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ak (lormerly Fibreboard) 1s syflonymous with
pasta packaging We make packages for the best
pasta manufacturers in the buffiness — (have been
doing it for years)

Now with Fold-Pak a truly employee owned com-
pany. you can expect and gel a superior package
Why? It's obvious. Pride' We alone are responsible
for the package we print we want lo be proud of 1t
You will be too

Fold-Pak Corp . Newark. New York 14513 °315.331.3200
Englewood Clitts Sales Ottice 110 Charlotte Place
Englewood Chitts. N J 07632 201-568-7800
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For The Survival of Small Business—Free Enterprise

Specifics of a broad legislative
program Congress needs to enact in
order to assure the survival of Ameri-
can small butness formed the first
item on the agenda of the 68th Annual
Meeting of the Chamber of Com-
merce of the United States in
Waskington, D. C. April 28.

At a breakfast session Frank Mor-
sani, chairman of the Chamber's
Council on Small Business, provided
the business audience with a summa-
ry of the Chamber’s com ive
Small Business Legislative Action Pro-
gram. The embraces legisla-
tion the 86th Con, needs to enact
this year, he said, as well as longer
term measures essential to the health
of the nation’s small business commu-
nity.

At the same time, he invited all the
delegates who could to join with a

roup of the Chamber’s small business
eadership in vhillnf Congressmen
and Senators on April 30, to impress
ca them the for enacting the

ram and to try to secure the
elected officials’ commitment for pas-
sage of the legislative package.

Morsani, a member of the Chamber
Board of Directors, is president of
Automotive Management Services,
Inc., Tampla, Fla.

Legislative Proposals

Legislative proposals that form the
“most urg;nt ll'l.u“' are both ":::-d
ture in the tive process”
“can be nudc:lgli:y the 96th Congress,”
the Chamber program notes. These
priorities embrace six broad categor-
fes, with one or more specific moves
Congress needs to enact in each of the
categories. The six are: (1) Budget re-
form; (2) Tax reform; (3) Regulatory
reform; (4) Innovation; (5) Gccupa-
tional Safety and Health Act (OSHA)
reform, and (6) Economic policy.

Under budget reform, the Chamber
Program calls for a reduction in out-
lays during Fiscal 1981, specifically
by enacting H.R. 5371, the bill to lim-
it lpﬂ\dll:,f in that fiscal year to 21
percent gross national product
(GNP) and to 20 percent of GNP in
subsequent years.

As to tax reform, the business fed-
eration called for adoption of a sim-
plifed accelerated capital cost re-
covery system, the so called “10-53°
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formula proposed in LR, 4646
and S. 1435. Further action needed
includes the reduction of individual
and corporate tax rates; an im-
in the tax treatment of
savers and investors, plus a revisicn
of estate and gift tax laws to encour-
age continuity of small family-owned
husinesses and farms.
Regulatory reform measures need-

Regulstory Reform

ed, the Program continued, include
enactment of legislation containing:
(1) A Congressional veto of agency ac-
tions and regulations; (2) A two-tier
proviso scaling regulations to the size
oluxivltylngengmalednrd!hou
being regulated, the so-called “regu-
latory flexibility” feature; (3) "Sunset”
provisions to assure periodic review of
regulatory bodies’ effectivencss and
need; (4) Authorization for a small
business to claim reimbursement for
attomey and other expenses if it pre-
vails in a suit against the government,
and (5) Broader judicial review of
regulatory actions.

Amending the Occupational Safety
and Health Act by passage of 52153
and H.R. 6892 is another of the pro-

's “urgent ties,” as is enact-
ment of 5.1880 and H.R.5607, bills de-
signed to foster and encourage fur-
ther innovation by small business.
The OSHA reform bills would exempt
employers from routine safety inspec-
tions if they maintain a good safety
record, and would waive first instance
citations.

Economic Policy

In the field of economic policy, the
Program calls for specifc opposition
Iozuctmmlnlwngrndpdwm
trol

Continuing efforts will be pursued
to assure that the needed reforms and
changes in the laws are put in place,
Morsani underscored. For, as the for-
mal Action Program itsell concluded,
“Small business does not need exami-
nation of its problems; it needs effec-
tive legislation action. . . .

“By removing the obstacles ham-
pering small business, Con will
also alleviate difficulties faced by
Americans at large. Delay can have
only one certain effect — the problems

will become more dama, and the
solution more dificult lo‘kl Agnlevr

“The time to act for small bu
is now.”

ceonomic woes of America to-

Profile of a Voler T v are many. Interest rates have
Amerioi ro| to levels unimaginahle even a
mm k‘:ﬂ?d e AT M izo. Productivity has stagnated

o a /vro rate of growth. Taxes spiral

lv upward as we witness this year
l:].ugﬂt tax increase in our nation's
istary. Inflation eats at the vitals of
ur frve society with ever hotter fires.
rican industries becomne increas-
gh obsolescent and upable to con-
with foreign competitors. Energy

s continue ever upward, and poli-

The Bureau of the Census male
indepth study of voters in the 1%,
congressional elections and cane y
with these answers:

same house for a long time vote me manipulation makes supplies in-
than those who have recently movet \ingl_vp:mu'rlaln. "

] -“‘-"I':;d' couples ;':h !ﬁ:‘t Real growth of American family
Wmﬂﬁfhﬂ' Y :?180 .'; ﬂlel:o houe FAOMe has slowed to a crawl. Gov-
0}:)”' o) t:'w v “ﬁk '; o oy L sl:rnding goes higher amd
e R8.likesy a5 no igher with no limits and seems out

control. Huge federal deficits per-

e Co graduates are more th S year after year. Business staggers

twice as likely to vote as those v "~ :

. regulatory burden that has
gi‘d not ml:‘]::ldé!lﬂmnl’)‘ M ¢ ago failed cost-benefit tests.
b, percent peroent, respectr iy v rocket upwards, propelled by

. flation and regulatory and energy
e White-collar workers vote : ital s .
than those in other occupation gros ts. Savings and capital accumula

jon dip to historic lows wider pres.

re of inflation and taxation.
The leaden weight of ever bigger
nemment supresses freedom  and
estrons incentive,  Most  American
i‘ ilies now need two wage camers
ttostay even. The great American
]‘.‘hnm Wcar - the promise of a better to-
How to motivate employecs b JP°" of opportunity for all — dims
been studied for years. One fats th ves of many as they are told
continues to surface again and agsJR* ¢ have no further growth — as
as a prime motivator — a genuiie K g “ told that from now on we
aivihe back. Stisdies show that anes I hack our expectations — that
will his contemp ras w on we must busy ourselves
i P R y, tertdg what's left rather than cre-

cate or plaque more so furas i

monetary sewand. Being recoy nize I of this need not be. There is
publicly among fellow worker: imon culprit behind all the

e People 65 years and over ¢
nearly three times as likely to w
(56 percent) as 18 to 20-year-ol
(20 percent).

Employee Motivation

propel a to excell farthe thosd ! economic horrors 1 just re-
will “a little something extrain tl e pf ! is govemment. Government
envelope.” According to Busine s D! many years now has lost its

I ity — that has taxed and tax.
spent and spent — and regu-
.umgulatrd and inflated and

gest and Forecast, when consicdersi§
taxes, FICA and other withholds
that cut into the paycheck, the

g ol ~ until it is now sucking the
will work much harder for g
s tion :::n :;lullll left over m } e out of our free society and
y — and the employer imes| @ " "' enterprise system.
less in the award. \ Free Enterprise
Free : :
NMMA. Washington Meetisf Bl "¢ cuterprise — capitalism if you
Mayflower Hotel ' — Erst came on the world scene
September 18, 1980 ¥ 200 years ago. Until that time,
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Keynote Address by Jay VanAndel, Chairman of the Board
Chamber of Commerce of the United States

for all the years of recorded history,
human per capita output had hovered
around $200 per year. Free enterprise
— coupled with its Siamese twin per-
sonal political freedom — duugunil
that. And it reached its zenith in
America. The result has been the
highest standar! of living ever achiev-
ed in the history of the world, and the
longest sustained and largest free so-
ciety the world has ever seen.

The free enterprise system has help-
ed us to be the best fed. best dressedd,
and best endowed people in the
world, We have built tens of thou-
samds of great schools, and provided
our children with an education that
even the most privileged few could
not obtain 100 vears ago. We have
built thousands of great hospitals and
conquered disease in a way beyvond
the wildest drcams of the medical
practitioners of a century ago. We
have built tens of thousands of
churches and stalfed them with dedi-
cated people to minister to our spiri-
tual needs. We have added fifty per
cent to our life expectancy; split the
atom; planted our flag on the moon;
created great literature, exciting archi-
tecture amd emduring music.

We have built hundreds of thou-
samuls of miles of roads, and a fleet of
a hundred million autos and trucks to
transport us and our goods. We have
crisscrossed  the country with  rail-
roads, built fleets of jet airplanes and
great airports to service them — in-
vented the means of sending voices
and music and pictures through the
air to bring the world to our living-
rooms,

A hundred million buildings have
been comstructed to house us and to
house the great factories that produce
our wealth, Millions of acres of land
have been deared and the greatest
agricultural production the world has
ever seen has been ereated. Mines and
wells and dams have been huilt, to
provide the energy and raw materials
to operate our great industrial ma-
chine.

But above all, the most important
rmllud of free enterprise is personal
iberty. Political freedom is impossible
without economic freedom. They are

‘‘‘‘‘‘
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Siamese twins, We have had the bless-
ings of both.

The Free Market

The essence of free enterprise is the
free market. Its the most democratic
system in the world. People vote eveny
day in the free market. When they
by your product, they vote for you.
When they refuse to buy, they vote
against you.

But free enterprise has enemies, des.
pite its productivity. One of its wone
enemies is overgrown  govemment.
When government inflates the curren-
oy, goes mverboand on income resdis-
tribmtion, tries to regulate the market.
place, and to manage business, it fails
despite good intentions, The American
government has so failed. \We must
now restore freedom to the market-
place and fiscal responsibility to gov.
crnment.

We live in a time of great crises in
our country and in the world. But un.
less we comquer the economic crisis
in America, we will be unable to meet
the other serions challenges of this
waorkl,

Like Paul Revere

As vour chairman, | have crisscross-
wd the country this last year with a
message that has reached  millions.
I have been likened to an economic
Paul Revere, My message has been
one of alarm and hope. Like Paul Re-
vere, | have called attention to the
danger and called citizens to adion.
Becanse finally, the government s
us. Andl if govenment has run amok,
then it is we, the people, who will
have to put it back on course,

I have wamed that inflation will
not only destroy the cconomic fabric
of America, but will destroy our free
socicty. Ultimately, inflation  always
results in economic collapse, political
chass, and a desperate turn to anth-
oritarian govermment. Democracy can-
not survive inflation,

I have warned that the federal gove
emment causes inflation — specifically
the Congress with deficit spending
and monetized debt. A stable money
supply is fundamental to a stable gov-
emment. We have had zero inflation
in the past — as recently as 1955 —

(Continued on page §)
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Low coets, right
from the start.

When you make your comparison
between ours and theirs, be sure to
include costs, and that means both
initial costs and maintenance costs.

About initial costs, all we want lo say
here is, yvcusuullandmhnk

Some peOple have recently been making a big

thing about a “‘new” technology for drying pasta
(with microwaves, to be specific), and comparing it to the

“conventional” way — our way — to their benefit, of course.
Well, we'd like to say a few things about cur way

; .;i’ As for woll, i
of drying pasta, and when we’re finished, you can make -~ ‘l QM%:M
your own comparison. ’ philasophy is based on the word

“simpie”. That means every pari ol
w«yﬂwmmmdwiumighﬂwud
and uncomplicated — and buill to last.
Every parl is easy to get to, for

WC helieve cleaning and repairing. If you need a
f { part, 2ll you have lo do is

To begin with, Only 338 BTUs in “gentle”’ biek up he phons. s wil be 0n ts
our way of drying pasta has been NM way 10 you the same day. And there
getting less and less “conventional” = are no major high-cost parts (like
for quite some time What all this has been doing has By gentle drying we mean the entire . magnetron tubes) in our driers. So we

been making our driers constantly s can say with confidence that our

True, we still use pipes filled with hot process — which takes into account

more energy-efficient. And this has the normal production problems maintenance cos!s are lower than
water {0 heat the air which dries the been going on for a long time. We iy O Body slee's.

But we've been developing puahmh:m. cregiie bl m“mﬁm;mm‘:;‘% We welcome comparizon.
:ﬂn«mmmbmm designed and built five years ago, and efficiency rate, which means that 98% M you'd like lo start your comparison
our driers 30 that less heat s lost. it came to only 338 BTUs per pound, of the product coming out of our drier betweer, ours and theirs by getting
m"‘"""m‘“"mmm"m“* mw:wau el o can be packaged and sent 1o stores driers maonmmmm us

it o * " around the . That's about 2 '
pirbest gl st with il he new insulating materials EOUNY. .
conditions inside the drier.

1 ia

”"DBMACO

DEFRANCISCI MACHINE CORP.
m&.wmuzoa :
zmaum TWK: 710-584-2449.
11 Cable m NV
Westemn Rep: Hoskine
f.u-qul-. l.wou 312-362-1031.
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(Cuntinued from page §5)

and we inust insist upon a return to
zero inflation.

The road to that goal is sharply re-
duced goemment spending, Ixurp!y
reduced faxes, and balanced govern.
ment budgets — coupled with consti-
tutional limits on spending and taxa-
tion.

I havw wamed against trying to
cure inflstion with the fool’s gold of
wage and price controls, Controls re-
sult in slortages, black markets, po-
lice stute enforcement, and eventual
explosion. They deal with the symp-
toms - not causes. Politicians have
tried them throughout 4000 years of
recorded history, and they have al-
ways [uiled.

Al 1 have wamed that volun-
tary guidelines are window dressing —
a diveriion to create the im
that in some way business and labor
are the causes of inflation, instead of
the victims as they truly are,

I have wamed that we have taken
the wrong road to plentiful energy.
Government intrusion in the energy
busivess has caused lower supplies
and higher costs. To make America
indegendent of the rest of the world
in enurgy is a necessary and realizable
goal. But we won't get there by taxing
oil companies, regulating nuclear

r into oblivion, designing De-
troit's automobiles in Washington,
contolling energy at artificial
levels, prohibiting the building of re-
fineries, de ng unrealistic and
unwcessary pollution controls, and

spisiling 810 billion of the yers
mcoey annually on an energy .
meut that has yet to produce a barrel

of oil. Let's get the government out of
enecgy, and private enterprise back
in.

I have warned that our senseless
systemn of taxation has sapped our in-
centives, reduced productivity to a
frightening zero rate, saddled
our industry with obsolescent, non-
competitive plants and equi t
and created an army of tax col
who pry into our personal and busi-
ness lives with increasing arrogance.
Inflation creep drives Americun wage
camers into higher and higher tax
brackets without a real wage increase
to offset it. Increasingly, taxation is

used to attain social goals rather than
to collect revenue,

Tr.ses need to be sharply reduced,
awi the system of taxation greatly sim-
plificd. The: bias towand consumption
must be reicoved. The power to tax
is truly tix power to destroy, and
Americans nwst regain control of that
power at all livels of government.

Problems Still Here

And 50, you see, the problems 1 ad-
dressed in my remarks here last May
are still with us. The leadership in
Washington has failed to accept most
of our recommendations. Yet, every-
where 1 traveled this last year, edi-
tors, reporters and audiences of every
description listened :.Slm“y to our
message, They accepted our
as more in keeping with the mithm
and objectives of this Republic than
the s and promises offered by
our political leaders in power.

News of my were
mmpte;mpzr and m and
editorials in city after city endorsed
the positions we advocate. Over 25
million people heard, saw, or read my
message.

It is for these reasons that, as I con-
clude my year as your chairman —
and despite all of the disappointments
we have experienced as an organiza-
tion and as a nation — | am convinced
that there is a consensus among the
people of this nation . . . among work-
ing men and women, among business
people, among opinion leaders . . .
that the solutions to America’s eco-
nomic problems are those that we have
been proposing. 1 believe that there
is also a realization among Americans
that representative govemment de-
mands their involvement, that it re-
quires intensive participation by all
citizens.

Further, it is obvious to me that the
people are ahead of their leaders. The
people recognize the problems, but
more important, they know the solu-
tions, and they realize that present
govermment policy does not embody
those solutions.

But even more important, a major-
ity of Americans now realize that in-
Hation, bloated Sgl government, en-

shorta ) taxes, low
:Iﬁivity. "g;. high prices have &no-
created by government and specifical-

ly by the past actions or inactio: s ¢
the Congress, aided aud abette |
the executive branch from tini .y
time. They now realize that if w. an
going to bring about change in pr
grams and policies, we need  om
changes in Congres.

It is Congress that must relie
spendding, stop inflating, reduce tan
reduce regulation, free up energy hal
ance budgets and shrink the siie o
government. Only Congress can &
this. But there is not today a majoriy
in Congress with either the convictio
or courage to bite these bullets.

We must hring about the changn §
in Congress that will make the preses
dangerous majority a minority. The
very future survival of our republe

depends on it. And so the opportunin
races which have been identified b

the Chamber's political action coe i

mittee point out to us the course d
action we must take if we want fre
enterprise and freedom to survive &
America. }

Country Is With Us 5

So the message 1 bring you fre f3
across our land today is that the cour 1 §

try is with us. People everywhen
share our goal to perpetuate free g
emment in America. They know it ca ||
be lost and they are searching for the
to prevent further erosia

of that freedom. The Chamber d |

Commerce of the United States h.vl
the program and the means by whid |
to achieve our common goal . . . b
Ilm\'lde the leadership, to enlist pub
i

c support, to move elected offciab ‘

in the proper direction.

The US. Chamber, througl ®
member com; and affiliate. o
anizations, represents some five mi
ion Americans — a powerful forc : fa
change in the 1960s. We have i
m=ans to communicate our idea: .. J
Nation’s Business; our new wielh
business newspaper, Washingtor. Re
port; the nationally syndicated ‘el (8
vision program, “It's Your Busincs.
and Chamber broadcast and editonis |
materials  which  reach  mil'ios |
through radio and newspapers -'ﬂ‘

week.

But our most important resource - §
and the maost important resource th
nation —isyou...and m
lions like you in cities, towns, and o+
al areas all over our country . . . H* §
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@ospitals. All these deper

f the continuing promise of

Nrect 4 - » . the manifestation of the

« of generations past, to whom
ind offered hope, opportunity

ward.

Th . country was founded by, those

vanted more . . . they ‘yeamed

.. vater opportunity and moce per-
hy freedom. They left Engul:icl

th « determination to attain it here.

ter. they rebelled against the
fother country because cven after

it ::ithe geographical confines of

they had still not achieved
he evunomic and personal freedom
hey mughl.
And so the last 200 years have
years in which free Americans
ve enjoyed the t;p[mrtunlty to live
nd in a free enterprise en-
0 lt‘."'lbe result has been the
of America —
t all the millions of the
orkd still dream of entering one day.
Now some may be critical that pro-
ion of material wealth ~hould not
a major goal in life. But unly when
nation produces surplus wealth is
possible to develop all the other as-
s of the good life — hetter educa-
1= better health — more leisure —
ltural activities — music — art —
erature — churches — schools and
id on surplus
ealth. Without it, we fall back to a
imitive existence,

The free en system s the
wealth uction system the
i has ever known. Even the poor

! ;'T « economy have more than the

other systems. A rising tide
se all boats, large and small.
nost im) nt of all — free
¢ makes possible that price-
wssion — personal freedom.

‘hat About the Future?

B hat of the promise for today’s
people and for future genera-
7 Some say we cannot expect to
i« to grow and to create a bet-

#r L nommow, They say we are run-

g ¢t of resources. They a
¢ st tum back the ¢l

e that
, lower

s cchts, and reduce our standard

living. They say we have reached
limits to our growth. They are
ong — totally, dismally wrong.

To them 1 offer these words, at-
ted to Abraham Lincoln:

. 1980
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“You cannot bring about prosperity
by discouraging thrift,

You cannot strengthen the weak by
weakening the strong.

You cannot help the wage-eamer
by pulling down the wage payer.

You caunot further the brotherhood
of man by sncouraging class hatred.

You canvat help the poor by des.
troying the rich,

You cainot build character and
courage by tking awsy initiative and
independence.

You cannot help le by doing
for them what they could and should
do for themsdves.”

This nation has deviated from its
course before and we have always
found the vaay to retum to our proper
heading. 'We can do so now. During
the past ten to twenty years, we have
overwrdened our economic capacity
through unwise, if well-intentioned
actions, Having recognized the mis-
takes, it's time to rectify them.

The Challenge

Each step in our lives preseats a
new challenge. Today, the challenge
is to restore that which has given us
the ability to achieve greatness —

rsonal and economic freedom . ..
ree enterprise and with it a rejuvena-
ted production capacity.

If the people 1 have met during this
year are representative of most Ameri-
cans — and 1 belive they are — the
time s right for a retumn to the prin-
ciples upon which this country was
formled. The nation seeks leadership
to weave in that direction. We of the
business community must n-sptmd.

1 shall close with the same words
1 have used throughout the nation this
past year — hecause they are even
maore appropriate today.

It is a human charadteristic that we
take for granted resources as precious
as freedom . . . until it is too late.
Benjamin Franklin said:

“When the well is dry, we know
the wealth of water.”

We must not wait until the well is
dry of our personal and economic
freedoms. We must continue to work
as leaders of American business, to
preserve our free enterprise systems
and its Siamese twin — personal lib-
erty. There is no greater inspiration
to do so than that contained in the

words of Winston Churchill as he
spoke of another compelling chal-
lenge at the onset of World War II:

“Still if you will not fight when
you can easily win without blood-
shed, if you will not fight when

your victery can be sure and not
too costly, you may come to the
moment when you will HAVE

to fight with all the odds against
you and vou have only a precar-
fous chance of survival. There
may even be a worse case; you
may have to fight when there is
o hope of victory because it is
hetter to perish than to live as
slaves.”

Begin Again

During those long ago dark days
when Washington's men were freez-
ing at Valley Forge, Tom Payne told
his fellow citizens "we have it in our
power to begin the world over again.”
We today have that same power. We
can begin our world over again or
take the chance that perhaps one day
if we don't we will have to face our
children or our children’s children
when they ask us where we were
and what we were doing on the day
that freedom was lost in America,

1 leave you this challenge:
One man awake,
Can awaken another.

The second can waken his next door
brother.

Surplus to Shortage
Seen in Ten Years

While world food supplies are am-
le today, serious shortages may fol-
‘uw in ten or 15 years, warns the Or-
ganization for Economic Cooperation
and Development.

The techniques that  dramatically
improved agricultural produdtivity in
recent years have run their course, the
Paris-hased 24-nation group says. “Un-
less there are further major break-
throughs . . . it will be difficult to pro-
duce all the food that will be needed
in coming decades.”

The near-term outlook, however, is
quite different. Experts foresee five to
seven years of surpluses, which, they
fear, may lull governments and farm-
ers into reducing productive capacity
that will be badly needed later.




PROGRAM

76TH ANNUAL MEETING

R T R T T T T

National Macaroni About the Speckers City Committee, Viee  Chairman
Ross B. K o R— Hampden County Democratic Com-
Manufacturers Association . ‘,“'* A RALYE ratls- mittee and  Advisor, Massachusetts
b“’ﬂ-‘h“’ :“_"kl- ':"-'_“""‘I"‘"'ldg;‘;' d:"d Young Democrats, He also served as
wmh-bv-ﬂ'.-h gree from West Foint in an President of the East Forest Park
served as a lieutenant in the Army for Civie Association, and Director of the

Portsmouth, New Hampshire four years. East Longmeadow Jaycees.

WEDNESDAY, JUNE 25

3:00 p.m. R::rc: of Dirleclan
ting—Clipper
Room

7:00 p.m. Reception—Ball
Room

He was with Merrill Lynch from
1957 until 1979 having been Manager
of the Akron office in 19684, Cleveland
in 1968 and Metropolitan Regional
Director in 1973 covering New Jersey
Connecticut and Metropolitan New
York.

He came to Buffalo Savings Bank in
August 1979 as President and Chief
Operating Officer and was elected to

The Grocers’ Panel will be moder-
nated by William A. Henry, consul-
tant of Owmaha, Nebraska, president
for the past ten years of Skinner Mac-
aroni Company.

Panclists will include:
Kenneth G. Abrahams, President,

Food Marts, Holyoke, Massachusetts;
David B. Jenkins, President, Shaw's

8:00 p.m. Dinner—!Aain Dining
Room

Address by President
Paul Vermylen

the Bank's Board of Trustees. Su rkets, Brockton, Mass.; Ger-
He and his wife Langly have one  ald P. Linsner, Vice President of Sales

Wontwonth-by-the-3oe, P wth, Now Hompehi

THURSDAY, JUNE 26

Business Session—Ball Room

9:00 a.m. The Econemic Outlook—

Ross B, Kenzie, President
Buffalo Savings Bank, Buffalo, NY

10.00 a.m. The Energy Sitwation—

Ronald D. McMullen, Eastern Regional

V.P.—Amoco Qil Co., Baltimore, MD

FRIDAY, JUNE 27—(Continued)

12:00 noon Product Promotion Committee
Luncheon

2:00 p.m. Tennis Mixer at the tennis courts
6:30 p.m. Suppliers’ Social—Ball Room
7:30 p.m. Dinner—Main Dining Room
9:00 p.m. Italion Serenaders in the Ship

SATURDAY, JUNE 28—Ball Room

daughter.

Ronald D. McMullen is regional
vice president of Amoco Oil Com-
pany’s Enstern Region headquarters
in Baltimore, Marylund. He directs
marketing and distribution of petro-
leum products in 13 states from Maine
to Virginia.

A native of Pekin, lllinois, and a
graduate of the University of Nlinois,
McMullen joined Amoco in 1950 as

and Merchandising, Peter ). Schmitt,
Buffalo, New York,

Eleanor Ehrman, senior Vice Presi-
dent, Burson Marsteller, has been in
charge of women's activities of the
New York office of the public relations
firm that was originally known as
Theodore R. Sills, Inc. She has super-
vised the macaroni account for many
years,

Dr. George S. Odiome is Professor

11:00 am. The Pelitical Scene— - } a sales trainee. During his thirty year of Management of Business Adminis-

igfhf:i Sh.ﬁhson, Director ?g;l'i‘ticol 9:00 o.m. ?m'mregﬂb?:to .‘:’:lﬂm'ﬂﬂ career he has advanced through vari- t;ntinn at the ‘!:Jni\'t'r;it)' of Massa-

rs, U.S. Chomber o merce, “‘d"‘, . ous marketin itions. He came to chusetts at Amherst. Prior to joining

Woshmglon, D.C. Umvemty 'D‘ Mu?""‘ Amberst Baltimore in g]oll?m director of mar- the staff of the University of .{)'iliﬂl'

| 12:00 noon National Affairs Committee Luncheon 12:00 noon ?-oold of Directors Organizational keting and was appointed regional chusetts, he was Dean of the College
\ : for Strowbery Bonk et vice president in 1978, of Business and Professor of Manage-
1:30 p.m. Departure for 5t y . 6:30 p.m. Suppliers’ Social Mr. McMullen is a nav2] veteran of  ment at the Univeristy of Utah for

Viking Cruise

6:00 p.m. Suppliers’ Social and Clambake

9:00 p.m.

On the shore—Casual clothes
Dancing at Avenida

FRIDAY, JUNE 27

9:00 a.m.

Business Session— Ball Room

Progressive Grocy:4' Report on the
Grocery Industry

7:30 p.m. CTinner—Main Dining Room

Dancing in the Ship

SUNDAY, JUNE 29—Clipper Room
9:00 ao.m. Board of Directors Meet

Golf Tournament score con be turr:d 7,
Wednesday, Thursday, or Friday. dov
card stomped by Pro before startii g
You may be in a twosome, three:ome
or foursome for attesting scores. Mo

World War II and Korea. He and his
wife Norma have one daughter,

John Thomas Sheehan is a graduate
of Westerm New England College in
Springfield, Massachusetts and pres-
ently serves as Director of Political
Affairs, Chamber of Commerce of the
U. S. in Washington, D.C. He has par-
t'cipated in numerous leadership de-

five years. Previously he was Director
of the Bureau of Industrial Relations
at the University of Michigan for ten
years. He has taught management
and economics at Rutgers and New
York Universities.

His business experience has includ-
ed associations with General Mills,
American  Management  Association,
and American Can Company, He has

9:30 o.m. Consultont William A. Henry husband-wife combinations velopment programs and has served served as a consultant to  major
moderates a panel discussion with Green fees $11—Corts $12. as lecturer in small business manage- American corporations.
Kenneth G. Abrohams, President, Prize pool $3 ment at Western New England Col- He is the author of ten books and

Food Marts, Holyoke, MA;
David B. Jenkins, President, Shaw's
rmarkets, Brockton, MA;

lege. Mr. Shechan has served as Chair-

over one hundred articles on manage-
man of the Springfield Democratic

Tonnis Mixer—2:00 p.m. Friday ‘
ment and managerial leadership.

Mixed doubles: change partners oftf

: eoch round t
Gerald P. Linser, V.P. Sales and pool {
Merchandising, Peter J. Schmitt, ?C::::mlionsg'o?molim‘ $100
Buffalo, NY Non-mem‘nn: $200
11:00 a.m. Product Promotion Report o fee for wives and children

Wives are invited to oll sessions
THE MACARONI Joumss

Elinor Ehrman, Burson-Marsteiler

10 UNE, 1980
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ADM:s 14 milling cente sip ovide quicker, better service-
_ ., a sure total quality control.

gAD\  mly believes that a milling company should be in a pasition 1o provde
. mers with fast. convenient service

LA

j= iy there are now fourteen ADM milling centers i ten states Fach
'K milling centers s stratewically located to serve ADM cestomers better
ding distinct. umique professieaal advantages in quality. service,

L jue ! Juaii
VY.

For example:

There’s probably an ADNI mulling center not too far from vou
and that means vou have quick access to consultation
professional product testng, and custom blending

And. since ADV s probably closes than many other sources
vou can count on prompt delivery and the avallability of
emengency supphies

ADVES wide-spread milling center network s backed up by four

huge flour terminals which provide storage capacity. thereby
assuring vear-around delnvery of the products vou ned

In these respects = andin many others — ADM Milhing Company
1s unique i the market

\

™

v
.
\

W

/

But all vou realiv have to remember as that ADAL assumes total responsibuliny tor
and mantains total control of — the quality and avalabihiey of s products

And that's a definite advantage to vou

.
75 ,

ADM Milling — supplying Breadwinners since 1902.

ADM MILLING (@,

1550 W 10%h Street @ Shav ser Mision hansas 06711 @ Phone (9001 18] "4

(
A
A

- o

ADV iso supplies quality baker’s shortening. corn sweetners. sy protein and vital wheat gluten for the babing industny

o
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The Following Brief Was Filed April 19

Hearing Clerk

(HIFA-305) Food and Drug
Administration

Room 4-65

5600 Fishers Lane
Rockville, Maryland 20857

Re: Food Labeling; Tentative Posi-
tions of Agencies; (Docket No.
78N-0158). 44 Fed. Reg. 753090
(December 21, 1073)

The National Macaroni Manufac
turers Association, Inc, (NMMA) here-
by suhmllsh;l\?u ml.bel ts with re-
spect to the food “blueprint®
published by the Food and D:pﬂAd-
ministration in conjunction with the
Federal Trade Commission and the
United States Department of Agricul-
ture on December 21, 1979. NMMA
is the trade association of the nation's
leading manufacturers of macaroni
14uducts,

- IN.\I.\lA hundemmd the agencies’
blueprint™ a it to represent a
muost ambitious endeavor by the agen-
cies. NMMA cautions that the sig-
nificant regulatory and legislative in-
itiatives contemplated by the “blue-
print” would carry with them sub-
stantial costs to be occasioned by food
manufacturers and of necessity, to
be passed on to consumers. Although
several of the anticipated revisions in
food labeling dr:fuhtlnns might prove
to be beneficial to cousumers, it is
important that such revisions be ac-
complished slowly amd carefully so
as to minimize costs, confusion and
technological difficulties. This is es-
pecially important since FDA's own
consumer labeling survey demonstra-
ted that a distinct minority of consu-
mers are dissatisfied with currzai jab-
eling practices and few are willing to
pay the price for the kinds of changes
in labeling that the agencies are con-
sidering.

NMMA will not comment upon all
of the issnes that the agencies have
under consideration but will await
publication of specific regulatory pro-
posals upon which the Association will
comment, where appropriate. In this
regard, the Association endorses, in
principle, the comments originally

14

offered with respect to these issues by
the Crocery Manufacturers of Amer-
ica, Inc. (GMA) in November, 1978.
NMMA will briefly address three is-
sues of lsnrticulu interest to the u':dcl.\-
aroni industry — percentage in, -
ents labeling, open date llﬂlln: and
nutrition la lly — and will empha-
size one issue of greatest concern to
the industry — imitation labeling.

1. Percentage Ingredient Labeling

NMMA believes that, ::dleut for
most food ucts, not only is per-
centage lnﬁient labeling unneces-
sary, but it is technically infeasible,
often misleading, and potentialiy ex-
tremely e ve.

It is important to note that, where

the listing of the percentage ingredient
composition of & food

duct would y potentially mis-
leading h:lfwormntion or a ces,
or where roportion of a particu-
lar ingm.limlll;r component in a food
has a material bearing on price or cus-
sumer acceptance of the food, cur-
rent FDA lations already require
permnuge“i‘duntim In addition,
and of particular relevance to the
macaroni industry, several food stan-
dards of identity already prescribe
specific mandatory amounts of basic
ingredients. Therefore, consumers are
assuzed that such standardized pro-
ducts — assuming that the products
comply with the prescribed standard
of identity — contain non-varying
amounts of chanwtvrizing ingredients.
For instance, FDA require
that noodle products contsin a mini-
mum of 53 percent egg solids on a
dry basis. So long as FDA enforces
these standards of identity, percen-
tag= declaration of characterizing in-
gredients in such foods is unnecessary.

Percentage ingredient labeling is
technically infeasible for most foods
hecause, among other things, a food
manufacturer must be able to modify
a product’s formulation in order to re-
spond to natural varistions in raw ma-
terials, while still producing a uni-
form product. Percentage ingredient
labeling would mmlge inhibit the
manufacturer in making such formu-
lation modifications. Tﬁenfore, con-
sumers would either have to pay high-

er prices at times when certain in e
dients become less readily avail ble
or, at certain times of the year und
depending upon the region in w ich
a product’s raw materials are o
duced, consumers might have to ac
non-uniform ucts. Fur e
current food technology does not jer-
mit the kind of analysis of a fini:hed
food uct that would be neces ary
in to arrive at appropriate per.
centage weight declarations.
Percentage ingredient labeling i
also potentially misleading as it sug.
gests to consumers that 5»9 percen
tages or amounts of a particular in
gredient in a food product are reflec
tive of the product’s quality. Indeed
what is far more im t than quar-
tities in making ty determinations
with regard to ﬂilerent products are
factors such as nutritional value and
ubﬂily.dln many cases, smaller
quantities ingredients
llrsult in more mmdg;:dw
thart would large quantities of the
same ingredient, even though percer-
tage ingredient labeling may lea
consuniers to believe that more means
better.
Finally, the analyses, labeling
changes and food formulation inhib-
tions to be occasioned by percentage
ingredient labeling makes such label
ing extremely expensive for most foo
products,

Therefore, NMMA could not sup

mandatory percentage ingredlient
&ling. ST

2. Open Date Labeling

NMMA believes that open Lt
labeling Is a for foods vith
relatively short shelf lives (e.g. lew
than 60 days). However, for icts,
such as macaroni ucts, that | ave
2 shelf stability of virtually indef nite
duration, assuming they are stcred
handled, and distributed without v
necessary abuse, date labx ling

can be both mis and expen ive [

Therefore, NMMA would not suf port
mandatory open date labeling for uch
non-perishable food products.

e

.

An open date might provide a we 18

ful guide for estimating potetid

freshness of perishable foods sinct i
such foods are likely to deteriorate @ §
terms of taste, aroma, flavor, texture. H
and nutritional value relatively rupid-

(Continued on page 16)
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WHO WILL HAVE
THE MOST MODERN
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DURUM
MILLING
EQUIPMENT
IN 19807

Could it be the durum people?

the durum people

Grand Forks, North Dakota 58201
Phone (701) 795-7224
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Comments on Labeling
(Continued from page 16)

ly. However, foxd preservation tech-
nology has a primary goal the produc-
tion of a relatively stable product that
does not decline in such quality fae-
tors cxcept extremely slowly — so
slowly that such deteriation cannot
even be predicted in a meaningful
fashion.

Further, for non-perishables, stor-
age and handling conditions have far
greater influence on shell stability
than does time. For instance, a maca-
roni product that is stored in a rela-
tively cool, dry environment will re.
main fresh for a virtually indefinite
period of time. A food manufacturer,
unable to predict storage and hand-
lin vlrilblu. would have great diffi-
culty in arriving at a meaningful open
date.

While v date labeling for non-
[rrhhabmul products [i:gml man-
ingful, it is still expensive. The austs
of such open date labeling include
costs of analyses, labeling changes
and destruction of outdated, but still
fresh and wholesome fooll. Once
again, consumers woudd be forced to
pay this price in return for which they
receive valueless information.

Therefore, NMMA would it ::r-
port open date labeling for non-perish-
able food products.

3. Nutrition Labeling

NMMA supports current law and
regulations regarding labeling of mi-
trition information. In this regand,
NMMA believes that where nutrients
are added to a product or where a
nutritional claim is made for a pro-
duct, nutrition information should be
provided. In this regard, since mnst
macaroni products are made with .-
riched wheat flour, most macaroni
products bear nutrition labeling.

With respect to the format for pro-
viding of nutrition information, NM-
MA would urge that the current for-
mat continue to be utilized until FDA
has acquired sufficient data to demon-
strate that an alternate format would
be useful to and used by consumers,
In addition, NMMA would not sup-
port any additional nutrition labeling,
ur any modification of the current for-
mat, until the Agency has embarked
upon an adequate consumer vduca-
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tion m desi to teach con-
slunrl:smsl;nm to mrglnh:-dnuhiﬂm infor-
mation for which they are already
paying.

Specifically with respect to the
Agency’s considering requiring nutri-
tion labels to bear statements of a
food product’s sodium content, NM-
MA urges that, if sodium content dec-
laration is to be required, it only be
required for those foods in which salt
or a sodium compound is an added
ingredient. In this regard, sodium is
not added in the manufacture of mac-
aroni products. However, sadium is
a natural constituent in some of the
raw materials used to manufacture
macaroni,

Unfortunately, sodium content \iur-
ies depending upon the water quality
used in the manufacture of the pro-
duct. Sodinm nmtenl:e of water v'uics
depending upon the region from
which thg \l‘illﬂ' source is derived.
Therefore. macaroni products mann-
factured in different E.m of the
country will necessarily have different
sodium contents. Many food manu-
facturers have plants in several regions
of the country. Therefore, the sodium
cuntents of their ucts will not
likely be uniform. As a result, differ-
ent labels would likely be required

for the same company’s rodum de-
the

pending upon the part country
in which ep::h uct was manufac
tured. Ob y, consumers would

be paying for this unfortunate quirk
of nature, if the declaration of sodinm
content were required for macaroni
products.

4. Imitation Labeling

NMMA supports FDA's current pol-
icy regarding the labeling of imita-
tion foods. If a food imitates, resein-
bles or otherwise purports to be, in
labeling or in advertising, a food for
which FDA has established a standard
of identity, and such “imitation” food
does not comply with the subject stan-
dard of identity, that food Id be
designated as an “imitation” food.
NMMA does not object to the use of
a “fanciful® name for an “imitation”
food that is nutritionally equivalent
or superior to the food that it imitates.
However, where a “fanciful” name is
used, such “fanciful” name should he
in no way similar to the name of the
standardized food. Moreover, under
no dreumstances should such “imita-

s i Fudlsat s b

tion” food, regardless of its “ .ts
tional equivalence”, be permitt | ¢
bear, in its trade name, the nan «
tablished for the standardized [ o

The “standard of identity” v o
represents an  extremely  imp
consumer protection device, Thi o

has served well to protect ar
sumers from the debasement ot
ditional foods for decades. Purhap
more importantly, this concept hs
consumers with some gua.
antee that, if a food product bean
the name set forth in a standird of
identity, that food must meet certais
criteria. Of course, as food standand,
of identity have been amended to per
mit the use of various optional ingre-
dients, manufacturers of standaidizl
foods have not had to strictly adher
to specific formulations. The flexibi
ity afforded by the “optional® ingn-
dient approach is a necessary flexiti-
ity that encourages — and does it
inhibit — food uct  innovation
Such fexibility is extremely importast
enabling the production of new (oo |8
and the use of newly developing i §
gredients. This approach, moremer
is compatible with the concept ¢
“standards of identity” and FDA'’s pr
vailing “imitation™ labeling policy. B

However, FDA's “imitation” lalx! |3
ing policy and the “standards of ider-
tity” concept are only viable it FDI|S
regulations promulgated to implome: B
these policies are complied with b f
the food industry and enforod b |8
FDA. In this regard, FDA has iynor!
its own standard of identity for nook
le products — which has been in e
istence for more than thirty yian -
by permitting so-called o ient
noodles™, a product that clearl fab
to comply with the standard ol ider
tity for noodles, to use the wort “ne
dles™ in the names declared « 1 te g
labels of these products. Instea .o
jental noodles™ should be labe « 2
“imitation noodles.” Since thes e H
ducts are nutritionally infen r ¥ |
standardized noodle products, o i
the use of a “fanciful” name 1t =§
cluding the term “noodles” \:'m d
inappropriate. However, at leat
uuprl" ul‘:::lu'lful" name not incl i
the term “noodles™ would not m
consumers to believe that “ore
noodles” and  standardized noodiof
are comparable products,

If, as some “oriental noodle™ mant
facturers have assested, “oriental no

THE MACARON] JOURNM

dle e not imitations of real noodles
i re entirely different products,
the  at the very least, FDA and the
F1 should insist that the word “or-
i " appear in the trade name of ev-
en riental noodle” product that cur-
e includes the term “noodles™ in
the ade names of products the man-
wfa wrers of which coneede = inded,
imic — are not “noodles.”

Betore the Agency moves forward
ta nlify its current labeling require.
ments and to regquest from the United
States  Congress eapanded  labeling
authority, the Agency should enferce
its current regulations. Until this is
done, NMMA is not inclined to sup-
port the Agency in its quest for any

8 new authority.

NMMA appreciates this opportun-
ity to comment and, hereby, offers to
assist the Agency in any way it can as
the Agency considers current regula.
tions and anticipates potentially new
regulations affecting the labeling of
noodle and other macaroni products.

Sincerely,

Leighton Conklin Lemov

and Jacobs

Gary J. Kushner

Counsel to the National Maca-
soni Manufacturers
Association, Ine.

‘Oriental Noodle"
stition Denied

O April 16 Counselor Gary Kush-
et - cived a letter from the Food

pd —ug Administration responding
“MM.A. citizen's Petition re-
the labeling of oriental nood-
5. ¢ Agency denied the petition
ut - following grounds:

1. A considers “oriental noodles”
0 1 entirely different product
n ndardized noodles, and, there-

ot cs not consider “oriental nood.
he subject to the noodle stan-
ard. § identity;

= A cousiders "oriental noodles”
o b ie common or usual name for
this . inct food uct as that name
L “n establ by common us-
8¢ 1. more than 30 years.
3 1 DA is not convinced that con-
' oane being misled to believe
al “uriental noodles™ are standar-
fed noodles as the Agency has re-
ved no consumer complaints to this

E, 1980

effect nor has the Agency recvivad
any “hard” evidenee of consumer de.
ception.

Despite the denial there are posi-
tive results from our work,

First. from the publicity that this
cause has grmwlm‘. we have brought
to the attention of FDA, the FTC,
aml consumers the fact that so-called
“oriental noodles™ are not “the real
thing.” In particular, we have ex-
plained that “oriental noodles™ are nu-
tritionally inferior o standardized
noodle products,

Also, we have suceesstully enlisted
the aid of “oriental noodle™ manufac
turers themselves through the forma-
tion of their trade association, the Na-
tional Association of Manufacturers
and Distributors of Oriental Noudles
(NAMDON) in policing the market-
place and insisting upon compliance
with FDA's labeling requirements for
“oriental noodles.” Apparently. NAM-
DON has taken this matter seriously
and has actively urged its members
to comply with the law, as it is cur-
rently written.

Finally, and perhaps of greatest im-
wrtance, the “oriental noodle”™ cause
as significantly increased NNMMA's
prestige and visibility in Washington,
an accomplishment that cannot e
overstated as it represents a most pos-
itive investment upon which the As-
sociation will be able to rely when it
seeks to resolve future concerns of the
macaroni industry.

Instead of considering the FDA de-
nial the “fnal word™ in this matter, the
“oriental noodle™ situation should be
reasserted at every oportunity. We
should continue to monitor the mar-
ketplace and bring to FDA's attention
those products that do not comply
with the Agency’s current compliance
guidelines. Finally, we should con-
tinue to try to convinee FDA and/or
FTC to require that the trade names
of “oriental noodles”™ also include the
qualifying terminology required In
FDA's compliance guideline.

In commenting on the recent action
Food Chemical News states that the
FDA Associate Commissioner for Reg-
ulatory Affairs has written NAMDON
cautioning them as follows: “Contin-
uved  noncompliance  with  Guide
710202 may result in increased con-
sumer deception to a degree whid
could necessitate the FDA significant.
ly alter its policy with respect to ap-

PP RS

AR TR Ay e e ey

propriate labeling for “oriental siyle’
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Oriental Noodle Market
Goes Flat

Advertising  Age reports oriental
noodles appear 1o have reached o
new bend, one that several marketers
think will lead to a new growth In
“Americanization”™ of the category,

At the same time, the market for
oriental instant nodles — in the or-
icutal style that finst brought them
attention — is continning to grow with
new entries,

“Americanization” is showing up in
the npr'at.mu- of wider, fatter nomd-
les and meat-based sauces. Grand lin-
perial's Take Five instant  noodles
started  the trend  among  oriental
nodle makers based in Los Angeles,
and Nissin Foods picked it up with
new Hearty Cup O Noodles coming
in several new  flavors,  induding
minestrone, and uses wide noodles in-
stead of traditionally thin, oriental.
style noudles, Ads via Dentsu play up
the change.

Kraft’s Miracle instant noodle dishes
in a cup. being tested in Denver, not
only use the fatter noodle but Kralt
makes no mention of an oriental her-
itage. Varieties include macaroni and
cheese and brown gravy and mush-
rooms. Nestle's Lunchtime reportedly
is undergoing new testing in North-
west markets,

Sanwa Fouds, one of the Los Ane
geles-based  competitors, i leaning
toward introducing a flat nomdle ver-
sion of its Noodles to Go and thinks
the trend is giorwing,

In the meaidine, Sanwa has rede-
signed its packaging and will iutro-
duce “sleeve™ paiks shortly. Foote,
Cone & Belding/Honig  handles,
though no new advertising is planied
at present.

Also coming ot with new pack-
aging is Marnchan Ine., whose Instant
Lunch brand will be hacked by heavy
couponing ina new “Get suippity with
ws” newspaper drive via o Siteman
Brodhead/Baltz, Beverly Hills,

A new entry in the oriental noodle
race is sticking to the traditional or-
iental style. Miyojo Foods of Ameri.
ca, New York, is introducing a bramd
of oriental instant noodles called Ol
My Goodness in Pitshurgh. Cleveland
and upstate New York markets with
newspaper and some v support,
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[ astically reduces the time required in the production cycle.

i gher drying temperatures reduce plate counts to well below industry standards while
¢ hancing product flavor and quality.

| E cironic controls sequentially start and stop fans as the product moves by.

i Preumatic controls regulate relationship between time, temperature and relative
8 humidity.

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

| Braibanti ATR—newest in the long line of Braibanti pacesetting Pasta Dryers.
Braibanti, the world’s foremost manufacturer of Pasta Equipment.

*M’ eh

Plate Counts Side Pancls Open for Cooking Qualitics
Slashed. Easer 'Flo‘amn; Improved.
Lock Tight 1o

Consérve Enbesi: Stickiness Eliminated

Automatic Extrusion Press
with Spreader

BM corporation

40 EAST 42N STREET-SUITE 2040 « WEW YORK W Y. 1001/

Preliminary Dryer Product Cooling Section Storage Silo

Braibanli

DOTT INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
June, 1980 19

l PHOME (212) 682.6407-602.6400 « TELEX 12-4797 BRANY
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President of Buitoni, U.S.A.

Manus M. Gass has been named
president of Buitoni Foods .
South Hackensack, N.J. Mr. Gass, who
will be in full charge of Buitoni's U,
S. operations, has been executive vice

ent.

Buitoni is a processor and packager
of a wide variety of canned and froz-
en food products, including sauces,
pastas, pizzas, convenience frozen
foods and other retail and food service
products,

Murco Buitoni has been named
chairman of the board of the company
which is a division of Industrie Buito-
ni Perugina, S. p. A. a multi-national
company headquartered in Perugia,
Italy.

Mr. Gass noted that the company
had shown considerable growth in
recent years and that plans are un-
derway to strengthen the comnpany's
position in the United States even fur-
ther with the introduction of several
new and exciting products.

Mr. Gass, who joined the company
in 1966 as treasurer-controller, was
appointed vice president of fnance
and administration in 1972 and execu-
tive vice president in 1977.

Skinner Manager in Kansas

Charles Paxton has been appointed
District Manager for the state of Kan-
sas and the Kansas City marketing
arca for the Skinner Macaroui Com-
pany, according to Skinner National
Sales Manager Richard Lorimer.

Paxton will supervise Skinner sales
in this area, reporting to Midwest
Director of Sales Lou Kinerk.

Skinner Macaroni is a division of
San Giorgio-Skinner, Inc., a subsidiary

of Hershey Foods. Skinner’s plant ard
headquarters are in Omaha, Neb.

A native of Topeka, Paston has
spent more than 20 years in food sales,
working for such companies as Shasta
Beverage and Standard Brands,

Paxton, his wife and three children
will continue to reside in Topeka.

Skinner Regional Manager

Don Comes has been named Re-
gional Manager for Oklahoma and Ar-
kansas for the Skinner Macaroni Com-
pany, according to National Sales
Manager Richanl Lorimer.

Comes will be responsible for field
sales supervision of Skinner sales ac-
tivities in the two-state area and will
report to Skinner Director of Sales/
Southwest Chuck Berry.

Comes has been with Skinner for
four years, serving as Westem Re-
gional Manager for Skinner in Califor-
nia, Nevada and Arizona.

Prior to joining Skinner, he t
over 30 yeai‘:: Ingnles, most d’qrh:t
time with Spice Island Company and
food brokers.

Broands Manager

Mary Noller has joined San Giorgio
Macaroni, Inc., a Hershey Company.
in the newly created nosition of
Brands Manager for the Delmonico
and P & R brands. Ms. Noller was
formerly with Skinner Macaroni Com-
pany, Omaha, Nebraska. In her new
position she will be working on the
marketing and promotion of the pro-
duct lines at headquarters and in the
field

Ms. Noller has been actively involv-
ed in marketing with the Skinner
Macaroni Company (also part of Her-
shey Foods) since her initial employ-
ment in 1977. Her particular areas of
expertise were promotion ning,
market research, and sales lgahnly:ls.g

According to Clifford K. Larson,
Vice President Sales & Macketing for
Hershey Foods Macaroni Division,
“Ms. Noller will be an important ad-
dition to the sales and marketing funce
tion at both Delmonico, our Louls-
ville, Kentucky based company, and
P & R Macaroni in New York State.
We plan to su both brands ag-
grrul::ﬂy udm the day-to-d.ﬁ'
marketing help that she can provide.”

A native of Topeka, Kansas, \,
Noller holds a Masters Degres iy

Business Administration from Cr. g}, |

ton University, Omaha, Nehrask,

Hershey Steps Out

From Forbes Magazine

If big company money and pr. me
tion power aren't enough to crac) the
fiercely independent pasta busines
there's going to be considerable dis
appointment in  Hershey, Penm
Headquartered there in the green rol
ling hills of Pennsylvania Dutch coun.
try is the $1.2 hillion (sales) Hershe
Foods Corp., which was the Rrst big
outside company to invade the maa
roni business. Since 1968, when #
made two small acquisitions, Hersbe
has been slowly expanding in th
business. With its San Giorgio, Del
monico, Procino-Rossi and  Skine
brands, it now claims a 10.2% marke
share, second only to the 18% shar
of C, E. Mueller Co., a subsidiary d
Foremost-McKesson, Inc. Macarou
last year brought Hershey about %3
millions in sales.

Hershey remains  essentially 4
chocolate company, with 70% of it
sales (8815 million) in that busines
but it is trying hard to hreak ont d

that mold. Early last year it paid 16 |
million in cash to buy Friendly I |§
Cream Corp., a New England-hasel |8

chain of 620 moderately priced fumih
ice cream parlors and restaurans. It
was a § price, 19 times the pre
vious year's eamings, but so i it
has worked out well for Hershey. Last
year Friendly produced roughl: $5
million in pretax eamings for its new
parent. Hershey paid for Fri odh
with the of $75 millic 1 in
95% debentures and the rest with
cash for its bulging treasury. ven
allowing for interest costs — an i
terest foregone — Friendly last wea
made a substantial net contributi ot
Hershey's bottom line and helped pro-

duce a 25% increase in eaming ( B
$3.78 a share). With a return on « (Jui- B

ty of nearly 19%, Hershey is ai ont

the most profitable specialty ood H

companies.
Not Always So

It wasn't always so. In the carh
Seventies the price explosion in coon B

beans, Hershey's main raw material
(Continued on page 22)
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ASEEGO “resvolutionary new vibratory

(istribution system obsoletes existing designs”

i 15y are sanitation. difficulty of cleaning. product recirculation and dam.
ple-machine packaging line resulting in excess or starvation of product.

Problems ¢ o uct
« @, and inability to respond to varying demands of multi
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The modest investment lo equip your plant will be paid off
quickly by higher quality, reduced scrap and improved packag-
ing machine efficiency.
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Hershey Sieps Out

{Continued from page 20)

sent eamnings plunging 30% . Another
jolt came from privately owned Mars,
Inc. which buried Hershey in a blitz
of advertising and promotion and ous-
ted it from the number one spot in
U.S. candy sales.

In 1976 Hershey got a new Chief
Executive officer, William E. Dear-
den, who with his right hand man
Richard A. Zimmerman made some
basic decisions: Hershey would not
conglomerate; it must lessen its de-
wndence on the cocoa bean; it would
L-mme a major food company.

The remaining leg of Hershey's di-
versification is relatively small but
quite profitable: Cory Food Services,
which es coffee service in some
75,000 business and institutions. Cory
last year brought in about $50 million
in sales.

Can Hershey build major diversi-
fication-on coffer service and pasta?
As for the Friendly restaurants, they
have proven a great success in New
England and, to a lesser extent, in the
Middle-Atlantic states, but is the
qjuaint-homey formula exportable to
other parts of the country? These arc
unanswered questions.

From the Hershey
Annval Report

Pasta is made from four milied
from durum wheat, a specialized
wheat grown almost exclusively in
North Dakota. Although the supply
of this wheat was adequate during
1979, its price i more than
60% during the year forcing two E::
eral price increases. Even with t
higher durum wheat costs, which are
expected to continue, pasta still offers
an excellent consumer value which
can be particularly appealing when
family food budgets are strained.

Because of the outstanding unit
growth in recent years, expansion pro-
rrams are under way in both the Oma-
hn and Louisville manufacturing and
warehousing facilities.

San Giorgio’s Light 'n Fluffy egg
noodles were first introduced in selec-
ted arcas in 1978. As production per-
mitted, they were introdaced into ad-
ditiona! major market areas with out-
standing acceptance, By the end of
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1979, this product ranked as a solid
member of the San Giorgio line.

Hershey Sales and Earnings

Hershey Foods Corporation an-
nounced consolidated net sales of
$331,759,000 for the first quarter end-
ed April 1, 1980, compared with $277,-
848,000 for the mp':‘rrhd in 1979,
Income for this was 813,253,
000 ($.94 common share) com-
pared with $12,352,000 ($.87 per com-
mon share) in 1979,

Results of Friendly lce Cream Cor-
ronlion. acquired in early 1979, have
heen included in the consolidated re-
sults of Hershey since the beginning
of February, 1979. Thus, comparative
figures for the fist quarter of 1979
include only two months of Friendly’s

operations.
Also the tion declared a
regular quarterly dividend of $.35 per

common share, payable June 13, to
stockholders of record May 23, 1980,

"All divisions ed increased
sales revenues,” said William E. Dear-
den, Vice Chairman and Chief Execu-
tive Officer. “Significantly, unit vol-
ume in the Hershey Choco-
late Company ted a predomi-
nant poriion of the Corporation’s sales
increase.”

“While both sales and eamnings have
exceeded those of the first qmrlerd:
last year, our ting margins
creased duﬂngm first quarter of
1880, Dearden said. “These margin
decrease resulted primarily from the

eneral increase in the cost of doing
gu.dncu and a precipitous rise in the
cost of sugar. These cost increases
have outweighed the favorable im-
pact of lower cocoa bean costs.”

Price Increases

Dearden said that in response to
declining margins, the Hershey Cho-
colate Company, in early March, an-
nounced price increases for many of
its confectionery and grocery items
effective March 31 and that chocolate
bar weights are being reduced. Other
divisions also instituted price increases
to combat erosion of their margins.
He said all price increases are in com-
pliance with the guidelines of the
President’s Council on  Price and
Wage Stability.

“Our business is progressing
despite the adverse comditions b
prevailing in the nation's eom
and we are optimistic regardin: th §
remainder of 1980. However, o
timism is tempered by the bu
uncertainties associated with the o [B
rent state of the economy,” De: e
added.

Canned Foods Pull in
One Billion for Campbell

The Camden, N.]-based Campbel
Sou{; Company and subsidiaries cur-
rently produce approximately 730
products for retail and institutional
markets, including soups (which ac
count for 40% or Camphell's word
wide sales) juices, beans, canned pas
tas and gravies, pickles, relishes, asd
prepared frozen foods. As evidemr
of its Canned Food Division’s s
cessful growth, over the last five yean
the Campbell Chunky Soup line he
in dollar sales by 60% and ba
grown about 50% in the number d
cases sold. The Swanson line of can
ned poultry and meat products b |
grown by nearly 85% in the sam
time period, while sales of V-8 Cod- B
tail Juice have doubled. During 19 ¥
the Canned Foods Division accounted
for more than $1 billion in sales, o
about half of the company’s business

Cream of mushroom soup prodoc
tion makes Campbell the larges! uset
of mushrooms in the U.S. accoding
to company spokesmen addr ssisg
the Washington Society of Inves' mest
Analysts, The finn currently op rate
seven mushroom farms, and se « the
branded fresh mushroom busin s

a “q' toward mnrh:ung addi onal [ & evrtsdhn t bnd ansnd when of commes tor el wts gvmad Lastung maattfmmns st dhahes

fresh vegetables und Can bl
label. o the 1 %u can’t id Sure, it has to look good, and of course it has to taste delicious
But exen a Z-year-old “expent” probably docso't know how
paasta gets to tasting so good. That's why s good to have
Amber Milling around. Our milling and quality control experts

a o  make sure your pasta operations have o reliable source ot
Spagm semoling and durum tours mialled teom the choeest durum
wheats..Venezia No. 1 Semoling, Impetia Dutam Granular
rt or Crestal Fancy Daram Patent Flour
m L Amber also makes it casier to control your production se heduale
by mecting your specs and making shipments when pronnsed
When it comes to cating pasta, evenybody s an “espeent
When it comes to makimg good pasta products, you e the

evpert: and when it comes to making good semolina and
durum tlours, Amber's an espert. Call Amber. now! "

Q@
AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION %

AMills at Rush iy, Minn o General Ottces at SE Paul Minn 35165 Phone (012 309411

Pasta Producer

In 1979 the firm acquired G m1 B
Village, a pasta company to fill the |
pasta requirements as well as to 1t
the institutional or retail pasta ma 8
kets.

To serve customers in southe:-te 1B
sections of the country more quidh iy

the firm opened a 250,000-sq. ft d &
W

tribution center in Maxtan, N.C., and
is considering building a major pv
duction plant on the site,

THE MAcaroNi Joursd

SRS Pa—— (. a1

A s
R U T




Birke Skiers Get Big Lift
From Creameties

Hundreds of cross-country skiers
who participated in the seventh an-
nual American Birkebeiner 55 kilo-
meter race in Hayward, Wisconsin,
on February 23, got off to a fast start
and a strong finish thanks to a special
“Carbo-load™ training table set up at
the main lodge at Tele-Mark Ski Re-
sort by The Creamette Company, Min-
neapolis-based pasta company, a divi-
sion of Borden, Inc.

The Creamictte dinner, set out for
athletes from 37 states and 12 foreign
countries, featured Creamettes brand
macaroni, spaghetti and other favor-
ite pasta varieties.

“Never has so much pasta been con-
sumed so rapidly by so many skinny
people,” Jim Sandstrom, a com-
petitor from Minneapolis who knock-
ed three full hours off his time in last
year's race and finished in just four
hours and thirty-two minutes.

Sandstrom gets no fee for that testi-
monial but he does get to keep the
snazzy new T-shirt he's holding in the
picture. Jim is the media buyer for
Martin / Williams, the advertising
ageney for Creamettes.

“We feel that the Birkebeiner gave
us a great opportunity to demonstrate
that pasta is a terrifically good tasting
and nutritious dish for active, vigor-
ous people,” said John Ohnmacht,
Creamette Sales Assistant. *1 can't re-
call a promotion we've been involved
in that gave us such good results. The
event was covered by television, the
media, even by a feature magazine
show, P. M. Magazine, and all of
them took notice of the Creamettes
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training table. We plan to be back
again next year to watch those skiers
cat us out of house, home, and pasta.”

Borden Sets Plans for ‘80's

Borden, Inc., in the 1980°s will be
positioned more firmly as a consumer
goods and specialty chemicals com-
pany, according to the company’s an-
nual report for fiscal 1679, which also
notes the intention “to exploit our
skill and esperience in adding value
through the manufacturing process.”

Borden Foods — the division which
includes pasta, snack, baking, and su-
gar operations — posted increased
sales and operating income in the fis-
cal year ended Dec. 31, 1979, the an-
nual report shows.

Net camings of Borden declined
for the first time in 10 years, Eugene
J- Sullivan, chairman and chief exe-
cutive officer, states in the annual re-
port. Net income totaled $134,015,000,
equal to $4.31 per share on the com-
mon stock, off 1% from $135,827,000,
or $4.38 per share, in fiscal 1978, Net
sales aggregated $4,312,533,000, up
13% from $3,502,559,000.

In commenting on fiscal 1979 oper-
ations, Mr. Sullivan notes that all four
company divisions improved opera-
tional perfonnance over a year earlier.
The decline in eamings, he says, is
attributed to the required accounting
treatment of a major devaluation of
the Brazilian cruzeiro with a resulting
drop in Intemational Division eam-

ings.
New policies, strategies in "80's

Mr. Sullivan, who succeeded Augus-
tine R. Marusi last September as chair-

mand and chief exccutive, states that
“the policies and stategies of the Sev.
enties, right as they were for their
times, will not suffice for the Eighties”
His comments on the outlook for Bor-
den include the following:

“Cheap and abundant energy is
gone forever. Agricultural commodi-
ties have been politicized worldwide,
making their prices and supply more
volatile and unpredictable than ever
Sadly, because of inflation and reduc
ed capital investment (itself a conse
quence of tax policies) productivity
of American workers has diminished.
reducing ability of American busines
to corapete with foreign business both
at home and abroad.

“For Borden, these realities have al-
ready prompted changes in our way
of doing business. We are inveting
long-te1m in our own sources of « ner-
gy, and at the same time limitin our

investment in basic chemicals to ' wne
arcas that indicate above avi age

th or su our downst cam
production capabilities. In the ods
area, we are further reducing ov de-
pendence on commodities; in 94
we halted vegetable canning o er>

tions and potato processing in
of co-packers.

“During the ‘B0s, we will po
Borden more firmly as a cons me
goods and specialty chemical om
pany. We intend to exploit our skill
and experience in  adding alw
through the manufacturing prooess
thereby reducing the cost of raw m
terials relative to the selling price
of finished products.

“Accomplishing this will requir
substantive change in product m*
and possibly changes in our geogrif
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| groups paced The Pill

L

hic ! areas of operation as well. It will
ire far mare a; ve efforts in
product t and mar-
g We will be abandoning low-
th areas, without 1egard for his-
or tradition. But we will remain
ortably within our sphere of
etence.”

88FTURRT

Four| Division Income to $57.4 million

Tie Borden Foods Division in fiscal
1979 had g income of $574
-ﬂliﬂu“.,‘l:sﬂI $56.2 million in 1978.
Sales $1,209.1 million, against
$1,067.8 million the previous year,

The grecery products , the
largest unit in the Borden mmﬂ-
sic, “enjoyed its best year ever,” the
report says. “Almost every product
aategory within the group experienc-

ed improved results.

“The Creamelte line marked
its first year under the Borden banner
with gains in sales and income to new

highs, market extension into areas of

the Midwest and Southwest, and

::r' Penetration of its existing
els.

Pillsbury Sets Records
Restaurant and  Agri - Products
ry Co. to
sales and eamings in the third
quarter and nine months ended Feb.
3, with third quarter eamings of Ag-
riProducts more than double year-
ago levels,
Net income of Pillshury in the third
quart: r totaled $19,844,000, equal to

|r

20. Sales a; ated $751,710.-
7% gain from $478,647,000.

ie nine months ended Feb, 29,
1y kad net income of $79,261,
$3.96, up 20% from $61,443 -
8351, a year ago. Sales aggre-
2,221,389,000, a 52% gain from
083,000,

457 BBE-BiE®

very satisfying third quarter
nance once again is indicative
%our portfolio balance, with Restaur-
ints .od Agri-Products outdistancing
m"ﬂl gains of Consumer Foods”
m H. Spoor, chairman, said.
Noting that
Yurant chain

I

the Burger King res-
had increased

and eamings in the third quar-
ter, Mr. Spoor credited much of the

Ioez, 1980

success to the specialty sandwich line.
Burger King, he said, is testing both
an expansion of the sandwich line and
a breakfast menu. Steak and Ale din-
ner houses had significantly higher
earnings in the cuarter, he added.

Agri-Products Gain

Volume in Ag i-Products grain mer-
chandising increased about 50% from
last year's third quarter, which was
impacted by severe weather. Expand-
ed transportation capabilities, Mr.
Spooner said, more than offsct effects

the Soviet grain embargo. Agri-
products also benefited from improved
margins in flour milling and a strong
showing in rice milling, he said.

Consumer Foods also posted gain
in sales and earnings, Mr. Spoor said,
Highlights included a 28% gain in
unit volume by frozen pizza over a
year ago and substantial sales in.
vreases for cake and frosting mixes,

Pillsbury announced it has acquired
Desobry Biscuit Co., a Belgian com-
rany whose baked foods are sold in
Jelgium, West Gromany and France.
It will be operated by Pillshury's
Cringoire/Brossard cookie and pas-
try subsidiary in France.

Excellent Gains for
General Mills

Food processing, restaurants and
specialty retailing operations of Gen-
eral Mills, Inc., continued to achieve
“excellent gainx™ in profits as the com-
,nny posted recurd sales and eamin
or the third quarter and 39 wreE:
cnded Feb, 24,

Net income of General Mills in the
third quarter totaled $31.3 million,
equal to 62¢ per share on the common
stock, up 38% from $22.7 million, or
45¢, a year ago. Sales aggregated
38754 million, up 15% from $846.9
million,

In the 39 weeks ended Feb. 24,
Ceneral Mills had net income of
$252.2 million, or $2.69, up 13% from
$221.6 million, or $2.32, a year ago.
Sales totaled $3.153,000,000, up 10%
from 2,848,100,000.

E. Robert Kinney, chainnan, said
that cach of the company’s five major
business areas contributed to the sales
gain. Only creative products opera-

tions trailed the prior year's contribu-
tion to operating profits.

New Food Products

Food processing results exceeded
cumulative objectives and  reflecped
major programs to increase volume
through new product efforts and mar-
ket expansion, Mr, Kinney said. Unit
volume gains of more than 4% were
achieved by domestic ge, frozen
and refrigerated f Mr. Kinney
said volume gains of nearly 10% by
1eady-to-cat cereals, benefiting from
excellent consumer acceptance of new
products, had the most profound im.
pact on year-to-date food processing
results.

Restaurant Performance Up

Restaurant performance accelerated
in the third quarter, Mr. Kinney said,
and resulted in 3%-week gains exceed-
ing 20% in both sales and camings.
Red Lobster Inns led the restaurant
group gains, he said.

Creative products operatians in the
third quarter suffered from domestic
retailer caution and from weak mar-
kets in Europe. Mr. Kinney said, al-
though -:umu‘:ti\'e operating eamings
remain ahead of last year. Specialty
retailing and other consumer products,
he noted, benefited from broadbased
gains in the scasonally important thinl
quarter with sales and operating gains
exceeding cumulative company aver-
age.

In expressing confidence that Gen-
crul Mills in fiscal 1980 will mect its
long-term objective of better than a
10% camings per share gain, Mr.
Kinney said that since the final quarter
of fiscal 1979 included a tax credit of
$10 million, or 20¢ per share, it is
doubtful that fourth quarter per share
carnings in fiscal 1980 will reach the
60¢ level of a year ago.

Mature Adults Will Be
Prime Marketing Target

The prime marketing target of the
1980s will be mature young adults, ac-
cording to Sales & Marketing Man-
agement magazine.

“The 35-to-44 year olds, a high-in-
come, free-spending group, will be the
fastest growing market throughout the
decade,” the magazine says.
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(BUHLERMIAGPNG GOODS LINES
Performance Yol an Depend On!

iable Performance

Sturdily-constructed 2. or 4-stick spreaders allow selection of
ideal extrusion area for a given capacity.

Spreader, Dryer and Stick Storage are continuously driven and
_gontrolied by one variable speed drive.

| Al stick conveying chains and drives are heavy duty and con-
“fain automatic tensioners. Dryers have lubricating systems re-
quiring an absolute minimum of maintenance.

. Automatic climate controls ensure proper conditions at every
‘stage. Zones are completely separated, cutting down on requir-
‘od supervision.

 Motors, sprockets and drive chains, in addition to electrical
and climate controls, are standard U.S. components.

Eficient Energy-Saving Design
New dryers are smaller sized. High temperature and high
humidity drying requires a minimum volume of fresh air. Fan

Super sanitary design for easy

motors for air circulation are mounted inside dryers, utilizing maintenance. All-plastic panels
100% of electrical energy. (New style, energy-elficient motor is ;‘:gm:"‘ '?;. ";: s to 1'"
optional). A most energy-efficient design! pac=dptid ";':“m'm phodrdoro bl &
Panels are 1%" thick with polyurethane foam core. Aluminum truction prevent condensation.

Hning 'on Inside for heat reflection and absolute vapor barrler.
No heat briviges.

eria Control

High temperature drying controls bacteria growth. Dry bulb
-y femperature is adjustable from 100 °F to 180 °F.

.. Drye: Is absolutely tight, yet easy to clean, maintain and super-
§ -~ Swing-out side panels extend entire dryer length, allow-
18t cleanout and service.

. ,."'/ op uality Product

Hig' drying tamperatures in both final drying stages improve
Proc ¢t texture, cooking quality and appearance.

Ste: y, high temperature drying ensures a straight product, Each spaghett sirand travels exaclly
ide: for the high speed packers of today. The high humidity the same path, 80 you can count on

i consistent drying results. Positive
dryi ) climate gives the product an appealing golden color. Conit stk dASilor iesen alicke

trom rolling or sliding from transfer

Three Standard Models . . . 500 to 4500 |b/MBorta.. us for intormation on Buhler-Misg Long Goods  on the aing tier.

8 :nd other Macaronl Processing Equipment.

PR
good ith imum capacity of 3000 ibsmr. Line consists of Double Screw Press
;:?eoadar Tgs"An..Dry:mngcm DCA-AIT BFB-", Stick Storage TAGB, Cutter TST and Stick Retu 1.

LONG GOODS DRYERS g:; %ds?sctre ggilgg’;and ‘ ’(//// .
e T womenn|  BunierMiag quaity | &9 (BUHLER-MIAG)
TDOATOCA | 100010 2000 o, and reliability glve ;\x\\ BUHLER-MIAG, INC., P.O. Box 9497, Minneapolis. MN 55440 (612) 545.1401
TDCA/TDFA | 200010 4500 Ibsir you the selling edge. BUHLER-MIAG (Canada) LTD., Ontario (416) 4456310
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In Semolina and Durum llour, quality has a
color. Pure, flawless gold The color of King
Midas Semolina and Durum flour

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

It's the color you get in pastawhen you begin
with King Midas Semolina or Durum flour. and
i's your assurance that youve got the nght
start toward pasta with fine eating
charactenistics

And from the time our golden King Midas
Semolina and Durum flour start on therr way to
becoming your golden pasta Peavey is follow-
ing through with the fastest. most reliable
service possible And were working to be
better Our modern King Midas Semolina and
Durum fiour mull at Hastings Minnesota
rounds out a distribution network second to
none

It still comes down 1o this We want you to
keep putting Peavey in your pasta right
along with your pride

King Midas Semolina and Durum Flour from Peavey, for Pasta with
“The Golden Touch.” Pure Golden Color. Great Eating Chsracterislics.

Al the modern Peavey mill in  and filtenng processes that make the Peavey mills automation of
Hastings, Minn . as in all the King  Durum run on a Semohlna mill  wirtuaily all processes means that

Midas Semolina and Durum flour sometlhing special

processes quahly levels are mantained  all

mills, Durum wheat receives allthe  thal mean pure. golden pasta with  the way We wouldnt have it any
extra miling. cleaning. punfying fine eating charactenstics And at  other way

l)eavey Food Group

Sales Oftices Minneapolis MNB12 370 7877 & &rite Plans NY 91 408 77% @ (hoag
Oaniang CA N5 83 5242 @ Denver (0303 2838040
San Mateo CA 415/ 3492361 @ San Lane Ciry LT 801 355 2981
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Durum Planting Intentions
Up Sharply
US.D.A. tings for dur-
um and lpﬂp;;mmlh:sy higher
than actual 1979 seedings, and up
g‘l:tnnthll):’ from January estimates.
pective durum at 5,555 -
000 acres, are m“pl;:lﬁnp.m 1979
seedings and 15% above January es-
timate. Projection, in fact, calls for
largest acreage in modem times, and
the second largest of record, exceeded
only by 5,738,000 acres in 1929, the
fint year records were kept.

Spring wheat acreage is also high-
er, but not so much as durum. April
1 survey results estimate plantings of

g wheat other than durum at
17,081,000 acres, 10% hi than
1979 plantings and 8% up from Janu-
ary estimate, At the same time carry-
over of spring wheat loomed much

than for hard winter or soft

-lndluﬁn'u::':lnllutuclal(.\hyl.

of will amount
to about 85% dmmge.

Early Hot Weather

Although he:::lest period of sprin
wheat phnﬂn&lls generally in wlg
May, record-shattering hot weather
in North Dakota created t need
for moisture. As of April
the state’s counties were
short of subsoil moisture, but sup-
plies had been adequate at same per-
jod of 1978 and 1979. More striking-
ly, a record 84% of the counties were

of topsoil moisture.

Considerable interest in durum pro-
duction has been generated by the ob-
vious price advantage and potential
for greater producer retums as com-

to the major altenistive crops
grown in North Dakota — Hard Red
Spring, sunflower and barley. Minne-
apolis prices for cash durum have
been 70¢ to $1.00 higher than prices
for 14% protein HRS since late in
the summer of 1979.

Sunflowers Slip

Sunflower was one of the more

omising crops at this time a year
g;go uulgmmy producers cut their
HRS and durum acreage in favor of
sunflower However, fol-
lowing a year of substantially in-
creased uction and heavy carry-
over stocks, sunflower prices have de-

%0

95% of 95,000

Purchases of U.S. durum wheat by

Tunisia for shipment during the
1979/80 marketing year (June/May)
have reached a record 288,000 tons,
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rent sales total of 1
Red Winter wheat,
the Tunisian ;h::t:l
at 57 t im;

ed at thmm
also purchased 40,000 tons of Turkish
wheat at .Iﬂmln.b,:rﬂm-.\lly
31 shipment, rejecting offers of EEC
wheat at idential price and delivery
terms. Also were bids on
US. Hard and Soft Red Winter
wheats at $158.60 f.o.b. Gulf
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and EEC f.o.b. offers, the current
freight differential of from $12-$16
placed the U.S. bids well out of com-

petition.

Durum Markets in April

No. 1 Hard Ambus Durum Range
from $4.75 to 85.10 per bushel, Minne-
apolis with semolina quoted at $13.30
to $1380 granular 15¢ less, durum
four 40¢ less.

Manufacturers Vote 107
To 74 For Wheat Research
And Education Program

Manufacturers of wheat-bi «d
foods have voted to fund a natior (lly
coordinated wheat and wheat fi »ds
research and nutrition education o
gram, Assistant Secretary of Agri ul
ture P. R, Smith said.

Smith said the order setting guide-
lines for such a was approv
ed in a mail referendum held muh
17-28.

There were 107 yes votes and 74 no

per
cent of those voting and 68.4 percent
of the volume of processed wheat
used by all voters.

The order could have been approv.

At least 50 percent of eligible

trants had to vote for the ref

to be valid. The number of manufac
turers voting was 181 or 64 it of
281 eligible registrants. A list of %1
eligible registrants was published in
the Feb. 14 Federal Register. llow:
ever, Smith said, the number eligible
was reduced because of challenges

chased by
products such as bread, cake, co tkics
cereal or pasta.

A 20-member \ﬂu?nt ol!u ﬁ
Coundi! composed y of
producers, = end-pr dud
manufacturers and consumers wi | de
velop and administer the pro nn
USDA's Agricultural Marketing ‘en
ice will monitor the program.

Smith said any organization 1 ‘pre
senting wheat producers, proce sont
end-product manufacturers or cor
sumers can ask for certificaticn @
nominate members of the Wheat Ir
dustry Council. Certification re:juet
forms can be obtained from the Live
stock, Poultry, Grain and Seed Dit%
sion, USDA, AMS, rm. 2810-5, Wash
ington, D.C. 20250. Deadline for ™
ceipt of certification request forms ¥

June 2.
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RALPH RIGATONI SAYS:

Go with the CSI TOTAL PRO-
GRAM and watch those costs
decreasel!!
CSlI has proven techniques
supplying flexible packaging at

COOLEY SALES, INC.

(913) 362-6120
SUITE 112 6825 MARTWAY
SHAWNEE MISSION, KS. 66302

. 1980

SALVATORE DI CECCO

Exclusive Sales Representetive 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:

RR 1
Richmend Hill, Onterio LAC 4X7
Canede

Phone:
(416) 773-4033

WINSTON

LABORATORILS, Inc.

EST. 1920

Consulting and Analytical Chemus,\, specializing in
all matters involving the examinaiion, production
and labeling of Macaroni, Noodle and Egg Products.

1—VYitcmins and Minerals Enrichment Assays.
l—m& end Color Scere in kggs ond

3—Semeling and Flour Analysis.
&—Micro-snelysis for extransous metter.
S—Senitary Plent Surveys.

&—Pesticides Analysis.

T7—Bactericlogical Tests for Salmonelle, etc.
8—Nutritional Analysis.

JAMES and MARVIN WINSTON, DIRECTORS
P.0. Box 361, 25 Mt, Vernon St.,
Ridgefield Park, NJ 07660
(201) 440-0022
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Promotions at Multifoods

James ]. Streetar has been promot-
ed to national account executive for
the U.S. Industrial Foods division of
International Multifoods Corp. Stree-
tar is responsible for flour and semo-
lina sales to pasta manufacturers in
the United States. He was formerly
sales administrator for the division.

Robert M. Streed, who has been
rmductlon scheduling supervisor, has
heen promoted to succeed Streetar as
sales administrator. In his new posi-
tion, Streed will be responsible for co-
ordinating national accounts sales.

In other action, Kenneth C, John-
son has been premoted to manager —
test bakery for the same division. He
was previously a test baker leader for
the group.

The U. S. Industrial Foods division
of Minncapolis-based International
Multifoods  produces  and markets
wheat, rye and durum flours, prepar-
ed bakery mixes and supplies, and
sells a line ¢l equipment for commer-
cial bakers.

International Multifoods

International Multifoods Corp. re-

rted sales from continuing opera-
vions of $1.0 billion for its fiscal year
ended February 29, 1980, This com-
pares with $568.2 million in sales last
year. Eamings from continuing oper-
ations increased to $25.6 million or
$3.16 per common share in fiscal 1980
from last year's $24.5 million or $3.07
per common share.

Net camings for the year for the
total company were $18.8 million or

32

$231 per common share after provi-
sion for discontinuance of its decora-
tive accessories and King Foods meat
p-ocessing businesses. This compares
to $24.5 million or $3.08 per common
share carned last year.

Results for the fourth quarter show
eamnings from continuing operations
of $8.3 million or $1.02 per common
share compared to last year's $8.0 mil-
lion or $1.01 per common share,
Fourth quarter sales were $265.6 mil-
lion as compared to $227.3 million last
year,

Strong Increases

William G. Phillips, Multifoods’
chairman and chief executive officer,
said that, although fiscal year 18680
was difficult, continuing businesses
showed some improvement despite
sharply increased interest expense,
continued price controls in Venezuela,
as well as government mandated wage
and benefit increases in that country
which exceeded $1 million.

According to Darrell Runke, presi-
dent and chief operating officer, Multi-
foods' Industrial Away-From-
Home market segments showed strong
increases In operating eamings. The
Consumer market wfmenl contribu-
ted eamings essentially level with last
year while operating eamings from
the Agriculture et segment de-
lined. Sales in all four market areas
increased from last year.

Industrial Eaming Up
The Industrial market segment in-
creased operating curnings by almost

34 percent. The greatest improvement
came from earning of bakery and ex-
port flour, although eamings rose in
nearly every uct area. Unit vol-
umes also were up in almost every
product area.

Eamings in the Away-From-Home
Eating market area rose by 21 per-
cent as unit volumes increased and es-
tablished businesses expanded as plan-
ned. Mister Donut opened 88 new
shops worldwide and at year-end has
783 shops, up from 728 last year. Six
Boston Sea Party restaurants opened
during the year, bringing the total in
operation to 11.

The Consumer market segment en-
joyed very strong eamings improve-
ment in Canada, although camings in
the US. ard Intemnational market
arcas were down. The major reasons
for the decline in US. Consumer

Robert M. Sivesd
y increased nw
material costs consumer resis
tance to hi prices.

The ine of uperating eaming
in the Agriculture market segmes
was principally due to lower margis
in formula feeds m!d‘:]r:llhe US. od
loses in veterinary supply operationt
Eamings of this market area in Cos
ada were up significantly over lat
year,

eamings were

Negotisting Financing

“The Company currently is neyoti»
ting a $15 million, 12-year privikt
placement financing which will be
used to retire short-term debt in the
United States,” said Phillips.

“Because the Company is fnancia
ly strong and broadly based,” P! illips
said, “and because we have taki n the
ﬂqlu necessary to terminate un ol
table businesses, Multifoods is 1w s
a position to continue its eamin s po
share and to re-est”’)] hib
historical momentum despite tl - u
certain outlook in the current « oo
mic environment.”
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New Mill Completed on i ach ond every dish), she pasta of Diomond Pack-  providing the leading nomes  Diamond Poperboord Divi
L el 8 exoctly how muchof  aging Produchs s on ort—ond _in pasta with complete single- S e
A challeyiging lounyest, FOW. il fthing 10 put info the pot @ marketing science. source packoging service: ol pasta is not the some. Al

tion with business-as-usual” | opd thout measuring! Apinch  Like Moma, we know that  mouth-watering grophi o pasta is somma A
at Peavey's flour milling comp 3 4 ! - Acashthere. Shegets no two postos areolike.  Product-protecting structural paariels ekt

Hastings, Minncosta, moved sm: SVA 4Ry oMY, every single time. Not - Eoch pasta needs its own design, ond mochineoppli:  some. Lat us give you the
to completion virtually on sl h: minstinct, From experi-  speciol kind of packoge o ation engineering. Dkcmond recipe for o perlec
and on budget as the second q 4l or-s. From ywars of losagne,  lobel to oppeal fo shoppers’ _The ingredients thot go  pasta pockoge. Call (S10)
began. f e olfredo...rovioli... increcsingly discriminating  into your pockoge's poper- 422:2772 today. We're

The Bve-| ject, decid-d * i con salsicce. fostes. toord ore going fo be right,  waiting to serve you.

proj !
in early fall of 1976, called fur the
construction of a completely new 8 i

(Contisued on page 34)
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DIAMOND INTERNATIONA

PACKAS NG PRODUCTS n"v?mm‘ﬂo"
407 Chosles Sireet, Middietown. Obeo 45042
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(Continued from page 32)

mill, around the old milling facility,
without interruption of regular flour
production or service to customers
Ll:‘tmglnmt the entire renovation per-

The new complex contains a totally
new whole-wheat, a rye and two hard
wheat flour production units, as well
as new truck loading, warchousin
and packaging operations. Daily mill-
ing capacity has been increased more
than 25 per cent with installation of
the four newest milling units. The
new complex adjoins a modem durum
milling unit built in Ih:}.-.:uly 1970's.

A final jon of 0 re-
niodelin I:‘l:.-‘ ndmhmnm'ehn‘!'ﬁm
and quality voatzal latoratory, wili
be completed iias summer.

The Hastings mill is the largest of
Peavey’s nine flour mills. Other mills
are located at Alton, IL; Billings, MT;
Buffalo, NY; Denver, CO; (two); Og-
den and Salt Lake City, UT; and Su-
perior, WI.

Use of ""Food As o Weapon"
Has Dangers

Peavy Chairman Bill Stocks, asked
recently to comment publicly on gov-
emment use of U.S. food production
as a political weapon in foreign rela.
tions, had this to say . . .

", . . agricultural productivity is our
nation’s greatest economic asset and
the U.S. has benefited in more ways
than anyone else from world food de-
mand dunng the 1970's. Perhaps the
greatest benefit has been the effect
on our balance of payments as agri-
cultural exports offset part of the cost
of oil imports.

“Covernment intervention into the
world grain marketing system, as it
closes off markets for U.S. food pro-
duction, reduces prospects for favor-
able world prices. We saw this hap-
pen most recently when grain became
much more available, at lower prices,
on world markets the instant the Rus-
sian grain embargo was announced.
The farmer responds to over-supply
and lower prices by reducing his pro-
duction. Eventually he will stop pro-
ducing a surplus. Talk of food as a
weapon becomes academic. We must
be careful not to tum our greatest
economic asset into a weapon wielded
against ourselves.”

M

ADM Gains

Archer Daniels Midland Co. in the
third quarter ended March 31 posted
net eamings of $30,532,000, equal to
53¢ per share on the common stock,
more than double the year ago net of
$12,856,000, or 37¢ a share, adjusted
for the 5% stock dividend in Septem-
ber, 1979

In the nine months ended March 31,
ADM had net income of $82,704,000.
or $2.33 a share, compared with $40,-
544,000, or $1.17, a year ago.

Provisions for federal and state in-
come taxes in the first nine months
totaled 847,389,000, against $18,027.-
000 a year ago.

Average number of common shares
outstanding at the end of the third
quarter was 38538901, compared
with 34,570,708 a year ago.

A DM Executives

Five executives at Archer Daniels
Midland Co. have been assigned new
responsibilities in a series of corporate
changes announced Thursday, April
17, by the company’s board of direc-
tors.

Named or elected to new executive
posts at the company were the follow-
ing:

e Ralph Bruce, executive vice-

ident, was elected a director.

e Richard E. Burkett, vice-presi-
dent, was named assistant to the
chairman.

o Michael D. Andreas was elected
g:up vice-president and assistant to

president.
e Bumell D. Kraft was elccted
president of Archer Daniels Midland

International, S.A., ADM’s o
trading corporation.

@ Charles T. Bayless was 1 imed
president of the ADM Soybes D,
vision,

First joined company in 1938

Mr. Bruce, the new ADM di
joined the ADM CGrain Divis
1836 and after military leave « iring
World War 11 rejoined the coi pan
in 1945. He was elected an as ista
\1&-5::{(]“1! in 1955, corporaty: viceJ§
president in 1957, group vicepresides |
in 1973 and executive vice-prosidat
in 1975. |

Mr. Bruce has held responsibilitio
in processing and merchandising ares
of ADM’s ic and internationd
grain and oil-eed operations, He a
tended Dartmouth College and th
University of Minnesota.

Burket in marketing, corporate pot
Mr. Burket, named assistant to the
chairman, joined ADM as a corporat
vice-president in 1909 and was named
vice-president and assistant to the
ident in 1974. He has held ma
r:ing. research and corporate adm
istrative positions. Mr. Burket is « [
graduate of Oberlin College.

Andreas joined company in 1971
Mr. Andreas joined ADM in 1Y
and was named president of the ADV I
Soybean Processing Division in 191 §
He has held positions in comnods B8

tndln% soybean processing and o
Mr. Andreas is a grad ate d
Blake School in Minnea

ceived a bachelor’s
Northwestern University.

Kraft continues in Tabor Grai po

Mr. Kraft, who in becomin pre*
dent of ADM Intemational w | o®
tinue as of Tabor Gi inCe
He joined Tabor Grain in 19 1
elected vice-president in 1059 b
came executive vice-president 198

He was elected president 19
and continued in that positio WwH
Tabor became a subs o AD®
in 1075. Mr. Kraft was namen P
dent of Smoot Grain Co., a1 ADY
subsidiary, in 1976. He is a1
of Chicago Board of Trade, (
.\lerﬂntife Exchange, Nationa
and Feed Association and U.t. !
Grains Council. He received a bsd
lor's degree from Southem linst
University.

(Continued on page 36)
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A D M Executives
(Continued from page 34)

Bayless in merchandising, processing

Mr. Bayless, new president of the
ADM Soybean Division, joined the
company in 1957, He was named viee
president of the Soybean Processing
Division in 1970 and exeentive vice-
lm-aidmll of the division in 1976. e
s held positions in both merchan-
dising and processing arcas of the
company’s  soybean  operations. A
member of the Chicago Board of
Trade and a member and past direc-
tor of the National Soybean Proces-
sors Association, Mr. Bayless attended
Southern Winois University.

Lasagna Cooker

The inventor of this time aml trou-
ble=saving utensil Joan Brett, commen
ted, “Everytime 1 had to cook lasag-
na, | went crazy. No matter how much
oil 1 used, the strips stuck together,
and it was one long battle pulling
them apart”,

Now all chefs, housewives, vte., can
cook Lasagna noodles in this new pro-
duct. The unit consists of a strainer
type carrier that holds ur to 16 la-
sagna strips. The colander will e
placed into a pot which will be 2 in-
ches deeper than the strainer to allow
proper immersion of the noadles. The
strainer will be teflon coated on Fae
inside to permit non-sticking of the
noodles. It will look much hke a
double-boiler. This device will en-
hance the vase of preparation of the
Lasagua strips. After cooking, this de-
vice will permit the strips to separate
casily.

This lasagna cooker is a must
for all kitchens. Sales representation

is needed in some areas and licenses
are available,

For further information contact:
Pixonic Corporation, 22 Walter Street,
Pearl River, New York 10965. Photo-
graphs available upon request.
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Frozen lta' an Enirees
For Microv -

Just imagine: _agna with Meat

Sauce from freezer to mictowave
oven to table in about three minutes!
Jeno's, Inc., makes it possible with a
complete new line of frozen Italian
cutrees in single-servirg  packages,
formulated for heat-avieserve prepar-
ation in microwavz or conventional
ovens.

Jeno's, weeld's leading packer of
pizza products, is now lntm]‘::ing five
popular varieties of frozen ltalian en-
tries: Lasagna with Meat Sauce, Mani-
cotti, Cheese Ravioli, Meat Ravioli,
and Cappalletti. Each entree is flash
frozen in its own special sauce, pack-
ed in dual-oven paperboard trays.
Serving suggestions, menu  sugges-
tions, and complete instructions for
preparation in microwave or conven-
tional ovens are on each package.

One in Four Have Microwave

John W, Parr, Executive Vice Presi-
dent-Sales for Jeno's, Inc., said Jeno's
Italian entrees were developed to
meet the needs of consumers who are
looking for meals that are quick to
prepare and cook, tasty, eas;' to serve,
and require minimal clean-up. “By
1981 it is anticipated that one home
in four will have a microwave oven,”
Parr said. “To keep pace with chang-
ing lifestyles and family preferences,
we developed a convenient, high-qual-
ity line of single-serving entrees which
can be heated quickly in either con-
ventional or microwave ovens.”

At Marshall Foods

Robert H. Jackson, president o the
Fowds Group of Marshall Foods,
(ASE-MF1), has been elected te th
board of directors of the compai .,

Jackson, 48, who joined Mar hal
Fouods last July, heads the diver fixd
food company’s egg processing, ool
service and meat products operat o
Prior to joining Marshall, Jac) am
who holds a Ph.D. in food scic e
biochemistry and a B.S. and M5 iy
food plant management, spent wa
twenty vears as an execitive in the
food industry.

Egg Production
The nation's laying Hlocks produced
5.95 bil. eggs during March. 1% mor
than a year ago, acoording to the Crop
Reporting Board. Production included
about 5.3 hil. eggs for table or com
mercial type eggs and 611 mil. hatch
ing eggs.
Campbell Soup Net Up
Camphell Soup Co., parent o=
pany of Pepperidge Farm, Iuc., posted

net eamings of $42.838,000, equal v i

$1.30 per common share, in the see
ond quarter ended Jan. 27, up 9%
from $39,400,000, or $1.18 per com

mon share in the second quarter s |

year ago.

Sales totaled $682,424,000, up 165
from $503,626,000.

In the six months ended Ja. T
Campbell Soup had net eamings
$76,345,000, or 3232, up 9% fn=
$70.330,000, or $2.00, a year ago. Sk
totaled $1.314,259,000, a gain of 165
from $1,128,63,000.

The National Restaurant A: i
tiom makes the following five v
growth projection for the Foods n¥*
Industry:

Average Anass
Perceal Chang:
1978- 1977 "
Iaduntry 1979 199 L
Segmaend % % ]
Commercial '
" nodservice 9.4 9.7 “ 2%
Eating Places 105 103 1010
Fuﬁlm "
Restaurants 89 8.6 v
Limited Menu "
Restaurants 143 136 NS
Institutional N
Foodservice 1.7 9.1 ah
Total Foodwrvice '
Industry 9.0 9.3 wo!
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“Our Clybourn cartoners
helped us meet the de-
mands of an expanding
market, yet control man-
power costs through aut¢r
mation,

“We depend on the acc\w
racy of our Clybourn car-
toner with net weight scales
lo carton grass seed. For
packaging corn, peas and
beans, we get very uniform
periormance from the two
Clyboumn volumetric filling
machines we are using.
These machines require
very \ittle maintenance. We
are now adding automation
equipment to a Clybourn
machine that has served us
for more than 11 years!

“We especislly like the
compaciness and simplic-
ity of the Clybourn design,
which saves space and

rakes operator training
F‘-!,."

'7u/\y1;p‘.¢u..

) MORIN

g R

adous Lirvescts

sour product i
ild benelit lrompl.lfemumm
Ighl accuracy, uniformity
| dependable operation
Jyed by Northrup King,
' the family of satisfied
bourn customers.
 more information, or a
Jle, call or write us today!

g

€L YBOURN MACHINE COMP,

8 ivision of Paxgh, Inc. ANY
1515 N, Linder Avenue

$iouia, llinels 80077

MO MO €~ -
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GOLDE
GRAIN ’
SAY 66 99

‘“We Prefer Clybourn . .. to
carton all our products!™
“We have eight Clybourn
cartoners at work in lllinois
and several more on the
west coast. We use them
fo package our complete
product line including mac-
aronl and cheese, Rice-A-
Roni®, Noodle-Roni®* and
more."

“Our Clybourns range in
age from 12 years to recent
GMiveries of two fully-au-
tomatic vertical cartoners
a-'l:h nul:Imlﬂc fillers. All
machines are operati
efficiently. Our oidest cnl:
bourn inztili running at orig-
nal spseds and delivering
the rscuracy we require.”

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

&‘mvugléo .

Goiden Grain Macaroni Co.
If your product packagi
could benefit ltorr.;.g :ﬂ
same accuracy, sift-proof
seals and dependable oper-
ation enjoyed by Golden
Grain, join the family of sat-
isfied Clybourn customers.

For more information, or a
quote, call or write us
todayl|

e

CLYBOUN MAC
am‘::r-u, |: e

7818 N. Linder Avenue
Skokie, Illineis 80077

' ARM &
HAMMER
SAYS<:.>

“We like our Clybourn
cartoners because lhey are
easy (o maintain, adjust
and clean,

“We run all of our prod-
ucts on Clybourn vertical
cartoners with volumetric
fillers. The products in-
. clude Arm & Hammer Bak-
| ing Soda, Laundry Deter-
| gent and Washing Soda, in
| carton sizes from 8 ounces

to 4 pounds. The machines
| have taken considerable
| pounding over the years,
yet still give us the weight
accuracy, carton sealing
‘ and overall performance we

expect.

*And one of the big rea-
sons we are so salisfied
with Clybourn is good ser-
vice. We always gel a quick
response when a problem

arises."”
Fed "W w9 |
ROBERT  ISTOCK

WO
Church and a1
‘Dmgl Company, Inc.

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

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

M

CLYBOURN MACHINE COMPANY
& divison of Panall, Inc,
1818 N, Linder Avenus

1312) 677.7800 (312) 677-7900 Skoks, |1lnors 60077
Lo 1312) 677 7800
INE, 1980
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Fortification Guidelines
Recently, the Food and Drug Ad-

ministration

published fortification

guidelines which the food industry is
encouraged to follow. This is an in-
terim step designed to help ensure
that the American public receives an
adequate daily intake of micronu-

trients throu

food, while at the

same time protecting the public from
overfortification. Basically, this new
FDA recommendation states the fol-
lowing.

1. The FDA considers it inappro-

priate to fortify fresh produce,
meat, poultry, fish products, su-
gars, and snack foods such as
candies and carbonated bever-
ages.

2. Ouly the following nutrients can

be selected for fortification. De-

lx-mllug on the srdllc guide-
ine being followed, these can be
added separately or totally.

~Protein
~Vitamin A
~Vitamin C
~Thiamine
~Riboflavin
~Niacin
~Vitamin D
=Vitamin E
~Vitamin Be
~Folic Acid
~Vitamin By
=RBiotin
—Pantothenic Acid
~Calcium
~lron
—Phosphorus
—lodine
~Magnesium
~Zinc
—Copper
—Potassium
—Manganese

Fortification Guidelines
1. Selected nutrients may be added

38

to appropriate foods if the forti-
fication is to correct an acknow-
ledged dietary insuficiency in
the population. This insufficiency
does not have to be proven clini-
cally. The key is to identify the
population groups and the nu-
tritional need, and to substan-
tiate that the food selected is
comsumed by the target popula-
tion and is therefore a logical ve-

T

hicle for fortification. Food
manufacturers are urged to check
with the FDA before proceeding
under this guideline, Further-
more, the fortification
of the food cannot violate cur-
rent standards of identity.

2. Nutrients may be added to a

food to restere such nutrients(s)
to a level (1) tative of
:Iu- lﬁ mt:i storage, hand-
in, n, n-
ciple can be a Iug‘mly un":he
hasis of scientific data that show
that the nutrient loses were at
least equal to 2% of the US.
RDA (and 2% of 25 grams of
potassium and 4.0 milligrims of
manganese, when wiate)
in a normal serving the food.
When employing the principle of
restoration, all nutrients lost in
a measureable amount (i.e., at
leum l_?‘c' US. RDA) ‘:msl
be re cannot be se-
lective restorativi, tor can the
restoration violate ra'sting stan-
dards of identity.

3. Nutrients may be added to a food

that replaces traditional food in
the diet. For example, a proces-
sed food may replace orange

ice. In cases such as this, the
ortified food replacing the natur-
al food should contain all the nu-
trients contained in the natural
food, and the fortification can
add nutrients only to the level
found in the naturdl food. Nu-
trient representation in the for-
tified food is the key.

4. In the absence of any other ap-

plicable regulation governing the
enrichment of a food, the nu-
trient-to-calorie balance concept
may be applied. This guideline
has been established as a general

nciple for new or fabricated
oods which have not yet been
categorized and which are not
subject to any other federal regu-
lations, including standards of
identity.

If a manufacturer elects to use
this guideline, the following con-
ditions must be met:

a) The normal serving of the
food must be at least 40 kiloca-
lories (2% of the daily intake of
2000 kilocalories).

b) All approved nutrients must

TR RO

be added to the level of 5 of |
the US. RDA per 100 kiloc Jop |
ies. The only exceptions an po.
teins, vitamin D and ki e,
which are optional; all othe ap

. You won't find
s | the top name in pasta
These guidelines are cffective ime g In any pot. s

mediately. To what degree they will|
be utilized by food companies a' this
point is unknown, as is their com
mercial practicality. Some authorits
tive sources have already offered the
view that current analytical metho
dology cannot measure some of the
levels proposed in these guidelines,

The guidelines also contain some
labeling provisions. It should be noted
that, unlike the original , the
words “enriched” and “fortified” am
considered interchangeable and am
not assigned different meanings.

Sanitation

Director of Research James ). Wi
ston urges management to re-evabe
ate its sanitation program in order ¥
insure maximum compliance with
FDA's regulations particularly wit
the approach of warm weather.

The essentials of a thorough sanit
zation program should consist of te
following:

1. The rejection of any car of f
aceous ingredient showing the p
ence of infestation, mold or grit.

2, Periodic micro-analysis «f
material and finished products to e
sure a good sanitation index, In Jenet
al, the findings in the Anished | oded
should parallel those in the fa ina
ous material.

3. Bacteriological examinati us
!)mducu to conform to good T
acturing practice requirement .

4. Periodic surveys and writ en
ports and recommendations t
agement by a consulting sanit: riss

5. A reputable exterminator o P
form services as per plant’s 1 4
ments.

6. A trained sanitation crew ut
the supervision of an executive |
in sanitation principles and practic

7. An effective insecticide conk
inginlhepmperpmwloni.l b
pyrethrins, piperony! butoxide
synergists.

TRIANGLE

Youre always ahead when you start with the very hest

THe Macazont Jouss




Sanitation

(Continued from page 18)

8. The use of an effective germicide
for the climination of bacteria from
machine parts and as an adjunct in the
personal hygiene of employees,

Recently, the FDA instituted » re
call of eggs contaminated with chlor-
dane pesticide residue. Manufacturers
should insist on a letter of warmanty
from egg suppliers regarding freedom
from pesticide residue.

New Synthetic Pyrethroid

New Cross Fire™, a 3% multipur-
pose spray from Penick, is a synthetic
pyrethroid that kills food storage pests
at half the cost of natural pyrethrum.
It's designed for application in ULV
equipment, mechanical misting spray-
ers or thermal foggers, and can be
used alone as a flush/fogger, or in
concern with a residual pesticide,

While showing no harmful effects
on man in normal application, Cross
Fire™ is highly effective against a
wide range of insects, including
roaches, fleas, silverfish, ants, spiders,
crickets, grain weevils, flour beetles,
grain mites, carpet beetles, and many
other pests. Cross Fire™ has a USDA
*§” classifiication for use in food pro-
cessing piants amd warchouses.

For more information, contact your
local pesticide chemicals distributor,
or write: Penick Corrorlllnn. Pesti-
cides Division, 1050 Wall Street West,
Lyndhurst, N.J. 07071,

What to Do About Your
50% Productive Warshouse

Overstaffiing, unde uctivity, too
much of the wrong handling equip-
ment, too little of the right, supervi-
sors who stay in the office when they
should be out on the floor — these
are all symptoms of the underproduc-
tive warchiouse. And in a typical max.
ufacturing firm with w i1ses Of
distribution ceuters at multiple loca-
tions, underproductivity and ineffici-
ency may be multiplied many times.
With current ware ing costs av-
craging $461 per hundredweight —
and rising — the total expense is
something few firms can affond.

Four approaches for identifying un-
derproductivity and incficiency and
for taking corrective action are set
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forth in a recent issue of Davis Data-
base, a newsletter published by the
management consulting irm of Her-
bert W, Davis and Company, Engle-
wood Cliffs, N.). the Davis firm spe-
cializes in marketing, physical distri-
bution induding warehousing. and
the computer sciences, and maintains
a cost database of warchousing, inven-
tory carrying costs, transportation and
related expenditures by principal in-
dustry groups.

Copies of Davis Database, which in-
cludes a breakdown of warehousing
costs by major industiy imup. are
available without charge from Her-
best W. Davis and Company, 120
Charlotte Place, Englewood Cliffs,
N.J. 07632. telephone 201/871-1760.

DOT Supports Backhaul Loads

The Department of Transportation
has lent its support to an lInterstate
Commerce Commission proposal to
tem) ly allow truckers to carry
freight on both legs of two-way trip.

Truckers are currently subject to
complex regulations that restrict their
opportunity to carry backhaul loads—
freight that could be hauled on the
return trip after the original cargo is
delivered to its destination.

DOT officials contend that the '+gx-
lations waste fuel by requiring (vad &
cient empty backhauls and dup: .
tive service.

Several controversial proposals to
deregulate the trucking industry per-
manently have been bottled up in a
committee dispute over ju fon
between  two ul committee
chaimen wl.o are sharply divided on
the issue,

Comments on

Energy Proposals

The National Food Brokers Asso-
ciation told the Department of Ener-
I;y that the agency’s proposed Stand-
y Federal Energy Conservation Plan
poses some serious threats to the dis-
tribution channels for food and gro~
ery products.

NFBA President Mark Singer, testi-
fying at the DOE hearing on behelf
of NFBA's 2452 suember stated
that "much of a focd hroker's essen-
tial function is directly cennected with

'Pwﬁﬁmﬁwr

interstate commerce of food and gro
cery products, which are a nec win
to consumers. Adverse energy oon
servation measures that disrupt o
supplies and add to consumer | i
should be avoided.”

Specifically, Mr. Singer's state new
outlined the ition of the N: ion-
al Food Brokers Assoclation o the
following four points:

1) "NFBA supports, in the eveit of

severe energy supply interruption (i

standby consideration measures tha
include public information on yaso-
line conservation, minimum fuel pur.

chase requirements, odd-even motor |

fuel purchase restrictions, 35 mph
speed limit enforcement.”

NFBA agrees that consumer edu- [

cation about fuel economy measurn
is beneficial. Food brokers alreads
utilize these measures in an effort to
contiol business costs. Minimum pur-
chase amounts are one method to con-
trol panic buying, but NFBA sug
gests that escalating fuel costs dictate
minimum purchase amounts be raised

The NFBA statement recommend: |

ed that there should be some fexibil
ity in odd-even gas purchase plans fo
contiguous states. This would pr-
vent the unnecessary stranding o
business personnel from firms oper
ating in more than one state when m
an interstate business trip.

Enforcement of the 55 MPH «peed
limit has not adversely aflected food
broker operations, according t: the
NFBA statenvnt. However, the \s«-
clation has reservations about  fur
ther reduction of 5 MPH in the peed
limit.

2) “NFBA is of
use sticker plan's unfair discr aine
tion against food brokers and bt
commercial ent that us «n

and light trucks. NFBA suppo: s t
expansion of the mmmﬂdl:r v hice
exemption under the vehicle us st
ker to include all comn il
vehicles, Section 477.47 (d) (1) - oo
be amended to read: “Singi -usd
commercial vehicles with six tim
contacting the road surface vith !
gross vehicle weight rating of 007
or more pounds. This plan wouid r
strict the use of other vehicles b oo
two or three days per week.

“Food brokers and other business®
need to conduct their business just #

(Continued on page 42)
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COMPLETE LINE OF PASTA
EQUIPMENT FEATURING:
*Ravioll Machinery

*Tortellini Machinery
*Shester—Kneaders

‘Also Available Combination Ravioli/Tortellini

Gnocchl Machin
Extruders a

A US DA Approved

CANNELONI-MANICOTTY! LINE

SING EQUIPMENT

INNOVATION ~~ DESIGN

COMPLETE LINE MANUFACTURER
CHINESE NOODLE PR G EQUIPMENT

I,

Our newest unil featuring an extruder to form the
sheet. and a blanching unit 1o cook the dough which is
then chilled prior 1o its being automatical

filled with

meat or cheese. The sheet is Ihen rolled 1o form a con-
tinuous product and is cut 10 your required length lor

packaging.

A precooked Lasagna strip or sirips can be made

without using the il apparatus — an .
booaghoon iy d cut to your re

COMPLETE LINE OF CHINESE NOODLE
MACHINERY MANUFACTURED BY VOLPI:

Sheeters (Single and Two Station)
Compactors

Skin-Cutters
Throe and Five Bag Mixers

Fortune Cookie Equipment

Folder/Stackers

: a8); automatic length — cutting
: ,n’% king o your specifications ss wel a3

VOLPI & SON MACHINE CORP.
SYIBROOK"®

2043 Wellwood Avenue, East Farmingdale, L.1., New York 11735
(S16) 2934010 » (212) 499-5022 « TELEX: 647031

UNE, 1980

SHEETER/KNEADER/
CUTTER

Takes your mix and sheets,
kneads and cuts in one opera-

CONTINUOUS NOODLE
LINE

Press a button and you're pro-
dwmlﬂlhllsolpuhournfnoo-p'
die automatically — blending, mixing,
kneading. sheating, cutting and folding
in one inuous Line.

giacomo toresani
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Energy Proposals

(Continued from page 40)

much as other owners of exempted
vehicles. The plan mald terminate
commercial automobile business
formance for almost one-half of the
week,” Mr. Singer stated at the DOE
hearings.

3) “NFBA is opposed to the propos-
ed compressed workweek, Thl:' com-

pressed workweek is an excessive
measure in light of alternatives em-
ployers could adopt short of business
closure. The com workweek
exceeds the bounds of managing gas-
oline shortages and attempts to re-
structure the whole business econo-
my.

The NFBA statement pointed out
that the proposed compressed work-
week poses massive interference with
interstate commerce. The plan asks
that food brokers and others adjust
their business operations to maintain
productivity as well as conservation.
Longer working days would not result
in gasoline savings. The NFBA state-
ment points out that additional leisure
time created by this plan could re-
; sult in more, not less, discretionary
driving. An alternative to the plan
might be t, allow employers to stag-
ges «cheaZales of individual employees
and continue business operations.

4) "NFBA has consistently suppor-
ted the inclusion of distribution of
food and related products to con-
sumers as an integral part of agricul-
tural production. The Department of
Energy's proposed gasoline rationing

lan, compressed workweek, and ve-
icle sticker plan do not include agri-
cultural distribution. NFBA is oppos-
wd to those provisions unless agricul-
tural production is changed to *Agri-
cultural production and distribution”.”

Failure to exempt the distribution
of fod and grocery products will dis-
rupt the flow of those products in in-
terstate commerce. Food brokers and
other vital segments of the food in-
dustry need to be exempt in order to
centinue agricultural production and
distribution for the benefit of 220 mil-
lion consumers, according to the
NFBA statement

In dosing, Mr. Singer noted that
food brokers and NFBA recognize
the importance of conserving energy.
He suggesied that “market prices are

more likely to constrain motor fuel
consumption in our inflationary, cost-
squeezed economy than federal regu-
lations.”

“In the event of a severe energy
supply interruption, standby merP'
conservation regulations should be
implemented that minimize adverse
im on interstate commerce.
NFBA believes that recommendations
offered on behalf of food brokers will
assist in obtaining that goal.”

Food Retailers Urge
Exemption from Compressed
Work Week Plons

To keep the food pipeline open to
consumers during fuel Fnbom;oel;. fed-
eral regulators need to exempt food
retuilers and wholesalers from a plan
to compress the busines work week to
four days, a food marketing spokes-
man told the Department of Energy.

Under present DOE conservation
regulations, an exemption is already
provided to farmers and food
sors, but none is granted retailers and
whaolesalers, Food Marketing Institute
Energy Conservation Manager Todd
S. Mann testified at a hearing at
DOE’s Office of Conservation aml So-
lar Energy.

'This omission would force super-
markets to close one day during the
business week and wupl:l‘:id create a
backup of perishable uct ship-
mﬂlu.p'l'he)' are received by ware-
houses which operate up to 18 hours
a day, seven days a week.

The failure to specifically exempt
food distributors from DOE's short
wark week plan stems directly from
DOE's regulatory definition of enter-
prises within “agricultural produc-
tion.” Under this high priority classi-
fication, both farmers and processors
are exempt. But Mann urged that
Stundard Industrial Codes (SIC codes)
for both retailers and wholesalers be
added to those receiving exemptions as
firms involved in “agricultural produc-
tion.”

Aside from hardships imposed on
the public by closing food stores one
day a week, the work week
would save little fuel, Mann said. He
cited DOE studies on private automo-
bile use that showed only 11 percent
of all fuel consumption is for house-

hold transportation, and that wl
four percent is for commuting, lost
significant, he said, was that shoj ping
trips consume only 08 pereent | f 4l
fuel.

However, supermarkets could help
in conservation efforts by placing cor.
porate offices on a four day vod
week if necessary. Food marl Aen
would also be willing to enco: rage
car pooling to transport emplo.en
Retail stores could also serve as out-
lets for public education on energ
conservation.

Food Marketing Institute, a now
profit organization conducts program
in research, education and public af-
fairs on behalf of its members — fond
wholesalers and retailers, from o
ner stores to su ket chains -
and their customers. FMI's 1000 mem-
ber companies operate 24,000 stom
with a sales volume of 990 billio
yearly, half of all grocery sales in the |8
United States. FMI membership in
cludes food chains, independent gro
cers, voluntary wholesalers and ¢
erative:: in the United States, Cam

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

for quality pasta among thousands
of diners in Kansas City

since 19265 ...

ITALIAN GARDENS

is hereby recognized by

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

Italian cooking. ..

la buonacucina italiana e famosa.

and abhout 30 foreign countries.

FMI Releases Scanning Guid

Supermarket companics consideriof
installation of scanner checkout syr
tems can draw on a new source indus
try — wide experience with scanien-
the new Guide to Scanning pub'ished
by Food Marketing Institute (F*l) &
cooperation with the Thomas | Lip
ton Company.

The comprehensive manual w s de
veloped by FMI's Industry Task Fore
on Scanning. It explores and o tline
the broad scope of managemen' com
mitment required to establish  swe
cessful scanner program.

“There is no better roadm p ¥
scanning than the new guide
Stanton Davis, Scanning Task or?t
Chairman and Chairman of *haw!
Supermarkets, Inc. He added, “It ¥
not a magic formula for scanni { 8¢
cess, but it is the single most va)
tool now available for an an op mt
considering  scanning for the
time.”

The “Guide,” based on resea:ch ¥
the management consulting fim
Booz, Allen & Hamilton, pools

organizes knowledge gathered i
(Continued on page 46)
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If your product
suffers from

O Dough Rings O Collapsing i

[0 Roughness O Poor Color
O Splits 0 Raggadness _
[J Breakage (] Poor Shape

[0 Uneven Wall Thickness

It's time for reconditioning
of your extrusion dies.

Maldari recommends that food extrusion dies be returned for
reconditioning at regular intervals of from 3 to 6 months 1o g\
insure trouble-free operations and maximum production of 13
high quality products. F

o 0 iy,

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

America’s Largest Mocaroni Die Makers Since 1903 —
With Management Continuously Retained in Same Family




Scanning Guide

(Continued from page 42)

companies that have successfully im-
plemented scanning programs. It pro-
vides a plan for a start-up of

scanner operations and sets ob
tives for post-installation evalua-
tion period.

The “Guide™ is not designed to
stand alone as a scanning operations
manual. Rather each operator is urg-
ed to customize the plan suggested in
the “Guide.” Subjects covered by the
84-page publication include: manage-
ment planning; capturing scannin
benefits; scanning and the Universal
Product Code and implementation
steps for a company’s first scanning
venture,

The FMI Scanning Task Force was
formed early last year to examine is-
sues connected with scanning, includ-
ing consumer concems.

The Task Force is comprised of
FMI members and staff consumer
affairs, public information and oper-
ation executives.

All FMI members will receive cop-
ies. Non-members may order copies
from the FMI Publications Depart.
ment at $5.00 per copy.

New Survey for
Independent Operators

Food Marketing Institute has just
released a new survey entitled Oper-
ating Results of Super-

1976-1978 which offers de-
tailed store-level operating results for
independent operators.

“FMI's obje]d." said “mmideml;de-
tor le Eiler, ~is to

DO)I; with comparative financial
and operating information, which can
be used in the mana t of their
business. Until now mmlwhd.:‘xm
no study which provides t
information contained in these re-
ports”.

Results have been broken out by
seographic arcas and published in
suv separate books. Within each book,
separate reports provide information
by sales volume and profitability level.

"l'lwrrhwncﬂ‘ltnmpnmap—
ples and oranges,” explained Eiler.
“Each company can compare its own
results with companies equal in size
and performance in their own area.
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GOING PUBLIC . . . LOGISTICALLY

Physical distribution management
is accustomed to xes: small
shipments cost more than large ones,
the most expensive transportation is
sometimes the cheapest, and the long
way around may be the shortest. So,
it's entirely consistent that most pub-
lic warchouses are in fact private
firms . . . and that the public ware-
houseman himself is not infrequently
a herself. And that the warehouse—tra-
ditionally described as a place for stor-
age—may be the site of a number of
5 ized activities suggesting some-
thing far more dynamic than the sta-
tic picture the word "storage™ can-
notes.

For the truth is that public ware-
housing—public  distribution ware-
housing—has evolved as a major com-
ponent of the distribution systems of
most U.S. manufacturing firms. In the
meantime, the public warehousing in-
dustry continues to orm an eco-
nomic function as old as coivmerce
itself: inventory positioning. And a
function that is more important than
ever today.

In The Reginning

Allhouﬁh the carliest merchants pro-
bably did not employ such termino-
logy as “positioning” and “inventory,
they were qu the
necessity of performing two basic
functions characteristic of warehous-
ing.

1. Accumulating goods that become
available over a period of time for sale
and/or use at a later time. For ex-
ample: food.

FMI has run seminars in each re-
gion covered by the survey in order
to discuss the results and show oper-
ators how they can be used. A new
series of seminars is scheduled to be-.
gin next fall.

Operating Results of Independent

ets was ned as an an-
nual publication. 1976-78
covered in the current survey will be-
come the base period for reports to be
released cach summer.

The current study draws on re-
sponses from 440 stores from through-
out the U.S. The data was analyzed
by Purdue University.

from most other industries: the fact
that t .« vast majority of public ware-

2 Holding goods that are re« 'ived
all at one time for sale over a | criod
of time, or at favorable market time
Example: goods received over trade

hous« . are en! rial or family
undes kings rather than publicly held
corpo: itions or subsidiaries of such
corpo ations.

routes at lengthy intervals. And it is also a fact that some physi-
These early merchants also 1-cop. [l divrition executives today prefer
nized-although without calling it tha [lito use public warchouses where an
—a basic Ehysinl distribution pring- or member of his or her family
ple called capacity utilization,” mean- directly involved in the firm's oper-
ing, in the case of warchousing, that s Jllations. This is not to say that there are
cal warchouse is, on the average Blinot some excellent publicly held pub-
only used to half its ca . That is operations, for indeed

if the warchouse is £l t:: o [t
the beginning of a cycle and then em
ptle:iltgivct lgperlod of time, its aver.
age occupancy is only 50 percent. The t of family members is seen
same is true of a warchouse which i [liby some as assurance of a higher de-
empty to begin with and then flled Jliree of motivation and concem.

over a period of time. This can be very Bl The “family” nature of public ware-
uneconomic, particularly as busioes BBousing generally is also a contribu-
grow. ing factor to the earlier statement that

are; rather, in a day in which
any businesses are characterized by
certain degree of impersonality, the

The al tive is what call JiBbe public warchouseman is often a
public :nunr:lu:'ulng: a W:I.:'luu ‘hgll At a time when avenues to the
owned by a third who makn cutive suite were seldom open to

space available to merchants whos family entreprencurship not

plementany- made such management ici-

:_t::.t f;:':f,-'ﬁ ‘::.n m;d,j,:;q uwp Jigpation possible but also in wmpacr:us
with the “valleys™ of the other—with [if*quired it. Although warchouses ac-
the result that a much higher d fuired a “down by the tracks” image
of utiliatzion can be achicved, ..:1': er the years, the emergence of
eral warehousing costs reduced fo [¥Omen in management positions made
ikt clear that they were equal to what-

In addi I | _— challenge the nature of the busi-
na “"fh';d'"my_t A bovme ';m s might bring. Today, of course, the

jumber of women managers from out-
de the family is on the increase, the
down 1y the tricks” image has large.
dissipated, and women warchouse
nagers and executives have proven
mscl: cs—often against far greater
dds th + their male counterparts.

e of ‘he Art

Itshe 'd not be assumed, from what
S b niated so far, that today's
ses are “mom 2nd pop”

pri- 5. Far from it; they are mod-
" DUt less organizations in every
5 0! he both in their inter-
"’_f‘“ nation systems and in their

was
might perform valuable fducian
functions which would stimulate roor
merce, for example, holding and pro
tecting the first party’s goods as »
curity against a loan by the :ccond
party. The ice was 5o suc esshl
as a form of financing that toda; som
centuries later, public wareho s
ceipts as collateral are generally ecof
nized as the nest best thing t haid
currency itself,

Of course the integrity of the puble
warehouse operator is implicit 11 ,.d
cases, as indeed it s in any sitiati
where a merchant enthrusts goods ¥

blic v

fad dlin; and storage technology.

:hﬂllrd P"qh' “htkupfil:id.':\wﬂ“ I ¢ cutives could well have come

‘,w“ “"“M achie B of a number of Fortune 500

many: centuries "Pnici~in fact many have come

tegrity does in fact exist. tvery route,

- 50, let’s take a look at that contem-

The “Family Store Pty public warehousy, to see what

mmmﬂwdthpﬁ huhenl:ods'uy_m...whylm
warchousing may account ¥ B to s economy,

another unique feature of the pob B Fint, it should be stressed that stor-

warchousing business that sets it d < i ouly one of many functions per-
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formed by public warehouses, and in
some respects it is far from hciuf the
mast important. From a physical dis-
tribution point of view, the public
warchouse perforns two main func-
tions: economic, and marketing,

The underlying economic function
of the warchouse—and of course this
applies to private, company-ownel
warchouses as well—is to enable dis-
tribution at the lowest cost. This usu-
ally means that warchouses are strate-
gically placed in relation to markets
so that ?ang-luul. high-volume trans-
portation opportunities can be mas-
imized between plants and ware
houses, while minimizing the relative-
ly expensive short-haul deliveries to
individual customers in small lots. Ad-
ditionally, because it is unlikely that
any one plant manufacures a firm's
complete product line, the warehouse
often serves as a “mixing point” for the
products from a number of different
plants. This in turn enables economic
order assembly and the economies of
a single delivery.

h.\ variation on this function is to
ship products in bulk from a plant to
a public warchouse in order lnI;rhle\'u-
maximum long-haul transportation
economies, and then perform the final
packaging operation at the ware.
house prior to local delivery. Typical
cxamples of this would be bagging of
dry flowable products and bottling of
liquids at the warchouse after receiv-
ing the products in hopper or tank
vehicles. A similar service may be the
assembly and installation of machinery
and equipment which is shipped dis-
assembled to reduce transportation
costs. In some cases, testing and ad-
justment services may be provided.

An important economic function
provided by many public warehouses
is freight consolidation and delivery
to customers. Because a public ware-
house is in fact a neutral third party,
it can legally consolidate shipments
from competitive firms to common
customers. This provides substantial
cconomies of both sellers and buyers.
In this connection, some public ware-
houses also offer regular traffic man-
agement functions.

Public warchousing may also be
used to minimize the impact of local
personal  property taxes assessed
against goods in storage. One example
of this is the locale where goods stored
in public warehouses are actually ex-
empt from such taxes, while those in

pl’i\'lt" “"l‘ll“llﬂ\ are not, -‘ more:
conventional example is the “freeport™
public warchonse, usually Iumln‘ ad-
jacent to but not in a state which im-
poses such inventory taxes generally.
The freeport public warchouse main-
tains stocks close to market, minimiz-
ing tax impact. A related type of serv-
ice is provided by the pulJic bonded
warchouse, which holds cither import
toods or Tiguor in bond, and enables
:ic-frnm'nt of payment antil such
time as the products are released amd
move in commerer. Specializad ware
housing operations will also be found
for chemicals and hazardous materials,
frozen and refrigerated  goods, and
records storage. Public warchouse op-
crators have also expanded into real
estate activities, as well as fleet leas-

ing.

Marketing: Customer Service

Many of the marketing functions
performed by a public warchouse for
its customers closely parallel what
those firms might do themselves, ad
may in fact do at some locations. It's
not unusual for a finn to use a “mix”
of public and private warchouses, for
example, and to have public ware-
house personnel  performing typical
customer service functions Jike order
processing and fulfillment, inventory
management, customer contact aml
the like. In some instances, the manu-
facturing firm may actually place its
own customer service personnel in the

blic warchouse; in others, the pub-
'T:v warchouse may assign customer
service personnel to work exclusively
on a particular customer’s account.

Another important marketing func
tion performed by public warchouses
is to provide a capacity for test mar-
keting new products without acquir-
ing a major investment in physical fa-
cilities and personnel. If the finn test
marketing a product decides to with.
draw from the market, it does not have
to worry about recouping that par-
ticular investment. In fact, overall
marketing flexibility provided by pub-
lic warchouses can be an important
asset for many finns: for rmmp‘r. pro-
viding the ability to warchouse extra
stocks in a market in anticipation of
short-tumaround reorders at Christ-
mas or holidays, or to reposition such
stocks from market to market.

One marlwting-lylu- function per-
formed very well by public ware.

(Continued on page 0
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SAVE OVER $1 MIL

WITH EACH MICROWAVE
DRYER

M Up to 4 times the production in
the same feet ol floor space (a bar-
gain in itsell with construction

< costs in the $40 sq ft range
B Free production 542% with a
5-day week

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

B Sanntation savings Minimum
$100 each cleaning Most easily
sanitized dryer hose it down oOf
steam clean it

B Save on installation Fabricated
and assembled at our plant Up to
5 000 man-hours savings

B Other factors of increased flex:-
bility less waste from spillage
more exact moisture control

4N
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A BETTER PRODUCT

Finally we have the capabihity
we ve been trying to achieve for
hundreds of years—drying maca-
roni products from the inside out
Until now we have had 1o wail for
the product 10 sweal or rest so
that the moisture would migrate to
the surface. when we could again
dry some more n small stages
We had to be careful not to case
harden the product! so the moist-
ure would not get trapped. thereby
causing the product to keep drying
on the outside, bul not properly
and to check at a later date
when that moisture hinally did
make ils escape

T e R S

rhictodry aclually prod e,
ter product than does ¢ yer
processing The super ity
the cooking strength
when ready to eat an
enhancement and m
when presented in the pag
We will be pleased 1o ¢« .omt
ples ol product made o' the
press same die. same raw
but dried inconvent.om
Microdry units You wil! reags
the color difference coo
taste the bite differences
measure for yoursell neg
sluff off each product

3 Cry."Q cperation from
ron line comparisons by two
processors. Shows total energy

B Kills ali weevils—ens
and adults

B Kills all saimonella 5
Coli and Coliforms Gres
duces total microbal cour't

B Makes a product v "
color

S

L Lodss

i MacaroN

WHAT USERS SAY:

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

*
Plant Manager ot a leading mid
wesl operation

B Al future equipment will be
Microdry

Techrnical director of a large pasta
plant

B | guess the greatest compliment
I can pay to Microdry s that f we
were going to install another Shor!
Cut Iine in our Operation it would
definiteis be a Microdry Micro-
wave Dryer

Executive Vice President pasta
manutacturer

N IN TEN YEARS!

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

B GOLDEMN GRAIN PLANTS

7 units

Chicago Seattie San Leandaro
B DAMICO 1 unit

Chicago

B CATELLI 1 unit

Montreal

B GOOCH 2 units

Lincoin Nebraska

| 0B 1unt

Fort Worth Texas

B LIPTON 2 units

Toronto Canada

B GILSTER MARY LEE 3 unirs
Chester linois

B WESTERN GLOBE 2 units
Los Angeles

B PILLSBURY CO Amencan
Beauty Division 2 units

Kansas City Kansas

B SKINNER 1 unit
Omaha Nebraska

B Diewasher by Microdry. More
compact 2.000p s+ water nozzle
pressures

MICRCDRY Corp World leader
n indusinal microwave heating

MICRODRY

3111 Fostorna Way
San Ramon CA 9458 415/817-9106
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Going Public Logistically

(Continued from page 47)

houses, but one which is frequently
overlooked, . management of product
recall activities when products must
be brought back in and d of
because they are obsolete or defective,
or for specific marketing seasons. The
public warehouse is often better
equipped than the private facility to
serve as a collection point, to segre-
gate the sto:llu and ;l‘ls of or sal-
vage them, along with the appropriate
rpmmrlt and controls. l‘s?n a pub-
ic warehouse to perform | activi-
ties, which are generally intermittent
and un| ctable, also avoids work
and mana t and con-
trol problems at a firm's own ware-
houses.
Further parallelling what a firm
might do in its own warchouses, some
lic warchouses offer desk and
office space as well as display rooms
for use by a firm’s sal s—in
effect serving as a full-service branch
office, but without a long-term com-
mitment to land and buildings. This
type of arrangement can be advanta-
geous for firms entering a market on a
small scale and anticipating further
growth to a point where it may be
more cconomic to have their own fa-
dll':l,ﬂ.Anrilllononlh'ilillnu:
ic warchousing s or r
%m machines, lspleT:m r:nl::l.jﬂu-
like.

These are a few exam of the
marketing services off by public
warchouses. Flexibility is of course a
public warehouse’s long suit, and
many operators will design and oper-
ate special services for their custo-
mers.

Special Services

Typical special services might in-
dudep‘:‘ dalization in a ln;‘tbicualr
type o!Pe:tou e—refrigerated, food,
liquor, co ities, automobiles, ex-

rt-im ucts, etc. For reasons
op? mmolp:-‘lutl:;domnﬁmﬂﬂu as well
as the expertise required, it is often
beneficial for a manufacturer to deal
with a ist public warehouse in
one of categories. For example,
there are public warehouse organiza-
tions sfrdnlizing in appliances, others
specializing in computers and office

uipment, and still others in chemi-
ﬁl.l.lneuhdllmimwmitmy
be desirable to deal with a specialist
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with the appropriate handling amd
storage equipment as well as the re-
lated systems, procedures and con-
trols—and of course experience in the
particular trade customs or industry
practices.

Many public warchouses also per-
form  production-related  functions
such as storing parts, components or
subassemblies ng their use in
nearby plants’ assembly lines. Because
of the Fﬂ operating costs of many
assembly lines, and the extremely high
cost of production downtime due to
insufficient this “reservoir” func-
tion of public warehouses to keep pro-
duction lines running is vital mup-
ing costs down.

——————— e —

New Guide to Complaint
Handling Now Availoble

What's the most obnoxious express-
fona nt handler can use? How
do you handle a complaint when the
customer is clearly at fault? What's
the best way to deal with an irate
customer? How do you say "no” to a
customer and still keep his or her
business? What abou?tlhlrd party”
complaints from Congressmen and
other officials? And . . . how do you
handle complaints all day long and
still keep from going up the wall?

These and some 127 other ques-
tions about complaint handling—in
person, by phone and by letter—are
the subject of a new book written
specifically for those unsung heroes of
businesses large and small: the men
and women w job it is to resolve
customer complaints quickly and fair-
ly, without alienating customers . . .
and without “giving away” the com-
pany.

Written for industrial concemns as
well as retail organizations, whole-
salers and distributors, in fact any or-
ganization receiving and harefliag
complaints, 133 Ways to Handle €.~s-
tomer Complaints is a lively, 112-peje
book containing numerous illustra-
tions, charts and checklists emphasiz-
ing practical, useful techniques that
can be used in a variety of specific
situations involving unhappy or irate
customers. A particular goal is to “con-
tain” complaints before they escalate
into more serious and time-consuming,
expensive claims or lawsuits,

Recognizing that the stres 4
pressures of the complaint ha dler;
job often lead to morale and tu e

among employees, 135 Wa,

to Handle Customer Complai: ty i
dudes a chapter headed "Hw g
Keep from Gulng:'p the Wall ~ and
offering a number of tips for recucing
stress and enjoying the job as . e
gaging, challenging way of helpag
e while contributing to the s

cess of the firm in an increasingly cm I
petitive marketplace.

133 Ways to Handle Custome
is available directly froa
the publisher, Marketing Publicatios
Incorporated, National Building
Washington, D.C. 20045 on a mone-
back tee. Price is $9.95, phe
$1.50 handling and shipping. Phoe
orders are accepted from rated fim
202/628-85486.

(The most obnoxiuz expression &
complaint handler can use, according
to the authors of 133 Ways to Handk K
Customer is to prefacea
replay to a customer’s complaint wet
the wonds “Youll have to . .. ." = |
plying that the customer, rather the
the company, has the responsibility i+ |
resolving the complaint.) {

Letter of Credit

Ahernative Proposed

“The net effect of using a litterd
credit could ide substantial s+
ings in the USDA budget and iwcrear
the quantity of domestically-p: oduced
agricultural commodities util zed #
domestic federal food s if
savings are channeled into lettens
credit for food. We find that 1 kt
of credita e would be fully o
dated objectives of the federal
ment's price support and sur lus ®
moval as they relat tod
mestic donations for the ! atios
School Lunch, School Breaklust 3]
¢ther programs.” This was the find=R
ofa released in Washin, toa.P
C. by the National Frozen Food A%
ciation. The report wm--ﬂdb
the Washington-based --;ii“
of Schnittker Assodiates. Its titke
“Improving Federal Food I'roc™
ment and Distribution Prograuns

The Natioual Frozen Food Asso™
tion is a trade association mpﬂ'“
almost 1,400 food industry compss®

THE Macanon Joursé

b iz

Wnc. t Modular In-Line Net Weighers
for | -kaging in jars, cans and cartons.

......

Weigh and package
faster in bags,
jars or cartons.

Attention macaroni, noodle and pasta manufacturers.

_wfigm Mlchinprv's complete line of automatic weigh
ing a'rrd_ paclfaglng systems offers you a choice without
sacrificing high speed filling accuracy.

Wiite today for technical bulleting

A \.ﬂ e U

3 3‘ [ Specify Englsh, German, French or Spanish
o) L Vice Prewdent Martn D Cicchelt
A . =Y Wiight Machinery Divisson

Resham Cotporation
‘ Bos 3811, Durham North Carokna 27702 US A
Telephone 1919) 682 8161
i TWX 510 827 0925

Wright Rotary Net Weighers for pack-
aging in rigid containers at extremely
high speeds.

Wright Mon-0-Bag*
fill/seal machines with scales,
auger or volumetric fillers for
pouch, side-seal or square

bottom bags.

form/

WRIGHT MACHINERY DIVISION
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INDEX TO
ADVERTISERS
Poge
AD M Milling Co. . .. . e 1313
Amber Milling Co. ‘ n
Assece Corparetion n
Brelbasnti Corparstion 1819
Bubler-Misg Corp. »n
Clybourn Mochine Division ”
Casley Soles Compeny n
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CLASSIFIED
ADVERTISING RATES
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N.M.M.A. Washingten Masting
Mayflower Hetel, Weshiagten, D.C.
Septomber 18

Netional Mecareni Week
October 9-18

Internetional Durum Forum
Remede lnn, Minet, Nerth Dekete
Neovember 11-12

Netiensl Food Brekers
Associstion Conventien
Los Veges, December 5-10

N.M.M.A, Winter Mesting
Beca Reten, Floride
February 4-8, 1981

Letter of Credit

(Continued from page 30)

Company members of the Assocation
are wholesale distributors, packer/
rmm brokers, warchousemen,
omd service oporators, transporters
and retailers.

Schnittker Associates is an econo-
mic and management consulting firm

specializing in food and ture
and mhles

licy issues.
was dlr!derrn by Dr. John Schm
President of the company and former

Undersecretary of Agriculture,

The goal of the Schnittker Associ-
ates report to NFFA is to how
the Con, lwally;:t:ndded objec-
tives w ni m?nﬂ
and surplus l!l'l\:?gl.l $nl the
us. of Agriculture, as
they relate to the National School
Lunch and other domestic
proved, The report descsibes how the

escril
existing system of Congressional ob-
jectives and much of the USDA'lm

ent rmrdmu for establishin
fi in need of mppon’or sur-

plus removal can be easily adapted to
a new system (letter of credit). This
e bty o oo e
mercial n t,

ng and distribution to ohtain
the highest quality food for the funds
spent.

The objectives of the
:g of credit syui:d as :p' TIE:;V:ID
| aurplus
mép:‘:u of the USDA and the Na-
tional School Lunch Program are the
same, They are: to increase the con-
sumption of United States perishable
agricultural commodities and prevent
waste; to foods for the Nation-

as cfficiently as

ble; tc':‘ m improved timing of pro-
curement and better management of
inventories; to latitude for
maximum local in selection of
foods for school lunch and other pro-
grams in line wtih local needs and
within established meal guidelines and
standards, and to utilize regular com-
mercial channels of trade.

Specifically, the Schnittker Associ-
ates report examines the feasibility of
establishing a letter of credit system
for all or most of the commodities
which are now bought and distributed
by USDA to lunch and other
outlets. The also vides an
outline and description of a workable

let-

letter of credit system that woulc mey
the Congressionally-mandated by
tives of price support and surp’ s p.
moval, ldm]:!:mti\'fly ?e sible,
and provide nutritionally ade

and Ixnmnlly satisfying foo s u
school children at the lowest pe bl
cost.

The report notes a clear tro Wl &
federal food programs over the Lut 35 B
years away from systems in whid
USDA buys and donates commudities
to systems using cash or cash-like in
struments such as letters of credit «
vouchers.

“The logic of transitiom ‘
::-:-d:mm hﬁl ol‘m USDy
a cominod:
ties to cash and cash-like instrumen | §
lua:l:m:h mndmsmd or lli'ttm of credt
is powerful. It is derivd
from a ition that a high degr
of indi choice, in a framewod
of meal and nutritional guidelines to
gether with financial accountability, s |§
superior to a in which an k-
portant rt of food choices fa
school children and other program L
participants are made by federal of- BY
cials,” the report says. i
The Schnittker Associates report » {
the second consultant on the
USDA'’s Food Distribution and Schol ¥
Lunch Programs released by the N+
tional Frozen Food Association o [§
the months. In November, NFFA i
leased results of a report by Kaws
State University on how instead
of USDA bought foods fared i eigh
school districts acruss the naton »
part of a USDA an  Cor
gressionally- mandated test. Th . KSU
report focuscs on the results ac iieved
by these school districts con jris{
their lunch costs with cash dur g te
1978-79 school year to costs wi i g
emment bou foods duri: ¢ tr
1977-78 year. The Kans: St
Univensity ool

projected .
savin dupln!l&mlﬁionuhﬂ
costs for schools with cash rath rthe
donated government-bought { ods JE

Copies of the Schnittker As: «iai” B8
report, “Improving Federal Fo: 4 Pre {5
curement and Distribution Pro,ram
are available from the National Fror §
Food Association’s Government Rel I
tions Office, 1019 19th Street. NV [
Suite 800, Washington, D.C. 30¥
Charge for the Schnittker M“"
report is $4.50 for single copics. vé
ume discounts are also svailsble.

THE Macaroni Joussd
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PROBLEMS - EXPERIENCE

With more than half o centu

ry of experience we beli :
te able to help if you have an ieve we might

y 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 “elp promote your
products that yo.- «.va by study, and
recommend additional products that
might be promoted in your trading
oreas.

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.

Che ;
tles C. Roesotti, President Jeck E. Rossotti, Vice President
Geerge Leroy, Vice President ond 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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