devising methods for
the care and protection of the body
and face,”

As one example, he cited the fact
that drinking habits have changed
radically since the 1850s, Now there
are fewer hard drinkers and items
such as club soda and bottled water
are big sellers,

This concern for health has spilled
over into consumer eating habits, now
more concerned with nutrition, diet
foods and the use of cholesterol. “In
1950 nobody but a few doctors knew
what cholesterol was.”

Birth Rate Drops

Carroll then pointed out to some
population statistics, noting that dur-
ing the baby boom of 1948-1084, there
were a total of 76 million births, The
peak year was 1057, when there were
4.3 million births. By contrast there
were a total of 3.3 million births in
1978 and the annual birth rate will
continue to drop.

While the birth rate is declining,
the number of households is golnﬁ up,
and approximately 50% of these
hrms:'hnlzls are occupied by only one
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or two people, This figure is likely to
rise to over 60% during the next dec-
ade, said Carroll,

“So the changing composition says
that there is an expanding market for
housing, durable ﬁoods. home fur-
nishings and household products.” In
addition, there is a trend toward lei-
sure products such as personal pro-
ducts and cosmetics, ensy to prepare
foods and fast cook appliances, The in-
creasing number of women in the
work force also affords greater sales
opportunities in these areas.

Kraft Yaits Instant Pasta

George Lazarus writes in the Chi-
cago Tribune: The new miracle at
Kraft is a line of Miracle hot dishes,
dry pasta products aimed at the grow-
ing instant-meal market.

These items, packaged in table-
ready bowls, needs no stove prepar-
ation, only the addition of boiling
water and some stirring,

They include macaroni and cheese,
spaghetti with tomato sauce, noodles
with brown gravy and mushrooms,
either in a one-serving or family-sized
package.

The Miracle hot-dish line [that's
how Kraft describes it] has been intro-
duced in five test markets which the
company won't identify.

Chances are the competition is
aware of Kraft's testing because the
Glenview-based company has entered
a new market where there is plenty of
sales action,

The main competition; Mug-0O-
Lunch (General Mills), Lunch Time
(Nestle), Cup-0O-Noodles (Nissan
Foods), and Lite Lunch (Thomas J.
Lipton, Inc,) Sanwa Foods, with its
Noodles-To-Go, is n new entry. All
these products are cither noodle or
casserole products,

In the last two years, this market
has become an $85million annual busi-
ness, though some industry observers
figure it as high as $100 million,

With other new entries about to hit
the market, grocery sources are pre-
dicting a 25 per cent increase in sales
for 1880,

How the market fares will depend
on competitive pressures and promo-
tional support. Kraft says it will spend
a lot on its new Miracle, through
Foote, Cone & Belding here,

The dry pastn market, which shot
up because of rising meat prices, has

to be hurting o bit hecause of thed
new instant meals,

As for Kraft's new Miracle, tl pn
duct is still being tested. If it nal
the grade and moves into nation.l {;
tribution, there will be more thay
few smiles in the executive suite i
Glenview,

1980 Thomas
Register Available

Microwave ovens, snacks, protey
and food handling equipment a
among the 40 product categories, r]m
2,000 companies that have Eeen added
to the 1980 Thomas Grocery Regista
now available, The three volume
2,600-page annual directory catalop
58,000 United States and Canadiu
companies under 4,050 product cate.
gories and services, Directory of the
Institutional Food Market, a supple
ment to TCR, is packaged with cad
subscription order.

Published since 1808, TGR is the
industry’s largest and most compre
hensive guide of manufacturers and
distributors. It includes importers and
exporters. International distributios
spans more than 100 countries,

TGR lists manufacturers of fol
and non-food products packaged fo
retail and institutional markets, It also
lists manufacturers of supplies, vquip
ment and machinery user.r by all seg:
ments of the industry from fiim to
table,

A ready-made sales force ol 4,30
brokers is available to manufa: uren 8
and importers. There's also a : ctin
of 2,000 of these brokers who s | fre
zen food,

More than 400 leading natior I, re
gional and local trade associatic s art
S{mttod throughout the volum: —ur
der sections or product catc orits
whose members they represent.

Users of TGR have access t 160
000 listings with full company e,
address and telephone number o . well
as a total assets gulde and suppl: me
tal data,

Other sections include public d
and refrigerated warehouses ar
brand names. The directory Is indesed
by sections and product categorivs.

Thomas Grocery Register, including
the institutional markets supplement
is 369 postage rrepn!d. Additiondl
copies of the supplement are $15 v
Write to Thomas Publishing Co-
Dept. GR80, 1 Penn Plaza, New York
NY 10001.
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Len DeFrancisci is
standard factory

What do you want with Len DeFrancisd?

Look at it this way,

A macaroni production line Is not something that you order from
a catalog, plug In, and forget about.

It's a major project.

Propery, it should be specifically designed for your plant, for the
spedific location t's going to occupy in your plant, and for the
particular environmental condltions it will meet there.

It should be installed with the same skill, and the same care and
attention with which It was designed.

And, because it Is a major piece of machinery, it should be
lovingly attended to by Its designers and builders until it Is working
to perlection — and for as long alter that as it remains in operation.

While every machine or vital component is erecled and
tested in our plant, it has to be dismantled for
shipment. When It's sel up in your plant, we
want to be sure 's set up just so.

We do this — not because we
doubt a customer's ability to put one
of our machines into operation —

equipment on every
Jemaco macaroni plant.

il's just that we want you to get everything out of our machine
we designed and built into it.

So Len, Jiggy, Joe DeFranciscl, 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 lo protect your
interests and get the machine into profitable production for you
soon after 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 fact. since we starred
serving the macaioni industry in 1911, it's the only way we've ever
known how to work.

If you'd like to work with people who work that way, why not

contact us? Ask us to make travel
arrangements for Len or one of
our men just like him.

DEFRANCISCI MACHINE CORP.

200 Walabout t., Brookhyn, .Y, 19206. 212:963:6000. TWX: 710-584-2449, Cable: DEMACOMAC NY. Western Rep. Hosking Co. Box F, Libertywile, i 60048 312-362-1031
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NO. 1 SALES FORCE MANAGEMENT PROBLEM?

St

IT’S STILL POOR UTILIZATION OF TIME AND PLANNED SALES EFFORTI

he number one problem in sales

force management still is poor
utilization of time and planned sales
effort. This key problem area was pin-
pointed following a three-year study
of field sales managers by Dr. Jack R,
Dauner, professor of marketing at
Fayetteville State University (NC) and
Dr. Eugene M. Johnson, Professor of
marketing at the University of Rhode
Island. Aside from their academic re-
sponsibilities both men are frequently
called upon to serve as management
development and training consultants
for corporations, industry associations
and governmental agencles,

The results of this most recent study
by Dauner and Johnson were obtained
from several hundred sales and mar-
keting executives who have been par-
ticipants in Field Sales Management
seminars conducted by the authors in
tsna]or markets throughout the United

tates,

The second most important problem
is inadequacy of sales training, This
came ns somewhat of a surprise in
view of more sophisticated training
techniques and the reported willing-
ness of top management to prov(ris
greater financial support for sales
training activities. In third place is
wasted lime in the office by salesper-
sons.

The questionnaire included a list
of 73 problem factors in sales force
management, 32 factors which lead to
termination, and 11 factors which lead
to voluntary resignation of salesper-
sons, Credit for the original question-
naire goes to Al N, Seares, retired vice
president of Remington Rand and two-
time president of Sales & Marketing
Executives - International. A similar
questionnaire was used for a research
project in 1059 by Seares and Jack R.
Dauner, who was then managing di-
rector of Sales & Marketing Execu-
tives Association of St. Louis, to deter-
mine key problem areas among the
500 members of that organization,
Comparisons of the results from the
1959 SME of St. Louis study and the
one recently completed are shown in
Table 1 and Table 2.

Of particular interest to top execu-
tives and field sales managers is the
ﬂndlnF that over the past 20 years
there has been relatively little change
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Comparati i >
ve Analysis of Top Problems In Sales Fi M

By Rank ;'Fm o? M;I.emm TiEas
DaunerJohmson Study (1979) Versus SME of St. Louls Study (1939)

Sales Force Management Problem 1979

Poor Utilization of Time and Planned Sales Eifort
Inadequacy in Sales Trainin

Wasted Time in Office by galewmons

Too Few Sales Calls During Working Hours
Inability of Salespersons to Overcome Objections
Indifferent Follow-up of Prospects by Salespersons
Lack of Creative, Resourceful Salesmanship
Meeting Competitive Pricing

Lack of Sales Drive and Motivation

Recruitment and Selection of Sales Personnel

=L -F RN - RF WSS X

TABLE 2

Compamative Analysls of Top Problems with Sales Persons
Which Result in Termination
Dauner-Johnson Study (1979) Versus SME of St. Louis Study (1959)

Problems with Salespersons 1979

Poor “;cllik Hahll; o it
Lack of Resourcefulness, Initiatlve and Fact Findin,
Inability to Sell from Beginning to End—Closing .
Unwillingness 1o Canvass and Establish New Contacts
Inability 1o Meet Objections; Slow, Unresponsive
k::mf Eﬁvuullignumdu&ﬁﬁmmem

are an R
Lack of Vision and Crenfva 'oqlh!n.klnl e
Lack of Self-Confidence and Sustained Enthusiasm
Negative Attitude, Lack of Sales Interest

[=R-1- o F- AP Y R

in the top 10 problems In sales force
management or in the primary reasons
for termiration of sales personel. A
careful review of both tables will bear
this out. These similarities suggest that
even in the dynamic sales nmgl market-
{ng functions change comes very slow-

bination of salary, comn
and/or bonus, 80% ; drawi
count, 8% and straight co

have occurred since 1959.

e The average length of tim:
in basic sales truining w

y.

For example poor utilization of time weels yersns 105 weels
and pl sales effort has not lost its o The average cost of basi
place over the past 20 years as the No, training (not including sa)
1 sales force management problem, In son’s salary and travel ex
addition, poor work habits continue was 83,000 against 82¢
to be the top problem with salesper- 1959,
sons who are terminated and lack of @ The average span of cont
resourcefulness, iniative and fact find- 1879 was one supervisor fo
ing is a close second on both lists, 6.7 salespersons, This con

The questionnaire was also used to to one for each 8.0 supervi:
collect additional information about 1859. Thus it would appeu
the sales management function. Analy-

there is a tighter span of ¢
sis of the responses indicates that; over the sa?cs fulE:Hnn th.
e The average starting compensa- the past,

1959

=

— 0 A A -

vission
ng
NS

sion, 14%. No significantch iges

pent
i 0
1939.
sales
per
nse!
) in

il in
cach
JATES
rsin
that
atrol
m in

tion for salesperson in 1979 was @ The tumnover of salespersons has

$13,520 compared to $5,800 in
1959, 11% in 1979,

decreased from 15% in 1939 to

o The average annual income for e The use of call reports has re-

all salespersons in companies par- mained constant at the
ticipating in the 1979 study was level.
$20,600 against $8,093 in 1059,

o The methods used for sales com-
pensation were as follows in
1979: Stenight salary, 17%; com-

manpower was reported |
of the participants compar
57% in 1959,

50%

e The availability of adequatt

Y
ed to

THE MACARONL JQURNAL

Th results of this most recent re-
ware  gathered from a highly diver-
sfec. group of ling executives can
serve: s a guide to sales and marketing
mane cers in  better m:dcrstundinﬁ
probl- m areas of their positions an
in meeting the specific training needs
of their sales forces. According to
Dauncr and Johnson, who regularly
feam up to present between 25-35
sales und management seminars each
year, “A recognition of the soft spots
in a sales organization is the first step
toward increasing sales efficiency and
management effectiveness.”

Most Small Businesses Are
In Compliance with the
President’s Wage and

Price Guidelines

Over 90 percent of small business
are apparently in compliance with the
general principle of the President's
Price Guidelines. This key conclusion
comes from the statistics found in a
recent paper prepared for U.S, Small
Business Administration entitled. “Re-
cent Patterns of Price Change in the
Small Business Sector.” The research
wis done by Professors Dunkelberg
and Scott of the Purdue University's
Economies Department using survey
data from the National Federation of
Independent Business. The questions
they were asked to consider were:

1) Is there any way to measure the de-
gre of compliance of small busi-
n. s with the President’s Wage and
P ce Guidelines?

2) V Lt are the probable reasons for
tl -ginabﬂlty of small firms to com-
p ?
T + basic idea behind the price
guic lines is that price increases
shov | be limited only to cost in-
crew s, Profit levels should remain
con: ant, To accomplish this basic
ﬁﬂa‘: a complex set of guidelines was
eV uped,

The Price Standards

i summary form, the basic price
stanilards can be described as follows:

The price deceleration standard re-
?uims the cumulative price increase
or the current year to be one half of
i percent below the annual increase
for 1978 and 1877. In no case should

e rate of price increase be greater
than 9.5 percent.

The profit margin standard requires
that profit margins be no higher than
the margins for the best two out of the

InNuARy, 1980

last three fiseal years, Total current
profits may not exceed base year pro-
fits by more than 6.5 percent plus any
growth in physical volume,

The gross margin standard for
wholesalers and retailers requires the
current mark-up to be no greater than
it was in the base year. Where mar-
gins have been rising, however, the
incrense may be no greater than the
annual average increase in the hase
period.

Results From the Study

Dlmkelbl.':"p, and Scott found the
following indication of compliance:

Price Deceleration Standard

© The annualized average Index of
Reported Prices developed by
Dunkelerg and Scott for the
NFIB sample was 8.5 percent in
1878-1V, 1 percent ahove the av-
erage for the Wage and Price
Guidelines “base period” (1975-
IV to 1877-1V). This data indi-
cates that on the average small
business was not in compliance
with the 0.5 price deceleration
standard. But,
Thirty-eight percent of the sam-
ple firms in the 1978-IV survey
reported price declines or no in-
crease in price, Clearly they are
in compliance.
Eighteen percent of the firms re-
ported annualized price increas-
es below the 9.5 maximum rate
of increases. They may be in com-
pliance with the price deceler-
ation standard depending on their
price change during the hase per-
fod,
Thus, a total of 58 percent of
these small firms may be in com-
pliance with the price decelera-
tion standard.

Protit Margin Standard

° A profit margin standard is pro-
vided in the regulations as an al-
ternative yardstick. It can be used
by small business with uncontrol-
lable price increases on inpuls, or
where calculation of the price
deceleration standard is finpos-
sible.
Firms which have been raising
prices by more than the price de-
celeration standard, do not have
unusual profit gains, in general.
Labor and raw material cost in-
creases, which had caused a de-
terioration of earnings, lead to the
price increases,

o

(-]

o

o

° Profits have incrensed in fewer
than 6 percent of the firms in re-
cent quarters for firms  which
were not in compliance with the
price deceleration standard.

Why Have Costs Increased
by So Much?

© The minimum wage increased by

15 percent In January 1978, and

10 percent in January 1979, Other

research studies have shown:

1) compliance costs for minimum
wage increases for the smallest
firms to be 4.2 percent of sales,
while for larger, small firms it
is only 0.1 percent of sales, in-
dicating a heavier burden of
the minimum wage on the
smallest firms;

9) the ripple effect of the mini-
mum wage on other wages
double the cost of the minim-
mum wage change.

Labor-intensive small business re-

ported more pressure on earnings

than capital-intensive Rrms fol-
lowing the mimimun wage in-
creases.

The Producer Price Index which

reflects the cost of inputs in-

creased by 10 percent in 1978

o

o

Margin Standards

© Over 40 percent of NFIB survey
firms are in the distributive trades
where a margin (fixed mark-up)
standard applies.
Since the Producer Price Index
went up by 10 percent in 1978,
prices would be expected to go
up by at least 10 percent for these
firms which are in compliance
with the margin standard.
In fact, regressi.n analysis indi-
cate that actual price increases
by this mall business sample are
below what would be expected
from their previous behavior
given the increase in the Produ-
cer Price Index.

o

Conclusions

° 1t may be true that the average
small business Is not in compli-
ance with the price deceleration
standard. But tllw evidence indi-
cates that only a relatively few
firms are not in compliance with
the alternative price standards..

For copies of the paper contact the
Office of Economic Research (Ver-
mont Bldg) 1441 L. Street, N,
Washington, D.C. 20416,

45

?
|

B

e, TN BT

NS, S Iy AT S R




A D M Earnings Improve

Archer Daniels Midland Co. in the
three months ended Sept. 30 posted
net earnings of $24,196,328, equal to
70¢ per share on the common stock,
more than double the first quarter
earnings of a year ago,

In the first quarter of 1978, ADM
had net income of $10,072,372, equal
to 20¢ per share, restated.

Provisions for federal and state in-
come taxes for the first quarter were
814,779,400, compared with $2,110,-
000 in the comparable period a year
ago,

gAwernge number of common shares
oulstand[ng in the quarter was 34,835,
140, against 34,568516 in the first
quarter last year.

——

GMP Hearings

Standards Committee members of
the National Macaroni Manufacturers
Association attended the hearing on
recommendations on current proposed
Good Manufacturing Practices held
by the Food and Drug Administration
- recently in Atlanta. They were Presi-
dent Paul A. Vermylen; Director of
Research James J. Winston; Maynard
Herman, Technieal Director, C, F.
Mueller Co.; and C. Mickey Skinner,
Chairman of the NMMA Standards
Committee, Mr. Vermylen presented
the following recommendations:
1-Section 110.3 Definitions

The “definition” section of the pro-
posed regulations is incomplete since
the section does not include a defini-
tion of the term “micro-organisms.” In
uaddition, we would appreciate defin-
ing micro-organisms of public health
significance and specific reference to
the pathogens invalved,
2-Section 110.20 Plant and Grounds
* Section 110.20 (b) provides that the
plant and facilities shall permit the
taking of “proper precautions” to re-
duce the potential for contamination.
This section further provides that the
potential for contamination may be re-
duced by any “effective” means in-
cluding the separation, by location,
partition, air flow, enclosed systems,
or other effective means, of a variety
of enumerated operations,

It appears that the proposed regula-
tion would allow for the use of any
means that would be effective in pre-
venting potenial contamination,

f It is our studied opinion that this
section of the regulations should be
clarified to reflect that the separation
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technique deseribed is only one of
several possible means of preventing
potential contamination, In this re-
Fard. the proposed regulations could
he amended to provide as follows:
“The potential for contamination may
be reduced by any effective means in-
cluding, but not restricted to the sep-
aration, by location, partition, air
flow, enclosed system, or other effec-

tive means, of the various operations
described.

3-Section 110.35 Sanitary Operations

The last section of this regulation,
concerning the general maintenance
of buildings, fixtures, and other phy-
sical facilities of the plant, states that
“All applicable regulations promulga-
ted by the Environmental Protection
Ag‘ency for the application, use of
holding of these material should be
followed.” By the regulation’s refer-
ence to EPA regulations, it appears
that FDA is trying to make a violation
of the applicable EPA regulations also
a violation of the F Drug, and
Cosmetic Act. This provision should
be stricken from the proposed regula-
tion for the following reasons:

Manufacturers are already subject
to penalties for violation of regula-
tions promulgated by EPA pursuant
to the various statutes that it
administers, It is inappropriate in our
opinion, to subject manufacturers to
increased liability under the Food,
Drug and Cosmetic Act for violations
of EPA regulations because of possi-
ble differences in interpretation of the
regulations by the two agencies which
can cause considerable confusion to
the manufacturers,

4-Section 110-83 Warehousing and
Distribution

This section of the proposed regula-
tions provide that storage and trans-
portation of finished foods shall be
under conditions that will prevent
contamination, However, while food
manufacturers exercise a great deal
of diligence in producing a safe and
henlthFuI product and in selecting pro-
per storage and transportation facili-
ties, manufacturers are frequently un-
able to completely control the condi-
tions of such storage and transporta-
tion. At some point, FDA must look
to others in the distribution chain to
insure that “good transportation prac-
tices” and “good storage practices” are
followed in the same way that FDA
expects manufacturers to comply with
“good manufacturing practices”.. This
is an important matter to which FDA

should be made sensitive,
5-Section 110, 100 Records

Processing and production r conl;
of processes intended to pastew ze o
otherwise treat materinls to stroy,
prevent, or control the growth of mi.
cro-organisms of public health, signi.
ficance, shall be maintained and sha)
contain sufficient information to per.
mit a public health evaluation of the
processed food,

In regard to this section, provision
should l%c permitted to insure that pro-
cessors will not be encumbered with
volume of record keeping that can
cause undue financial hardship.
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Capital Cost Recovery
Act of 1979

Leighton Conklin and Lemov, legal
counsel for NMMA, reports on a sig-
nificant legislative proposal:

On June 27, 1979, bills entitled
“Capital Cost Recovery Act of 1979
were introduced in both the House
and Senate. Both bills have enormous
bi-partisan support. The House bill
H. R. 4646, was introduced by James
R. Jones (D-Okla) and was co-spon-

ings
sored by more than 240 members.

prope ;
vear depreciation,

o Treat amounts claimed as the capi-
tal cost recovery of non-corporate
lessors as an item of tax preference for
Bpurposes of the minimum tax.

o Adopt as an accounting practice the
“half-year convention” under which
investments eligible for capital cost
recovery treatment or the investment
tax credit which arc made at any time
during the taxable year are deemed to
be made in the middle of such year.

The House bill is currently pending
in the House Ways and Means Com-
mittee, At this point, no hearings have
been scheduled, but it i$ possible that
the bill will be tuken up during hear-

s applicable to assets which are
nLEenvise disposed of prior to
piration of the capital cost re-
period.

ait taxpayers to deduct less than

!l allowance for capital cost re-

\ in any taxable year,

o Permit a carry-over to succeeding

\e years of any unused depreclat-

jon amounts.
o Disqualify capital cost recovery

ity from the allowance of first

on more general tax legislation,

The Subcommittee on Taxation and
Debt Management of the Senate Fi-
nance Committee held hearings on
S. 1435 on October 22, 1979, At those
hearings, the National Association of
!\lnlulfbuclurvrs. the Business Round-
table, the Chamber of Commerce and
the National Federation of Indepen-
dent Businesses all testified in support
of the legislation, The administration
stated at the time of the hearings that
they were not ready to support the
legislation, because they feared that
it would cut incquitably into the cco-
nomy. However, it should be noted
that the House Ways and Means
Cominittee has received favorable
comment on the House bill from the
Federal Reserve,

Technical Study Tour

The National Macaroni Manufac-
turers Assoclation is planning on tak-
ing a group of macaroni plant techni-
cians to the IPACK-IMA Show in Mi-
lan, a tour of plants in northern Italy
arranged by Braibanti Corporation,
in Imperia, Farma and Bologna and
concluding a two week trip with a
Macaroni School in Zurich conducted
by personnel of Buhler-Miag, Inc.

Tapics to be covered in the school

would include:

Pasta and dough ¢uality.
Extruding—design and purpose of
all components.

Dryers: design and  purpose of
short and long goods dryers,
Basies of drying theory.

Quality control,

Preventive maintenance.

Cost from New York is $11534 per

person, double oceupancy; $230 addi-
tional for single supplement; $620
land rate only, per person double o
cupancy. Deposits of $20 are re-
quired now; full payment by February

1,

Rooms are at a premium for the

IPACK-IMA Show so il you are in-
terested, act now. Write the NMMA
office, P.O. Box 36, Palatine, 1L 60067
for brochvre and further details.

New Line in Switzerland

Buhler-Miag (Iurﬂmruliau reports

that Gebruder Weilenmann AG in
Winterthur, Switzerlund have recent-
ly ordered a conthmious long-goods
high-temperature  line, which  will
have a eapacity of 800 kg/hour,

The Senate bill, S. 1435, introduced by
Gaylord Nelson (D-Wis) was co-spon-
sored by more than 40 members.

The legislation, if enacted, voull
extensivcﬁr amend the Internal teve
nue Code by revamping the prov sions
concerning allowable depreciat m of
business assets, Specifically th bill
would:

o Revise the methods for det min-
ing useful lives of business sstts
for purposes of computing llow-
able depreciation deduction The
bills would repiace the asset d. wee
jation range (ADR) method v ith a
schedule of capital cost rec very
periods for three classes of bu invss
property.

Class I~ Buildings and their
structural components. Ten . cars
Class II — Tangible property.
Five years

Class III — Automobile, tasis,
and light duty trucks up to
$100,000. Three years.

o Allow a ten percent investment tat

credit for buildings and tangible prof-

erty and a 8 percent credit for aute-
mobiles, taxis, and light duty trucks.

@ Require recapture of depreciation

—

amounts and investment tax credit
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WHO'S TO REGULATE
THE REGULATORS?

By

Richard L. Lesher
President

Chamber of Commerce
of the United States

Have you ever stopped to
consider that runaway regu-
Intions threaten much more
than your pocketbook—that
they could also wipe out
America’s technological leadership, lower your stan-
dard of living and actually lead to a loss of life? Sound
cxaggerated? Belicve me, it's not; it's alrcady
happening.

To get a clearer picture of just why this is true,
consider how excessive regulations have restricted our
ability to compete in international trade.- Last year,
the United States—the country we like 1o believe is
the lcader of the frec world—experienced: The low-
est rate of productivity increase in the industrialized
west; the sccond lowest rate of investment (through
the second quarter); the lowest number of patents
issued in any year since 1964; a currency whose value
was rapidly declining, and o rate of inflation which
was rapidly climbing. And all that, 1 might venture,
was more than a coincidence,

Whul we've been witnessing is no less than an

attack on the very essence of progress. As the
mugazine, Nution's Business, recently noted: “If inno-
vation had stopped 1en years ago, we'd be without
smull computers, home smoke detectors, wide-body
jets, and synthetic heart valves.”

The sad, but undeniable fuct is this: Each yeur,
we ure transferring more and more of our national
wealth und best intellectual talent from the pursuit of
progress to the satisfaction of regulatory require-
ments. Moncy being spent on research und develop-
ment today is lower in real dollars than it was 10
years ago. And now, this sustained smothering of
invention is bearing a bitter fruit,

Listen to the words of Dr, Ivar Ginever, o Nobel
laureate in physics, who says: “The SST is French
and British, the fast breeder reactor is French and
Russian und the cassettes we listen to are Japanese,
It's no wonder we're all worried.”

Unfortunately, that's just the beginning. America's
technological leadership has cither been already over-

taken, or is being scverely challenged in many other
areas: in optics, election microscopes and stainless
steel by the Japanese, in man-made fibers by Korea
and Taiwan, and in the development of nuclear
energy by Sweden, France and West Germany.

And consider what's happening in two areas tradi-
tionally considered our strongest—broadcasting
and chemical. Syndicuted writer Allen Brownfeld
1ecently reported that while the sale of video tape
recorders in the United States doubled and approached
§1 billion in 1978, . .*Not one of the 12 machines
sold in the U.S. wus made in the U.S. cven though the
American broadcast industry pioncered the device,
They are produced in Jupan, even those trademarked
RCA, GE, Zenith, Magnavox and Sylvania."
Nation's Business recently featured a special report
analyzing the dilemma in which the chemical industry

‘finds itself.

On the one hand, we want the industry to develip
new products like: Chemical pesticides to conti |
weeds and inscets that destroy food crops; synthe :
fibers specinlly designed to keep us warm; pharn -
ceuticals to improve and prolong life; and plastics f r
cxample, in auto grilles, dashboards and body pa: s
to reduce weight and increase gasoline mileage. (1
the other hand, the Congress has passed so ma: ¢
laws limiting chemical exposure in the environmer ,
workpluce and marketpluce—the Federal Insecticic .
Fungicide, and Rodenticide Act, the Clean Air A .
the Federal Water Pollution Control Act and t' :
Toxic Substances Control Act—and the indust /
must spend so much moncy complying with regul. -
tions from the Environmental Protection Agenc.,
the Occupational Safety and Health Administratior:.
and the Consumer Product Safety Commission, that
it finds its ability to compete in the world markets
has been severely eroded.

The problem of runaway regulations now affects
our lives in almost every imaginable way, It is much
too scrious a problem to be left to the regulators
alone. In fact, the real question now is, who is going
to regulate the regulators?
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RALPH RIGATONI SAYS:

Go with the CSI TOTAL PRO-
GRAM and watch those costs
decrease!!!

CSl has proven techniques for
supplying flexible packaging at
the Jowest total cost.

How much extra are

ing without
ﬂnv%uﬂpgvm PROGRAM?

Call and find out.

COOLEY SALES, INC.

(913) 362-6120
2 6025 MARTWAY
sﬁﬁé‘s MISSION, KS. 66202

IANuARy, 1980

SALVATORE DI CECCO

Exclusive Soles Representative for:

RICCIARELLI FIRM:
Automatic Packaging Machinery in
cartons or cellophane bags for:

Long and 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:

R.R. 1
Richmond Hill, Ontario LAC 4X7
Canada

Phone:
(416) 773-4033

Put o feather in your Cap!
Send a copy to a key man.
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P.0, BOX 336
PALATINE, ILLINOIS

Please enter one year subscription:
[ $10.00 Domestic [ 12.50 Foreign

Name. o
Firm

Address.

City and State Zip

Renewal New Subscription______
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New San Giorgio
Sales District

John Schultz, Sales Manager for
San Giorgio Macaroni, Inc. based in
Lebanon, PA has announced the for-
mation: of a new sales territory that
will encompass Scranton/Wilkes Bar-
re and Binghamton, The territory pre-
viously consisted of Scranton/Wilkes
Rarre,

With the creation of the new sales
territory, there are two staff promo-
tions. Vito Castelgrande who has been
Account Supervisor for the Scranton/
Wilkes Barre territory, will be District
Manager for the newly formed terri-
tory. An employee of San Giorgio
since 1978, Mr. Castelgrande started
with the company as a sales repesen-
tative in Scranton/Wilkes Barre. In
1975, he was promoted to Account
Supervisor, Castelgrande is a resident
of Scranton, PA.

Robert Mustick, who has been a
sales representative for Procino-Rossi
Corp., a division of San Giorgio, in
Scranton/Wilkes Barre, has been ap-
pointed Account Supervisor for the
new territory, An employee of Pro-

50

cino-Rossi since 1970, Mr, Mustick re-
sldes in Plymouth, PA,

This newly formed district reports
to John Schultz, San Giorgio Macaro-
ni, Inc, is a division of Hershey Foods
in Hershey, PA,

Wiliem A, Henry

Bill Henry to Retire

William A. Henry, President and
Chief Operating Officer of Skinner
Macaroni Co., Omaha, Nebraska, has
annaunced his plans for retirement
effective May, 1080,

Mr. and Mrs, Henry plan to main-
tain a residence in Omaha, travel ex-
tensively and spend winters in Scotts-
dale, Arizona,

Mr. Henry joined Skinner Macaroni
in 1970 as Vice President of Marketing
and Assistant to the President. He be-
came Executive Vice President in
1971 and President in 1074,

Prior to joining Skinner Macaroni
Co.,, Mr. Henry spent 28 years with
Durkee Famous Foods and was Vice
President/Consumer Products when
he joined Skinner,

Mr. Henry introduced long range
planning at Skinner and changed
packaging and advertising, enabling
it to compete with larger companies,

John Tobio Retires

John Tobio with thirty-four years
of service as sales representative for
Rossotti, and another eight as Eastern
representative for North Dakota Mill,
retired December first. He and his
wife Kay will reside in Florida.

Ina Ronzoni Dead

Caterina Ronzoni, beloved wife of
Emanuele, Jr., mother of Rosemary
Bisio, Rita Castagna, Richard and Ro-
bert, daughter of Rosetta Ansaldo,
dicd after a long illness on November

19, 1979, Also surviving are welye
grandchildren, The family wou d ap
preciate contributions to the An: rigy
Cancer Society.

New President

Leonard DeFrancisci has been nan
ed president of the DeFrancisci M,
chine Corporation in Brooklyn, N,

Acquisition

Major Italian Foods, Kent, Wash
ington, were acquired by Rank, Hoyi,
MecDougal on October 31,

GMA VP for Science
And Technology

Mr, Sherwin Gardner, Deputy
Commissioner of the Food and Dnyg
Administration, became GMA's Vice
President of Science and Technolog
on December 15, 1979, GMA s the
trade association of the nation's lal
in[i grocery manufacturers,

Mr, Gardner has been with FDA
since 1870, where he has served as
Deputy Commissioner under four
Commissioners and as Acting Con-
missioner during three interim periods,
providing an important source of con-
tinuity in the leadership of the Agen

cy.

From 1064 until joining FDA. Mr.
Gardner was with Booz, Allen and
Hamilton, Inc., of Chicago, a manage
ment, scientific and technical consult:
ing firm, where he managed o sult
ing assignments for institution. and

overnmental clients in the alth B
eld. He has previously direct | an
engineering department as Star fards
Munager for the Ford Instr nent
Company, a division of Sperry tand
Corporation,

A licensed Professional Engii: er in
the State of New York, Mr. G. duer
earned his bachelor's degree in - wel
anical engineering, cum laude. from
City College of New York and om-
pleted graduate studies in ind trial
management at Polytechnic Institute,
Brooklyn, New York. \

Mr. Carduer will oversee GMAS
sclence and technology programs. par-
ticularly GMA's involvement in ener-

issues. GMA’s former Vice I'resi-
ent of Scientific Affairs, Dr. Robert
W. Harkins, has left GMA to join 2
member company  subsidiary, the
Johnson & Johnson Development
Corporation, in the newly created pe-
sition of director of research and de-
velopment,
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PROBLEMS - EXPERIENCE

With more than half a century of experience we believe we might
be able to help if you have any problems in our areas of experience.

PACKAGING —we believe we have undoubtedly
modernized more packages than any
other sources. We constantly con-

tinue our updating processes.

PROMOTION —we have not only conceived many
promotional plans, but we have
studied many that others have
launched throughout the country, We
believe we can help promote your
products that you have by study, and
recommend additional products that
might be promoted in your trading
areas.

MARKETING —rather than depending entirely on
advertising dollars, we can show you
modern marketing methods which
will help capture more of your mar-
ket. We have done it for others.

MERCHANDISING — We can point the way towards new
profitable products and lay out mer-
chandising methods.

We have experience in these areas.

Charles C. Rossotti, President Jack E, Rossotti, Vice President
George Leroy, Vice President and Marketing Director

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898
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