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. FOLD-PAK
IS package app

Fold-Pak (tormerly Fibreboard) 1s synonymous wit
pasta packaging We make packages for the hest
pasta manufacturers in the business — (have been
doing it for years)

Now with Fold-Pak, a truly employee owned com- i
n‘ pany. you can expect and gel a superor package | B fi o 3
ﬁL Why? It's obvious. Pride' We alone are responsible Cover Photo o B Choe o B
for the package we print, we wan! to be proud of it. ' '
CORPORATION You will be too

o ‘ . W \7 . & i v
} ;

Fold-Pak Corp . Nework. New York 14513 315.331-3200

Englewood Clitts Sales Ottice: 110 Charlotte Place

Englewood Clhitts, N.J 07632/201-568-7800




76th Annval Meeting Report
{Continued from poge 3)

ted President of the Association. Jo-

seph P. Viviano is the new first vice

president; Anthony H. Givia, second

vice president; John Heri:, third

vice president.

Business Sessions

The economy is in a free fall, de-
clared Ross B. Kenzie, Buffalo Sav-
ings Bank. “We are in the down swing
of a serious recession with April fig-
ures showing the higgest drops in his-
tory. This has been building up for
some time. Any talk about recovery
is premature.” Advice: plan, plan,

lan. Manage receivables, keep a cash

ow generated, avoid imbalance of
inventories, streamline operations,
and keep it lean.

Ron McMullen of Amoco Ol Com-
pany stated there is still plenty of oil
to be discovered in the U.S. plus alter.
nate sources of energy. Instead we
have been importing to meet uncon-
trolled demand, 0il accounts for
75 percent of energy used in 1978,
There is no shortage of energy; there
is a shortage of technology. The gov-
emment has done more harm than

and the Department of Energy
with its huge budget spends more
than the entire oil industry makes in
profits,

John Shechan, Director of Political
Alfuirs, US. Chamber of Commerce,
said 1980 will be an exciting year po-
litically. Jimmy Carter is not dead,
Reagan is catching fire, and Anderson
is pulling even. He reviewed various
state contests and concluded that
husinessmen must get into politics to
get government out of business. With
inflation running from 13 to 20 per-
cvent, two-thirds of it is caused by gov-
ermment regulations.

After a presentation of Progressive
Grocers’ Report on the Grocery In-
dustry, a panel moderated by Bill
Henry included Keneth G. Abrahams,
of Food Marts, Holyoke, MA; David
B. Jenkins, Shaw's Supermarkets,
Brockton, MA; Gerald P. Linsner,
Peter ). Schmitt, Buffalo.

Mr. Abrahams pointed to change in
formats with superstores going for big
volume and at the opposite end of the
spectrum the rise KI:T‘EW box store.
He declared low price formats rely
on deal merchandise, and retailers
who curry full lines and advertise
them are being penalized by special

i, il s bl iy

deals to the warchouse concept. He
stated generics are a defensive meas-
ure that became a “media event.” In
their operation products ranked ffth
in gross probit items out of the ware-
house.

Mr. Jenkins declared that scanning
took off in 1979. 1800 stores have in-
stallations including 37 Shaw markets,
and the reason they were installed is
because they pay out. Not only is
there a preductivity increase, but
there is consumer appreciation. “Big-
ger volume requires better people
with tools to do the job.”

Mr. Linsner reported that his com-
pany adopted management by objec-
tive some five year sago. He declared
that presentation of product informa-
tion will be vital to survival in the
80, Planning for survival is done
with an annual update of a five-year
program.

During the discussion that followed
the presentations there was a good bit
of exchange on generics. The panelists
scem to think there is a place for na-
tional brands, private label, and gen-
erics as a price altemmative to consu-
mers. They defended quality of gen-
erics, and Mr. Abrahams repeated
again that a complete line distributor
should get extra promotion as he is
entitled to compete against discoun-
ters, Mr. Jenkins believes that gener-
ics are demanded by the consumer
who wants alternatives, and as they
have space to sell, they must cater to
the customer.

Elinor Ehrman gave a graphic p-e-
sentation of publicity placements in
major magazines and newspapers for
the past six months and announced
the theme for National Macaroni
Week of “Macaroni Makes More for
Less.” Initial distribution of the pasta
Foodservice Manual has been success-
ful, and recipe cards will be devel
ed for additional distribution this fall.

At the final business session Dr.
George Odiome of the University of
Massachusetts  held the audience
spellbound as he spieled off story after
story of industry successes and fail-
ures poinlinli out that management
is a body of knowledge passed on by
one group to another. He declared
that success is growing good people,
and good e grow money. Man-
agement by objectives is a system ap-
proach that starts with in puts of labor
and raw materials into a second cate-
gory of activity which produces out-

e

put which must have value adc d 359
profit. The value added and p: fit arr
the objectives of the in puts an  actiy.
ity, and activity must become e b
hreultc{l!lmf ue tly iy
reaucracy developed by bot  pui.
nes and government.

Dr. we declared that erfo.
mance im when a worke: Lnowy
what is expected of him and knows
what the objectives of the activ ity are

It was announced that the Wah.
ington Meeting will be held at the
Mayflower Hotel, September 15, Ik
tails will be announced shortly,

R ntatives of the Assodatics
have invited to participate in the
Internationa) Durum Forum in Mina,
North Dakota, November 11-12. Em.
phasis will be on the domestic market

Norman Weckerdy of the US. Dur.
um Growers Association reported tha
despite increased acreage this spring
the drought has seriously afected
many parts of the growing arca, and
10-15 percent abandonment is .
ted. The Upper Midwest may {xﬂ:r
69 to 79 million bushels with 10 per-
cent up or down either way deprnd-
ing upon the weather for the halaxe
of the crop year. He pointed out that
commadity prices are down although
custs to the growers have doublad in
the last 18 months.

Bookings stalled as prices sored to
fiive years highs during June and crp
reports said grain prospects were por
to fair with rain «

Supplier Socials

The pleasant social schedule at the
Wentworth was enhanced by t' - Sup
pliers’ Socials.

Thanks were expressed to th hasts

A D M Milling Company
Amber Milling Division, G1 .
Braibanti Corporation
Buhler-Miag, Inc.

Cooley Sales, Ine.

De Francisci Machine Cor
Faust Packaging Company
Fold-Pak Corporation
General Mills, Inc.

Hoskins Company
International Multifoods Co p-
D, Maldari & Sons, Inc.
Microdry Corporation

North Dakota Mill & Elevator
William H. Oldach, Inc.
Peavey Company

Rossotti Consultants Associales
Seaboard Allied Milling Corp.
Schneider Brothers, Inc.
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FOOD INDUSTRY TRENDS & DEVELOPMENTS: 1980

light from the 47th Annual Re-
the grocery indusiry by the edi-
Progressive Grocer Magazine.

er has a decade been so thor-
ighly previewed, prediscussed,
canalyzed as the 19805, Yet
s the grocery industry entered
A so uncertain about what to
r — or even about what to hope
the area of economic affairs,

for example, we asked our panel of
12 chain executives which is the
grater danger for their operations: in-

fation

or recession? The majority
to inflation — 63 percent —

more than one out of three took

the opy

pasite view — 3T pereent. There

is a similar lack of agreement alwut
future government policies, consumer

behavic
course,

Let's

or, competitive tactivs, and, of
politics.

Mood Barometer

move to the industry’s general

mindset at the beginning of the 1980,
because people’s attitudes strungly af-
fect their actions. On our Mood -

romete
thort-te
W mea

r. which annually measures
rrm expectations, a reading of
ns respondents think conditions

will stay about as they are. Higher
pm‘,n-n reflect optimism; lower ones
indicat: pessimism,

Witl
the i
four ¢
rcut
and ¢!
tered
sour
vear |
ings
Fust as
ticd fr
still di
ing th

The
tailing
at the
o

7 a
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respect to the US. economy,
ustry is uniformly bearish. All
ments in oar survey — chain
es, wholesalers, independents,
n store managers — are clus-
ound the 36 level, a pretty
thook and a drop from the
ore, when it was 38.4. Feel-
wt Food Price Stability are
lismal, We have moved up a
1 last year, but all hands arce
1on the gloomy side. Confinn-
our chain officers predict a
ce rise of 10.5 percent in 1950,
tory is no better on food re-
profitability. All segments are
awest level they have ever re-
and the overall score has fallen
W0 for the first time. It is now
against 42 a year ago.

Operating Results: Sales Cain

$195 hillicn — 11 percent.
The industry’s spirits wonld be a

b brighter if sales were the only
Perfornance yardstick, Retail ¢ ocery

Avgyy

T, 1980

store volume grew by the larges 13-
month dollar increase in history, As a
matter of interest, it was 1972 before
we crossed the first hundred billion
dollar mark. The next 100 billion was
added in just seven years.

Virtually all of last year's gain was
due to inflation, however, and these
scemingly higher profits hrought hy

rice inflation were quickly eaten up
w cost inflation. On that subject o
grocer said: *1 knew money wasa't
everything — but | never thought
we'd see the day when it wasi't any-
thing.”

In percent of sales growth, chain
supers ran ahead of independen's.
115 percvnt to 11 percent. But the
real stars were specialty stores. single
shot outlets that don't qualify as com.
plete grocery stores = with 181 per-
cent. Above average gains were also
made by convenience stores with 14.8
pereent. Last year they passed super-
markets in total numbers.

The grand total of supermarkets in
operation didi't change much  last
vear, and we entered the 80 with
one super for every 2,335 houscholds
= a theckstand for every 650 persons
of shopping age and 264 square feet
of selling space for every man, woman,
and chilil in the country, Actually, we
now have fewer supers per 100,000
rolmlaliun than we did 10 years ago.
mt their average size is larger. \ lot
of people remain worried about over.
stores and predict a period of attrition
which only the fittest will sunvive.
That may come to pass nationally, bt
plenty of store operators say condi-
tions in their own trading arcas still
favor growth. Only a handful see poor.
er prospects, so the view from the
grass roots is considerably more posi-
tive than from the ivory tower. And in
a business which is essentially local,
the store level judgment is very im-
portant.

Store Formats

Owners and managers were asked
to rate the relative power of specifie
store formats in terms of attracting
the local customers’ food dollars. Su-
wr stores are clearly considered to
be the most formidable competition,
followed by standard supers, Newer
formats, several of whlr[:l aren’t ac-
tually new, but are really hybrids and

throwhacks dating to pre-supermarket
days — got fewer votes, OF course,
they are not evually established in
all trading areas, and many groceries
have yet to compete against them di-
redtly. That's particularly  true  of
limited assortment stores, which are
relatively localized. Still, it's sigaificant
that the biggest gain in respect this
vear was made by the good, old con-
ventional super. News that its days
are numbered  appaiently  hasn't
reached the feld.

To round out the picture, we asked
chain executives to evaluate the fu-
ture prospedts:

FORMATS/PROPECTS
Excel. Good Fale Poor

Super Stores 4% 6% 18 84
Combination n n 28 12
Covenience 1] L1 15

o
Standard Supers 9 k1] 34 26
Warchouse ] LT n 26
Limited Assort L] in 1 L ¥

Problems

Energy and Labor costs are ecasily
the  biggest  problems  confronting
store keepers, and the rates keep go-
ing up. Over the past few years, utili-
ties have gradually overhauled rent
as an expense. That is now the sad
truth in about six out of ten supers.
We wonder how many consumers -
alize that $10.000 a4 month is vo long-
er unigque for a good size store. As
for wages, they stand at 89 percent
of sales, on average, for all indepen-
dents. Even in the southeast the me-
dian is up to 8.2, and in the Golden
West, where part-timers average $5 an
Lour, it is more than 10,

The interdependence between dis-
tributors and g oap membens is well
understood.  Intelligent  cooperation
has kept both parties healthy during
difficult times in the past. Recently,
though, it has been suggested that the
relationship may have become less
important. In point of fact, they pro-
bably need each other more than ever
what with scanning, computerization,
precision in inventory management,
growing financial pressu-es, and com-
petitive turmoil. Stores need profes-
sional analysis of the management da-
ta they are generating, and the wel-
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Low costs, right
from the start.

When you make your come, rison
between ours and theirs, be sw e to
include costs, and that mea~.s both
initial costs and maintenance costs.

About initial costs, all we want 1o say
here is, give us a call and we think

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 our way you be plassartysupried. "
of drying pasta, and when we're finished, you can make youve ve had arydesige wih s
your own comparison. philosophy is based on the word

ﬂm‘.ﬂm!m' averyp;nol
everything we make is straightiorward
and uncomplicated — and built to last.
Every part is easy lo get lo, for
cleaning and repairing. If you need a

replacement part, all you have to do is
To begin with, Only 338 BTUs pick up the phone, and it will be on its
our way of drying pasta has been per pound! way o you e sane day. A hre
gating ekls 8na jene Sconventionel What all this has been doing has ol it bl g
for quite some time. ' been making our driers constantly can say with confidence that our

True, we still use pipes filed with hot more And this has maintenance costs are lower than
waler 10 heat the air which dries the been going on for a long time. We anybody eise's.
pasta. measured how much heat it took to dry

've been developing pasta in our driers, which were We welcome comparison.
bx:dmmbmw designed and buil five years ago, and i you'd like to start your comparison
seal our driers 50 that less heat is lost. mm&wm bem::ammmnym
more information about Demaco
oo ictrngast ol e technology drier. And snce hen, wht driers, please don't hesitate 10 call us.
new insulating materials

maintain the optimum drying have become
conditions inside the drier. and echnologies that




Food Industry Trends

(Continued from poge 5)

fare of distributers requires strong,
growing retailers.

There was h in the number
of items handled by wholesale Jis-
tributing centers. The average in-
crease was 225 items, not far from
normal, but we found more chuming
than usual. The final total resulted
from a higher-than-typical amount of
hoth adds and drops.

As the number of items in inventory
goes up, management will be keeping
one eye on tumover rates and the
other on interest rates. The cost of
money was one of the major factors
causing the cutback of 1974, and the
pnnibﬁlly of a repeat performance
can't be ruled out.

REPORT FROM THE STORES
Independenss  Chaimn
More Less More Loss
liems in Warchouse 60% 12% 67% 11%

New ilems 61% 12% 1% &%
Scraiches 48% 14% 467 9%
Out-ol-Stocks 42% 19% 37% 3%

WORST WORRIES

“Maor Problen”
82

Encrgy

Labor 64
Cash Flow 44
Productivity 43

The general lineup comes as no sur.
prise, but the percent of distributors
who call them major problems has
grown considerably in the past ycar.
Energy has taken a particularly big
jump to the top of the list, even
though it involves far fewer dollars
than labor. What we're secing coulild
be a sign of higher frustration or may-
be something more ominous. Whole-
salers might he worried, not just about
the price of fuel, which, after all, can
be passed through, but about being
able to get what they nced at any
price.

Chain leaders have special worries
of their own. A large number are very
distressed about pilferage. Customer
theft, in particular, has become more
troublesome — which is undoubtedly
another symptom of the times.

COMPETITIVE OUTLOOK

Chala
Ase seen by: Wholesalers  Indep. Mgn.

Much Tougher  16% % 9%

Somewhat Tougher 39 k! ] M

No change 23 32 n
b

Easing 2 2 4

8

WORRYLIST/CHAIN EXECS
% Sayleg % Mamagen

Major Seying
Problem Major Problem

Customer

pilferage 42% %
Employce

pilferage 4 17
Vendor

pilferage 29 9
Cost o

Goods b ] 3
Cash Flow 2 11
Cut-throat

competition 16 20

Store managers don't quite see eye
to eye with the bosses on the prob-
lem. Note the big disparity on em-
ployee and vendor theft. Shrink is a
massive drain, but there is no agree-
ment about the guilty parties.

Average hourly wages in chain su-
pe.markets went up 10 percent last
year. For the lm.lustlr)' as a whole, we
cstimate the added cost came to some
$2 billion, a nice round figure, and if
you are wondering whether produc-
tivity kept pace with the rise, 61 per-
cent of our respondents said “no.”
Small chains reported the worst ex-
perience. Two-thirds of themn said
productivity did not increase in ratio
to the higher pay whercas about half
of the largest chains felt that they did
not get satisfactory improvement. That
could imply better programs or may-
be just different methods of measure-
ment.

The competitive prognosis is right
in line. 'ﬂw[ only question is whelﬂr
things will get somnewhat tougher or
much tougher. That's understandable.
Everybody needs more volume to stay
healthy, but the :::il nﬁ:ﬂ:d isn't
growing enough to make that possible
which means the struggle for available
business is bound to be rugged.

COMPETITIVE WEAPONS
IN USE/Stere Masagers
% Saylag % Sayleg
“Very Much “Not af all”
T0% Sunday Opening 10%
0% Hotter Specials 6%
49%  More print ads 9%
“% Longer Hours 13%
35%  More Coupons 13%

This is the latest information sup-
plied to us by the Home Testing Insti-
tute, a national consumer panel. It
shows the comparative drawing power
of various store characteristics. In all,

we measure the importance '
different factors on a scale with 0,
the highest possible mark.

HOW CUSTOMERS PICK STOK §

Drawing Pon
Cleanliness 959
Low Prices 949
Clear Price Marking 934
Produce 924
Open Dating 924
Generics

Because there is so much interest
in generics, we have tried to get a fa
on their appeal and status. Starting
with consumers, we see that generio
score 612 on drawing power — not
very impressive. The net of thos
buying morc versus those buying les
comes out to plus 31 percent, which
indicates growth, but could be due to
broader distribution and greater avail
ability. Interestingly, in view of their
heavier purchasing activity, when con-
sumers were asked whether generio
are very important as a way to econo-
mize most of them said “no”,

TROUSBLE BREWING?/CHAIN ENECS

% Saying Ver

Interest Rates 9%
Net Profit Margins 76%
Internal Capital

Generation 7%
Sales Gains n%
Outside Capital 9%
Trading Down 5%

We asked corporate officers here
they expected to encounter an o
mal amount of trouble this ye . A
most cight of of ten put their ing
most eight out of ten put their inger
high interest rates. Almast a nao¥
mentioned nnlnhl:‘llug the m:
net profit margin a ati | sul+
ﬁcimpn:nmpihl !nlmuf!;nrl'o + pport
growth, Other Ligh-ranking bk
spots include getting enough » ies ¥
offset inflation, obtaining cnrit from
outside sources, and possible  ading
down by consumers.

The common denominator o thes
incipient problems is money, « d t
increasing difficulty of earnin:. it @
borrowing it. The new buzz wonb
are “cash crask”

ﬂwr,mullmk!hnlmm‘['l‘"
ners dr, not expect an abnormal totd
of strse closings, price wars, bask:

{Continued on poge 10)
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ASEECO offers much more than high quality, automated equipment.

ASEECO is also a service company whose years of international crocessing

® Plant E
:Eloclr'

|
|
' experience can provide you with:
|

g—Layout and Mechanical

Engineenng and Control Panel Design

Selction and Procurement

Machinery
® Evaluation of Sub-Contracts and Bids

@ Erection and Installation ol Machinery
:Plnr' mﬁ?ﬁ_‘;ﬁ and Final agpslﬂ'lenl -

atng and intenance sonnel
@ Service Alter Sale =

apphcabon and design ol ASEECO products, a research and
development facity is maintained 10 conduct actual on-product lests 1o determine
handing characteristics and 10 obtain data for the design of specialized process

engmneering and supply of equipment, ASEECO wil, it

mmhmnmlmmmm&mm
the preparation of operating and maintenance manuals, the training of operating
pessonnel, conducting trial and lest runs and the supervision of initial operations.
PRO.ECT;NANCEP[MING:

ASEECO is prepared 1o assist chents in oblaining comprehensive proj
mmmumdmmmumummum
sutted 10 your requirements and locating the source that c¥" provide it.

Zip

ASEECO Condensed Enginesring
& Specifications Catalog.
16-page catalog provides
leatures. apphcanons,
specifications and model
selection guide lor entire
ASEECO line. Includes
diagrams and photographs.
U.S. and foreign sales
offices listed. A mus! on any
equipment specifier's desk.

M&mmmwwwmmmcamu (213) 852-5760 TWX: 910-490-2101
wsr, 1980

u]




Food Industry Trends

{Continued from poge B)

ruptcies, or Chapter X1 pcou-u!h:g:
They will be trying to improve
ciency, and these are the actions most
likely to be taken: energy manage-
ment (88); space management (78);
cut labor intensiveness (65); acceler-
ate scanning (63).

WHATS AHEAD?/CHAIN EXECS
R Reibesd
Tigher Deal Buying 63
Higher liem Sales Stds. 63
Fewer New ltems L]
Private Label Push 1]
Mors Noa-Foods L]

With respect to buying and inven-

t po!uiu.dninludrnwllllpply
t;:;mmndudslncnlmungduh.

raise the minimum movement requir-
ed for existing items, and be tougher
heavier stress on
vate labels and additional mnl'ond'
lines. It lJooks like manufacturers
sales and trade relations managers
will have their work cut out for them.
Effective contact and communications
are becoming important.

Now for some long range predic-
tions taken from our extensive re-
search on retailing in the
80s. In that study we asked execu-
tives in all branches of the industry to
consider certain possible events and
tell us when, if ever, they thought
those events would be likely to come
true,

OUTLOOK: INVENTORY AND MIX

By '™ Ul
Brands/
e akeaory 1% 15%
20% More liems 24 3
%
oMo 20 »
fer Product
oy 15 »

Weii <ver half of the retailers and
distributors in uwlmy l{:t.&ulghtfllnt
supermarkets woul stocking few-
er brands per category by 1984, and
another 15 percent said that would
happen before the end of the decade.
Somewhat surprisingly, manufactur-
ers were even more certain about the
cutback. However, the total number
of items carried seems sure to go up.
By 1969 there may well be 20 percent

10

more on the shelves. Many of them are
n,}i to be non foods, and, as a matter
of fact, there's a good chance that gen-
eral merchandise will double its pres-
ent share and account for seven per-
cent of store sales.

Products designed for microwave
ovens are ed to come on strong
in the second half of the '80s and ring
up 10 pertent of total su
food sales. By the end of the decade,
too, prewocessed modular meals —
tv. dinneis and their extensions —
may well triple their present sales.

OUTLOOK: CONSUMER BEHAVIOR

By '™4 By'®

Eating Out Slows  49% D%
Less Brand

Loyalty 50 n
Less Store

Loyalty L n
Shop More

Siores 49 9

The big hope is that microwave
ovens, im convenience foods,
and related developments will stimu-
late eating at home and slow the trend
toward m:ut. About half the in-
dustry that likely by 1964,
although corporate chain executives
think it will take a bit longer.

A significant decline is anticipated
in loyalty to both brands and stores.
In regard to BRANDS, store owners
and managers are most convinced
about the whil:ﬁm;:!uhlmmw
as you might guess, take te
view. As for store loyalty, chain lead-
ers and their managers are relatively
less worried than rest of the in-
dustry, and § ts are the most
concerned. Nevertheless, it is general-
ly agreed that customers are
monre fickle and are inclined to
their shopping across a larger number
of stores. Which makes building a
strong customer base all the more dif-
ficult, even as it becomes more neces-
sary.

MANUFACTURER RELATIONS

Trade Manufacterer
By'SiBy' 9By 84 By '®®

Shift 0
FOB Pricing 41% 269 0% 21%

Terms
m Movers 39 1] k} ] 20

uch Lews
galiu 41 12 24 2

Computerized
Ordering Netwerk 12 42 12 ¥

On the financial front, it's 11 ugl
likely that manufacturers will s fr 1,
FOB pricing for most product  an
extend the cash discount peri |
slower-moving items. Supplic . g
along on the first point but a:  Jes
sure about extended terms. | the
moncy pinch gets worse, these ssue
may come to a head faster tha: anti
cipated.

The outlook for allowances iv par
ticularly interesting. We asked w heth.
er a sharp reduction in dealing might
occur thereby upsetting the prok
structure of tors, A bit more
than half of the executives on both
sides of the desk think it's prohable
within ten years. In our view, that)
extremely ominous and also very du
bious. However, something will have
to be done about the allowance situr

Less dramatic, but potentially ven
important, is the matter of a compe
terized network to handle routine or-
dering and invoicing. Committees ar
working on it now, but few elrnﬂ
system to be operating before late i
the 80's.

Salesman’s Role

The number of calls by salesimen
obviously decreasing, most noticcabh
at the store level, but also appre ciabh
at the buying offices of volunta v and
coop wholesalers. The store « thad
was in the cards, but the headq (arten
reduction is a bit surprising.

Equally significant is the rade
evaluation of salesmen. More han 3
uarters ex: utivel

Perhaps it's time to redefine t ¢ P

role and function of sale nen -
what they should be rightf Iy &
pected ta do for the trade, a1 | what
they have a right to expect fi .m th
trade.

As for merchandising and lispl#®
materials, the amount offeied 'h
manufacturers continues to <
Some companies are known to bz g%
ting fine results from their P-)-P p*
grams. But a lot more will have ¥
come to the party if the predicted
chandising revival is to take place-

Tue Macanont Joursd

W I, what does it all add up to?
Man observers are predicting a per-
iod ¢ relatively reduced expectations
for oth consumers amd grocers.
(hi executives tend to agree, be-
cus the majority are less optimistic
sbou' the retailing climate than they
were | year ago.

It s 'ems, thercfore, that the indus-
ty will once again have to show how
well it can adapt to changing condi-
tions That's not the best of all possible
prospects, but at least it’s nothing new,
Grocers have always geared their op-
entions to reflect current social and
wonomic requirements. Back in the
Ws supermarkets originally came on
the scene to answer the needs of the
day. They were Dipression babies
and looked it.

During World War Il supermarkets
rfected a time of shortages, ration-
g recycling, and controls as well as
a sbundance of patriotism. With the
wming of peace supermarkets had
their own version of the postwar baby
boom. Like the country as a whole,
they were exuberant and unrestrained.

In the 50, again like the country,
-:E:I.\ moved to the suburbs and re-
velled in the glories of mechanization
imd mass production. Cookie-cutter
lomes had their counterparts in cook-
cutter stores. Efficiency was the
waldword — not personality.

Then individualism, distinctiveness,
ad personal style took hold amon,
wasun:-rs, and supermarkets follow
wit. Tle rise of consumerism signal-
kda n w attitude about food and trig-
tered ¢ new interpretation of food re-
hﬁﬂ‘ I,’ m

Most ‘ecently, as th~ lation di-
vded 1o more and m[:rsu demogra-
Mic i d psychographic segments,
tahw h its own specific set of needs
P rities, supermarkets respond-
ol wit! new formats and subfopnt:uls
Wace imodate the various shopping
mtive  So now we have a segmented
idusti serving a segmented society.

On ‘he bright side, as we look
ihead, ;rnuersEn: far better equipped
b twpe and adjust than ever before.
Were more sophisticated in space
"wagcment, inventory management,
4 fiuncial management. We're
"uely gathering and using more
isive information. We can ¢ 7341

in consumer buying behu v
®ch faster, and we can respond to

s, 1980

them much more precisely, Than\s to
scanning we can revise labor sched-
ules, product assortment, andd mer-
chandising tactics to match *hopping
patterns and preferences.

The industry has maay substantial

rogress during the past several years.

‘e have become more flexible and
are literally ready for anything. As a
result, the future could tum out to
be less F‘im than it now appears,
That's what the editors of Progres-
sive Grocers expect. In fact, we're
looking for steady improvement in the
industry’s strength, stability, and spir-
its as the 80's unfold.

The Importance
Of Advertising

About 4 cents to every $100 spent
in supermarkets goes for mass media
advertising (excluding newspaper ads)
designed to create an image for a par-
ticular food product, a USDA study
shows.

“If a family spends $3,000 a year on
food, its share of the mass media ad-
vertising bill comes to about $28,"
notes Anthony E. Gallo, a USDA re.
searcher. "Of that, 324 goes to tele
vision and $250 to magazines. The
rest finances radio, newspaper su
plement and billboard 55:““.2?
Most of these ads are image-creating
(and) give little price information.”

Food manufacturers, retailers and
service companies spent 825 billion
on mass media advertising in 1978,
Gallo reports. That was in addition to
the almost 81 billion spent on daily
newspaper advertising, which was not
included in the survey because it
tends to be local, rather than national,
USDA says.

Morcover, an additional $3 billion
was spent on ads to promote non-food
items, including health and beauty
aids, alcoholic beverages, smoking
materials and pet foods which are
“largely sold in grocery stores,” the
Department adds,

Gallo states that mass media ad-
vertising is more important for food
than nonfood items. Although food
accounted for cnly 16.2% of dispos-
able personal jucome in 1978, 21.5%
of all media ad expenditures were for
food.

oty T e

Highly processed foods get the most
media play. “About $260 million —
$13.3% of food industry advertising —
was spent on soft drinks alone in
1978,” Gallo says. “Perishables or rela-
tively unprocessed foods take a small
portion of the budget. The food indlus-
try gives the least adveitising to un-
processed meats, fresh eggs, poultry,
dairy products and fruits and vege-
tables (on a national scale).”

A whopping 90% of the mass media
ad Ludget goes for television spots,
with the remaining 10% split among
newspapers, general interest maga-
zines, radio, wawspaper supplements
and billboards. Food manufacturers
accounted for 80% of all ads placed
in 1978; redailers’ portion was 13%
and jestaurant advertising took up the
slack,

Based on his 1978 records, Gallo
concludes that food manufacturers
spend about 12 times more on national
advertising than on local newspaper
ads, while retail grocers spend over
85 in local newspaper ads for every
dollar spent on otm'r media messages.
Interestingly, manufacturers  spent
slightly more on local television ads
than on network television spots, 52%
for the former versus 48% for the lat-
ter, he says. Gallo says $1.7 billion,
or 2% of the television industry’s
1978 revenue came from food adver-
lising.

Diamond’s Worth

After weeks of bickering, Diamond
International Corp. and  Cavenham
Development Inc., a US. holding of
Cenerale Occidentale, have called a
truce of sorts, Cavenham, which owns
56% of Diamond, has tentatively
agieed to limit its investment in the
New York-based company to about
40% for five years. Nevertheless,
William J. Koslo, Diamond’s president,
is still convineed that the per-share
price of Cavenham's unfriendly tend-
er offer for up to 4.5 million Diamond
shares is “grossly inadequate.” The
tender price will vary according to
the outcome of Diamond’s proposed
acyuisition of Ilmu'lu-Scanvmn Inc.
through a stock swap. If that acquisi-
tion goes through, as seems likely,
Cavenham pays $42 per share; if the
merger is rejected or deferred, Caven-
ham pays $45 per share,

.




ADMs country grain elevatorfg 2t first choice of the wheat:
" ]”  guarantees supply and quality

B 1 ADM is one of the few milling companics still operating its own country clevarors.
el ADM has more than forty grain clevators spread across the wheat belt in Kansas.
[I’l m; Nebraska, Missouri. Oklahoma. Texas. and Colorado. And that's where the bulk of
ADMI’s selected wheats come from.
Ths ¢ untry elevator network gives you several distinct benefits you can't find elsewhere, =, ¢ 0
For example:
\DM’s milling centers naturally get first choice of the best wheat flowing into their
cevators, thereby assuring ADM of a dependable supply of top-quality varictics —
and assuring you of the finest flour blends possible.
There's also the fact that — since country clevators
are next-door neighbors with the individual (grain)

~

wheat growers — ADM has access 1o detailed.
up-to-the-minute market information. And AD\ shares that vital
information with its customers.

ADM’s country elevator network is backed up by twelve grain terminals,
cach one strategically located 1o help ADM serve its customers better by
controlling the year-round availability of all types of wheat

In these respects — and in many others — ADM Milling Company 15
vnique in the market.

But all you really have to remember is that ADM assemes total responsibility for —
and maintains total control of — the quality and availability of its products.

And that's a definite advantage to vou.

AM Milling — supplying Breadwinners since 1902.

ADM MILLING ©(0),

4550 VWV [0th Street * Shawnee Musion. Kansas 66211 « Phone (*113) 381-7400

e g e Dt

ADA® aln capplies quality baker’s shortening. corn sweetners, soy proirin and vital wheat gluten for the baking industry
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Importance of UPC
Symbol Scannability

Universal Product Code symbol
scannability will be an issue of prime
importance in 1950 as more and more
supermarkets turn toward scanning,
said Dr. Shelley Harrison, Chairman
and CEO of Symbol Technologies,
Inc., Hauppauge, N.Y., during a panel
discussion at tﬁe Food Marketing In-
stitute Convention.

Dr. Harrison, an authority in the
field of UPC quality control, and three
supermarket executives participated
as panelists in the FMI session, en-
titled “Independent or Scan-
ning — pn-;»‘:nning Implementa-
tion”. During the discussion, the panel
members focused on open issues and
problems associated with store scan-
ning and Dr. Harrison was called up-
on for comment and technical recom-
mendations.

Dr. Harrison reviewed the results
of extensive su rket  studies
which showed as lll;ldcll as 10% of all
encoded ucts sold in supermarkets
donouup::ofl[xﬂnl-d-uleo tions.
The panelists concurred stressed
that such a failure to scan could hold
serious consequences for supermarket
operators in the form of er in-
cificiency, customer distrust of the
scanning system, loss of inventory-
control data, and loss of marketing
and sales data.

Dr. Harrison went on to pinpoint
two problem areas regarding UPC
symbol scannability — out-of-s
symbol bar width and insufficient bar/
space color contrast, He noted that
these areas require on-in:ing quality
control on the part of the printer or
packager responsible for printing the
UPC symbol. He also nnphnl.'eh the
importance of adequate feedback
frum the store operator to the printer
or packager regarding unscannable
items.

Another problem discussed during
the pancl session was price verifica-
tion. If a supermarket operator wants
to verify item and shelf marked price
against that stored in the scanner’s
computer, the item has to be carted to
the store’s front end.

Dr. Harrison suggested the use of
a handheld laser-scanner gun that
utilizes a helium-ncon laser, just as
the supermarket’s scanner does. This
device would decode the UPC symbol

on any product, regardless of packag-
ing material, and provide instant
verification of price as well as quan-
tity. Dr. Harrison believes the device
would save valuable manhours by al-
lowing the scanner to be brought to
the product, as opposed to bringing
each product to the scanner.

Symbol Technologies, Inc. manu-
facturers and markets instruments de-
signed for quality assurance and test-
ing of the ic Universal Product
Code (UPC) and the European Article
Numbering (EAN) system as well a3
4 family of bar code entry terminals
for the automatic data entry of pro-
duct information using a large variety
of symbol coding techniques.

—— e e e e

Goldring Study Probes
Consumer Atitudes
Toward Generics

Consumer attitudes toward the
purchase and use of generic brands
and an examination of their atti-
tudes influence bu{:.l:i behavior were
explored in a multi-client qualitative
study just conducted by dﬂng and
Company, the Chicago-based inde-
pendent market research and consult-
ing firm.

“One interesting result of the re-
search project,” said Marcia Wolly,
Senior project Director on this study,
“was a myriad of information suggest-
ing potential strategies that can be
used by manufacturers to guard their
brand shares. Another exciting finding
revealed new a es that super-
markets and food brokers should be
exploring to increase generic con-
sumption.”

“The study was designed to (1) ex-
plore consumers’ attitudes and use of
generic products, (2) determine what
motivations are behind trial and
cither the ce or rejection of
generic I':, ml;:‘dnndhe an‘(tl‘g)
to deve some hypotheses t
generics tl':nt could be quantified in
subsequent  research  studies,” said
Ms. Wolly.

The study — conducted in the Mid-
west and on the West coast with three
different segments of consumers; cur-
rent generic shoppers, generic trier-
rejectors and non-generic triers — pro-
vides baseline information for the

grocery products industry — manu-
facturers, supermarket chains, food

brokers and their advertising an pro.
motion agencies.

The multi-client study, wh h
now available to interested com 1niey
or agencies on a subscribershij hagy
from Goldring and Company, a o in-
dicates that consumer attitudes t war| B
generics hold the real clue to ther
success or failure,

“The current marketing techi ques
used to merchandise generics have
fallen short of providing consumen
with the necessary impetus to tn
them,” Ms. Wolly points out. “Super.
markets not presently involved in gen-
erics have the opportunity to promote
generics in such a way that they are

ed as an altemative brand
choice.”

Cautioned

In making the study available to
the food industry, Goldring and
mga:y u;nl.ioned ngnlm‘:ll assuming

results tt inions
of all mnmme:p‘:::n Woll;.'l“mla!
that, “the findings of the study, how-
ever, offer insight into the consumer
plece of the generic puzzle. Although
sales figures tell an important part of
the story, this research goes beneath
the surface and explains many of the
reasons why sales have reached to-
day’s levels.”

Participation in the second phas.
a quantitative study, is currently be-
ing offered to the industry. It will be
designed to devel:r demographc and
lifestyle profiles of generic and noe-
generic shoppers, de tri. and
usage information product cate-
gory, and compare consumers’ | nges
of generic brands with specific + itior
a! and store branded products \reas
of particular interest to chart. sub
scribers also may be added » the
study. This quantitative pl e B
scheduled to begin in early « nmer
1980.

For more information repard 1§ the
“Consumers’ Attitudes Toward -enct-
i Foods™ study or the upcomin, qua*
titative study, contact Ms. “far¥
Wolly, Goldring and Company N9N
Michigan Ave., Chicago 60611 !

Computerized Checkout 79 L
Have heard of system 42% 52

Regular supermarket has
computerized system g% 3%
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Could it be the durum people?

the durum people
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Food Brokers’
Management Conference
Raymond J. Petersen, Executive
Vice President of Hearst Magazines
and Publishing Director of Good
Housckeeping  Magazine, delivered
the annual “Statesmanship In Busi-
ness Address” to the 1980 Manage-
ment Conference of the National
Food Brokers Association.

Mr. Petersen distinguished profiles
of politicans versus statesmen for the
500 NFBA participants gathered at
the opening breakfast meeting, and
challenged each of the NFBA execu-
tives there to become more statesman-
like themselves.

He lamented that American busi-
nesses are being ordered to adopt
many ms and policies that are
“directly contrary to the efficient pur-
suit of our original goals.”

He suggested to the audience that
now is time to assert business
leadership by getting involved. “Like
the motorist who comes upon an acci-
dent, it is our problem use we
are here. We bear, what Cadillac ouce
called in a famous advertisement,
“The Penalty of Leadership!®

He encouraged executives to be-
come involved, particularly in the po-
litical process, starting at the local
level, &nd stop tolerating interference
and dictating of pm(eﬁum by the
govermment. “Statesmanship means
we must participate in the political
process in proportion to our contribu-
tion to society — which is enormous!”
Petersen said.

“We should fight as hard us we
can against the notion that everyone
is entitled to the good life whether
or not he or she is willing to work,”
Peterien added.

Course of Action

Specifically, Mr. Petersen offered
the following course of action for busi-
nesmen to become more statesman-
like:

“First, we must run our business
cven better than we have in the past,
in a hundred little ways that build
confidence.

“Next, we are going to have to lend
our talents and our expertise to the
solution of some of the country’s prob-
lems, even though they are not direct-
ly related to our business.
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“Last, and most important of all,
we have to take part in the political
We have to help candi-
sltcs who are themselves statesmen
and persuade them to run. This means
ving our time, our money, and our
best efforts to something most of us
have ignored in the past.”

Mr. Petersen described the current
recession as “largely a thing of the
mind . . . a kind of economic mental
illness.” He asked the audience not
to participate in “this self-fulfilling
p:;)hﬂ.y of doom. Let's talk and act
and sell positively and constructively.

“As brokers, you are the balance
wheel of the food busiu:n. You' are
in a un position to keep it from
slawing‘r:vn unnecessarily,

“As brokers, you — more than any-
one else — can convince both your
resources and your customers that
business is what we make it.

“Let’s At forecast the future, let's
make it Mr, Petersen concluded.

First General Session

The fist General Session was led
off by Ben Martin, former Football
Coach of the United States Air Force
Academy. “Coach” Martin gave a live-
ly talk, with anecdotes from
his 20 years at the Academy.

His message was that executives to-
day must be dm:fe lw:lre.hl and :nl’t
receplive to nge. n on't
stay the way they agre for mor?llun a
day or an hour. Young people today
mlnahuny.llwyltjnmdut-
gency and they are terribly aware of
changes. You must allow people to
be as smart as they can be and you
must be able to adjust to these
changes,” he told the food broker
executives,

Personnel Policies

Richard L. Fluri, Marketing Per-
sonnel Development Manager for
Scott Paper Company, spoke on the
subject of recruiting, interviewing and
selectin, nef.

Mr. l-!inri's detailed tation in-
cluded some hard and fast rules he
has ed in his operation.

He advised the audience to have a
dear profile of every job they will
hire ﬁf:mnm-l for, and to draw up that
profile from the supervisor's as well
as the sales representative’s viewpoint.

He was emphatic that applicants
should be tharoughly checked out and

thoroughly interviewed for an' po
ition. “Prior to building team piny
you have to have a team,” he said
And he declared that each | no
added to a staff must fit into tha' rean,
to be successful.

Raymond A, Higgins, Dii o
Sales Training and Developmss, . Ar.
mour-Dial Company, stressed tl - im-
portance of front line experien ¢ i
teaching new employees the jb
“The job of selling at retail or wlole
sale requires so much knowledge tha
you cannot do it all in a conference
room. The only place to do it is vut in
the marketplace. Your field sales man
ager knows best what to teach.”

Mr. Higgins stressed the impor
tance of communication in training
«+ + “If you know the job well, you
can't see it. You the learner to
have the same in his mind »
you do. Words are incapable of de-
cribing action.” He suggested instead
that people learn best by doing.

He declared that we retain 10% o
what we read, 20% of what we hear
30% of what we see, 50% of wha
we see and hear, 70% of what we sy
and discuss, and 90% of what &
demonstrated and discussed as it &
done.

Selection Process

Joe Hartenbower, President of Har-
tenbower and Associates, hanss
City, a consulting firm s iz g i
selection, training and moti ating
sales people, told the executivi that
the selection of employees is it
important” and the "selection p cess
should make the decision fort m.

“The type of e you 1 dtw
hire are g mn?lmoﬂi;l.ble sitti il
for training. They should be ction
people,” Mr. Hartenbower sta 1.

He suggested working out . time
table for employees with specil tim
ed objectives, He emphasize that
training must start immediate . and
cautioned the executives about wov
ing out too much material at « v
the new employee.

“Do it on a ‘need to know bass
They don't have to understa d t
whole picture to make a salis wll
Then review what they have dorie 4
what they have leamed at least ever
day. Find out what the problem
were,” Mr. Hartenbower advised

(Continued on poge 18)
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“Our Clyboumn cartoners
helped us meetl the de-
mands of an expanding
market, yet control man-
power costs through auto-
mation,

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

“We especially like the
compactness and simplic.
ity of the Clybourn design,
vhich saves space and
nakes operator training
_.'y'll

/3.4/‘.} teoteet
uo

MORIN
‘801 Buperiniendent
muh‘en
' your product packaging
ould benefit from the same
‘slght accuracy, uniformity
nd dependable operation
njoyed by Northrup King,
Jin the family of satisfied
‘lybourn customers.
‘or more Information, or a
tiuote, call or write us today!

|
|
|
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|
i
|

GOLDEN
GRAIN
SAYS®.”

‘“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
to package our complete
product line including mac-
aroni and cheese, Rice-A-
Roni®, Noodie-Roni®* and
mm.ll

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

“We prefer Clybourn for
its simplicity of design,
dependability, and the
quick service we get whan
needed. . . . Anc¢ we'll be
buying more Clyboumns in
the future."

Fioip
W

CARLO VARESCO

Golden Macaroni G2
If your product packeging
could benefit from the
same accuracy, sitt-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
foday!

Clyboumn

THS N Lowier dow . Shoke L 608
RO D lews 3 B4TT

& e of Pas i b

T T Y L T T e

ARM &
HAMMER
SA 66 99

[ X N |
“We like our Clybourn
cartoners because they are
easy to maintain, adjust
and clean,

“"We run all of our prod-
ucts on Clybourn vertical
cartoners with volumetric
fillers. The producis 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 satisfied
with Clybourn is good ser-
vice. We always gel a quick
response when a problem
arises."

- A S o
ROBERT COMSTOCK
R Lo

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

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

Clyboumn

Saching Company

TSES N Loder Aew Saches & MG
RIEIT PEO0 s 289417
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Management Conference

(Continued from poge 16)
Plan for Perpetuation

D. V. Brown, President of Bromar,
Inc., San Francisco; Paul Inman,
President of Paul Inman Associates,
Inc., Detroit; and Ira Robinson,
President of Ira E. Robinson & Co.,
Inc., New York; made individual pre-
sentations and then joined together
for a panel discussion open to the
floor.

The key point make by all three
of these gentlemen was that it has be-
come im ve for food brokers to

have a for perpetuation of their
businesses, This is :?mlly important
to principals (manufacturers) repre-
sented by the food broker firm, and to
the employees of the firm itself.

Plans for the orderly succession and
continuation of food broker firms
should be as much a part of the foun-
dation of the business as building the
representation list, according to the
discussion.

Macaroni Products
Are Nutritious

from the
American Dietectic Association

Are you feeding your family more
macaroni and spaghetti these days to
stretch your food dollars? Don't let
that worry you. They'.e nutritious
foods and no more “fattening” than
any others.

“Wheat and other cereal grains are
complex carbohydrates that supply
important amounts of many nutricnts,”
says Ruth M. Leverton, Ph. D., inter-
nationally known registered dictitian.
“In addition to energy, they supply
protein, B vitamins, and minerals. Be
sure to read the labels and use enrich-
ed or fortified fonns of the more re-
fined products, such as flour, macaroni
and spaghetti.”

As a science adviser to the Agricul-
tural Research Service of the U, S.
Department of Agriculture, Dr. Lever-
ton worked with the National Acade-
my of Sciences and the United Na-
tions Food and Agriculture Organiza-
tion. “The world around,” she points
out, “cereal grains are the main fond
staple.

“Energy is our frst requirement,
amd complex carbohydrates are our
best and cheapest source. Protein in

excess of need is an extravagant source
of energy. Many Americans are eat-
ing twice the Recommended Dictary
Al%mnnct for protein. They could cut
down a great deal and still have a nu-
tritionally ndequate diet.”

And what of the widespread idea
that pasts, is fattening? Not so. It's
all a matter of calories; and carbohy-
drates have the same number as pro-
tein per gram, ounce, or poumnd,

What's more, the new U.S. Dictary
Guidelines call for eating more com-
rlﬂ carhohydrates daily by replacing
ats and sugar with starches and by
selecting good sources of fihe: and
starch, such as whole grain breads and
cereals, fruits and vegetahles, beans,
peas, and nuts,

New Food Picture Placemat

A new “What's-For-Dinner-This-
Year™ picture placemat showing 1950-
1951 contrasts in food consumed by
a family of fcur is being distribute:]
by the Du Pont Company.,

Highlighted is the share of average
family income spent for food: 17 per
cent in 1980 and 23 per cent in 1051,

The new phremilt also summarizes
the importance of cro ection
dmnlumu the farm. l':\'iill‘?:ul this

rotection, as much as one-half of our
ood crops would be lost, says scien-
tist Norma's Borlaug, winner of the
Nobel Peace Prize for agricullural
pioneering. I rea ‘with this protection,
scientists agse- that up to one-third

of the world’s potential food harvest
is lost either during the growing sex
son or after harvest because of weeds.
plant diseases and insects.

Quantities Available

DuPont’s new “What's-For-Dinner-
This-Year™ placemat is available i
business and social meetings, (hreal-
fast, luncheons, dinners), where it will
focus audience attention on Ameri-
ca's unique farm amd food story R
quests for bulk quantities of this place
mat should be addressed to \gr
chemicals Section, Public Affair De
partment, Du Pont Company. Wil
mington, Del., 19598,

Fat and Cholestrol

Nutritionists today are recom -

ing that it is essential to redu ibe §

fat intake in order to prevent ¢ ity
and possible body disturbances  hich
may ultimately iead to arteriosc]  osis
Macaroni and noodle products « n be
considered Jow fat foods, as t} ok
lowing data wil indicate:

% Fat C esd
MACHTOUT +oorerreerernsrnrsssserasses Avera o 4

Egg Noodles ...coocenne-Avera © 43

This is a time when great J:: ssure
is being put on physicians to do e
thing about the reported incie
death rate from Iu;ﬂ attacks in :;';’
tively youn, . People wunt ¥
know whrlllsrrp?l,ll:'y are eating them
sclves into premature heart discase.

The shape
of things
fo come---

/
_~ come from
.- Maldari
dies.

% Unusval extruded
shapes and designs.

% Special extrusion dies
to your specifications,

Call now to discuss how we oty

can shape up for your special
exfrusion dies. No obligation.

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

America’s Largest Macaroni Dic Makers Since 1903 — With Manage Conti ly R

d in Same Family

Tue Macaront Joursal B AUyt 1980
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PASTA...FOOD FOR ATH

tatistics record 50

Us. mhlion. 55 million, are
exercising daily . . . twice the percen-
tage reported in 1961. Examples of
activities: 16,500,000 jogging; 16,500,
000 bicycling: 27,000,000 swimming;
13,500,000 playing tennis; 10,500,000
hiking. A keen interest in nutrition has
developed. Dietary guidelines, as rec-
ommended by the U.S. Department of
Agriculture and Health, Education,
and Welfare, recommend lowering in-
take of fats. In limiting fats, calories
from carbohydrates be in-
creased to supply the body's energy
needs. Complex carbohydrates, such
as those in enriched pasta, contain
fewer than half the ulmielslru ounce
than fats and supply essential nutrients
in addition to calories. Pasta, made
from durum and/or other high «lual-
ity hard wheat, offers protein, iron,
niacin, thiamine, and riboflavin.

Active sportsmen and sports specta-
tors share a common interest in nutri-
tion. Soups make nourishing meals.
Try two Ravorful pasta specialities in
which an array of vegetables supple-
ments pasta’s nutritive value with
more vitamins and minerals. Enjoy
healthy, Ravorful eating with these

recipes.
Jogger's Noodle-Clam Chowiler
(Makes about 4 quarts; 8-10 servings)

8 ounces fine egg noodles
(about 4 cups)

1 tablespoon salt

3 quarts boiling water

1 can (48 ounces) tomato juice

1 can (29 ounces) tomatoes

2 cups sliced cabbage

2 large carrots, sliced
(about 2 cups)

2 medium zucchini, sliced
(about 2 cups)

2 cans (8% oz each) minced clams
salt and pepper

Gradually add noodles and salt to
rapidly boiling water so that water
continues to boil. Cook uncovered
stirring  occasionally, until tender.
Drain in collander.

While noodles are cooking, in large
kettle combine tomato juice, undrain-
ed tomatoes, cabbage, carrots, and
zucchini. Bring to boiling. Add un-
drained clams and noodles. Boil gent-
ly 15 to 20 minutes. Season to taste
with salt and pepper.
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noodles. Macaroni is Number One in
popularity, convenience, versatility
and economy, Folder on Macaroni is
No. 1 available at ten cents each.

Marathon Macaroni Soup
(Makes about 3 qts. or 8-10 servings)

2 cups elbow macaroni (8 oz.)

1 tablespoon salt

3 quarts boiling water

1 can (48 ounces) tomato juice

1 can (29 ounces) tomatoes

1 can (18 ounces) whole kemel com
drained

1 teaspoon basil

Y4 teaspoon pepper
4 thin lettuce wedges

Gradually add macaroni and salt to
rapidly boiling water so that water
continues to boil. Cook uncovered,
stirring occasionally until just tender.
Drain in colander.

While macaroni is cooking, in kettle
or dutch oven combine tomato
juice, undrained tomatoes, corn, basil,
and pepper. Add macaroni. Bring to
boiling. Reduce heat and simmer 10
minutes. Add lettuce wedges; siminer
2 minutes.

Growing Concevn for

Todlnomk'm

Almost half of all American fa: ilie,
have at least one dieting me: ber
according to Ronald N. Paul, * «ch.
nomic Consultants’ president. A | ow.
ing concern and interest in the ol
tionship between diet and health is

ing many consumers 1o clunge
their eating habits both at home and
away from home, Paul continuel

People are eating less, lighter and
healthier, Paul said and cited several
examples of these trends. He pointed
out that half of all children in the Ful-
ton County (Atlanta), Georgia school
district eat a “health food” lunch reg-
ularly, In addition, health food rew
taurants and chain restaurants offer-
ing healthful foods are enjoying in-
creasing success. Finally he men
tioned that there are currently more
than 500 manufacturers supplying
6,400 retail health food stores and
1,500 co-ops ing more than $15
billion in ulgs.m %

Paul referred to a recent study that
found three out of four of those coo-
sumers questioned were concemed
about nutrition. 63% of those respon-
dents felt adequately informed on the
subject. Other studies show that
Americans are eating more seafond
poultry, fresh fruits and vegetable
and avoiding red meats, fats, s gan
and starches.

Challenge

The trends toward self-im me
ment, weight control and physi. | bt-
ness present both a challenge ol 2
threat to those in the food and od-
service industry, Paul added. * hor
ough knowledge of consumd de
mands and the marketplace is sew
tial to successfully reposition ¢ ting

ucts and create new ones 1. nert

the needs created by these trer

Because of the widespread npli
cations of changing American ating
habits, Technomic has recently  nder:
taken a study to measure the | ipad
of these trends now and what «.n be
expected in the future.

The objectives of the study are 10
identify and evaluate emerging !
and opportunities being created b
increasing  consumer  demands for
more healthful foods. The study wil

(Continued on poge 22)
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Technomic Study

(Continued from poge ?)

explore consumer perceptions regard-
ing healthful foods, identify and eval-
uate menu items and food product op-
portunities, and will identify and
profile companies active in this area.

Technomic’s study will include a
five year forecast of marketplace de-
mand and will identify products most
likely to fill that demand as well as
appropriate distribution and market-
ing structures for the products, The
study will also result in a special re-

rt on unities for restaurants.

The study will focus on food items,
weight control products, vitamins and
other food supplements, diet and nu-
trition publications and food prepara-
tion equipment.

Dt:ltn the size and scope of the
study, it is being conducted on a mul-
ticlient-s ok ha':i:. Lﬁ‘hmic
ex to complete the study in sev-
frlp;:‘n’omhl.

Technomic Consultants is a inde-
pendent management consulling or-

anization specializing in corporate
:m\ﬂb plum strategic planning
and market and product planning.
Based in Chicago, the firm has more
than 60 professionals in Chicago, New
York, Los Angeles, Denver, London,
Geneva and Sao Paulo,

Improving Sales Results in
An Inflationary Environment

The National Food Brokers Associ-
ation has just released a new publica-
tion uddressed to manufacturers en-
titled “Improving Sales Results In An
Inflationary Environment.”

The information contained in the
new NFBA booklet is designed to
stimulate meaningful dialogue be-
tween individual principals (manu-
facturers) and their brokers to pro-
duce continued profitable sales results
for both.

The new NFBA publication has
been mailed to all NFBA members
and all manufacturers on the Associ-
ation’s mailing list.

The booklet suggests that a re-
evaluation of the cost effectiveness of
services required of the food broker
by the manufacturer should be con-
ducted periodically to weed out any
unnecessary business

One concem in this area is excess
reports which do not make a definite,

worthwhile contribution to the mar-
keting effort. An unnecesary or un-
productive steals valuable
sales time, according to the booklet.

Special services are another topic
covered in the NFBA booklet. These
must be properly evaluated in rela-
tion to value, cost, and local market
considerations,

Food brokers, too, must analyze
their operations and decide what com-
mitments they need from principals
to do a proper job. The food broker
must be aware of the costs for the
ditferent kinds of jobs performed for
the principal and be realistic with the
principal about these costs.

The T:ncipll and the food broker
should be in agreement on the mar-
ket objectives and account potential.
They Id both have a flexible ot-
titude on all of these points at all
times, according to the let.

This booklet is another in a series
of publications published by NFBA
to assist manufacturers and food bro-
kers maintain proper working rela-
tionships that are productive for both
of them.

Alleviating any inflationary or un-

[ ¢ expenses is of equal import-
ance to il’ﬂllplc'l"lllluhduﬂ'}'l and I:l::r
brokers. The effectiveness of sales
programs is strengthened by periodic
review.

“Principal’s sales volume and their
broker organizations benefit through
refinement of operations and through
incentives for productivity,” accord-
ing to the new NFBA publication,
“Improving Sales Results In An In-
flationary Environment.”

Copies of this publication are avail-
able to manufacturers by contacting
the National Food Brokers Associa-
tion, 1916 M Street, N.W,, Washing-
ton, DC 20038,

Frozen Food Acquisition

General Host Corporation announ-
ced it has acquired the business of
Tambellini Foods Inc, Pittshurgh-
hased manufacturer of frozen and re-
frigerated Italian food products. The
Tambellini Foods business will be o~
erated as a division of General Hos''s
Van de Kamp's Frozen Foods unit,
which has frozen food plants in Santa
Fe Springs, California and Erie, Penn-
sylvania. Bruno Tambellini, founder
of the Tambellini Foods business, will

continue as President of the new i,
sion and will remain responsily - for
its management. Terms of the pur.
chase were not released.

In announcing the acquisition !lar.
ris J. Ashton, Chairan of G enl
Host, stated that Van de Kamj . e
tablished national distribution . han
nels for its Frozen Fish product: and
Mexican Food entrees and diinen
will provide the opportunity to exjand
distribution of Tambellini's high qual
ity specialty Italian products beyond
its traditional markets. In addition,
lhe“locnllon of tl:d:nmbeldllm plant
in Nlbulgil Van de Kamp
with lddihuld F;\olentilal to mmu’l?:-
ture some of its s ty ucts in
the East. pgiem ke

Ceneral Host, a food manufactur
ing. distribution and retailing com

ny with sales of $7352 million i

979, owns Cudahy Foods Co., Li

General Stores, Hot Sam Pretz
Stores, Milk Specialties Co,, American
Salt Co., as well as Van de Kamp'
Frozen Foods.

Young Mothers

Retailers can look to young moth:
as a lr:tmtlal source of additio
general merchandise sales, according
to results of a study done for P'a
Magazine by the Allen Levis O
zation, Northfield, 11l. The stud
presented at FMI's annual o v
tion.

According to the report, m t
are more lJoyal to a particular 1
and shop more frequently at .
ticular time. They mor:  tim
and money in the supermarket.
more impulse and an no
receptive to new products thar
women,

Over three-fourths of the :
mothers surveyed betwe: 81
and 8300 a month, while three-! urt!
of other women said they spe. |
than $200 a month. Mothers & *
times as likely to spend over * 30
months in the supermarket.

Kathryn Searight, vice pre-id
retail food division at W. B, D.er
Co., Southfield, Mich., advisid
tailess at the session to do their 0
surveys, using in-store questioniai
While the acual surveying can be do
by the retailer, professional he
should be sought in designing
questionnaire, Searight
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% ect sta Judge for yourself. No matter what people stuff inside
manicotti or ravioli, the pasta just won't hold its own

_ AMBE

unless it’s nutritional, good-tasting and economical,
Others might court you with eager promises. But trust
Amber for top quality. Amber mills the finest durum

efficient milling techniques.
At Amber Milling, helping you prepare a great pasta for
your customers’ stuffings is a matter of record. Need
proofl Next lime you order, specify Amber.
Then you be the judge! T

&
R MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION %

Mills at Rush City, Minn. « General Offices at St Paul, Minn, 55165/ Phore (6121 646-943 3

at casc wheat into fine pasta ingredients. .. Venezia No. 1
Semolina, Imperia Durum Granular or Crestal Fancy
Durum Patent Flour. The consistent color and quality of
Ora your pasta products will testify to Amber’s modern
S
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Mid-June Durum Report

from the North Dakota
State Wheat Commission

Later scedings and fields which did
not germinate earlier due to insuffi-
cient soil moisture supplies have not
emerged in most areas where rainfall
was received in recent weeks. Some
reseeding of early stands has also oc-
curred where moisture permitted and
additional acre=%e has been sceded in
those areas v ¢ the moisture situa-
tion was much improved by heavy
rains.

Projections early in 1980 indica-
ted substantial increases in prospec-
tive acreages, those expectations have
now been adjusted downward due to
adverse conditions this spring. Actual
harvested acreage will, no doubt, he-
reduced even further due to the ir-
reparable damage already done to
much of the spring wheat and durum

Although conditions are cx-
tremely vaﬂ:::llsllhmglumt the na't:'.
oS of ining average yie
pue il dlnllm'B as season
Allowing for yield reduc-
tions, reduced nted acreage and
acreage that will be hayed, grazed, or
otherwise abandoned later in the sea-
son the total 1980 N.D. spring wheat
and durum could be as low as
200 mil. bu., a substantial reduction
from carlier expectations based on
prospective planting reports. The ten
year average annual wheat produc-
tion estimate for N.D. is 2H mil. bu.
with a 10 year average yield of 268
bu. per acre on a harvested acreage of
9.2 mil. a.

In the areas of the state where benes
ficial precipitation has been recorded
und existing stands are mgmsinﬁ
relatively well, timely rainfall throug|
the remainder of the growing season
could produce near normal yields and
improve the overall production out-
look. The same is ible in regions
where planting had been delayed. On
the other hand production prospects
in the areas that to date have received
little or no pitation are diminish-
ing as cach hot, windy day passes. Ad-
ditional rainfall in such arcas will
yield only limited response from the
severely stressed existing stands.

International Durum Forum
Ramada Inn, Minot, North Dakota
November 11 - 12

ND. WHEAT PRODUCTION

112 ] nm 10 Yesr Aversge
Production Yield Harv, Acr

(il ncy )

HRS 180 165 163 268 6.2

Durum 102 1] 7 269 19

All Wheat 286 252 244 268 92

World Durum practically the same as in the pror

Production Down e

World production of durum wheat
in 1979 is estimated by the Interna-
tional Wheat Council at 19.1 million
tonnes, down 12% from the 1978
outtum of 21.8 million. The Council's
estimate of world durum uction
does not include centrally-planned
countries, such as the Soviet Union.

Also, the 1979 outturn of durum
was up from the 154 million tonnes
produced in 1977, but was below 22.8
million in 1976.

North America culback main factor

Primarily responsible for the de-
crease in the 1979 outturn was a small-
er crop in North America. U.S. raised
2.9 million tonnes of durum and Can-
ada 18 million, compared with 3.6
million and 29 million, respectively,
in 1978,

For the world’s major durum produ-
cer, Turkey, production in recent
years has been relatively stable, Tur-
key raised 4.5 million tonnes in 1979,
against 4.6 million i1 the previous
year, The same is thir case for Italy,
which harvested 3.4 nillion in 1979,
compared with 35 million in 1979,

Trade in durum holding unchzanged
World trade in dwmum wheat in
1978-80 season is tentatively projected
by LW.C. at 3.4 million tonnes, down
slightly from 3.5 million in the pre-
vious year. US. and Canada are ex-
pected to continue as the major ex-
porters, accounting for expected shi
ments of 1.5 million and 1.8 million,
respectively, in the current crop year,

The following table shows world
durum production by countries for a
series of years, in millions of tonnes:

117, ]
Canada 1.8
United States 29
Iuly 34
Syrian Arab Rroublic 1.3
Turkey 4.5
Morocco 1.3
Other 39
World Total* 192.1

Major durum importers indicated
for 1978-80 scason are Italy, 70040
tonnes, and Algeria, 1.2 million.

Strong Gains for Peavey

Peavey Company posted sharp
gains in sales and net income in the
third quarter and nine months ended
April 30, with operating camnings for
the latter pe exceeding that for
the full 12 months of the preceding
fiscal year.

Net income of Peavey in the three
months ended April 30 was $4,375,000,
equal to 78¢ per share on the common
stock, up from $4,232,000, or 75¢ per
share, a year ago.

The year-ago net includes an extra-
o-dinary item of $1,621,000, equal to
29¢ per share. Sales in the third quar-
ter totaled $177,1690,000, compared
with $136,620,000 last ycar,

“The Agriculture and Foods Groups
benefited from strong grain and four
volume throughout mast of the th rl
quarter,” William G. Stocks, chaimn an
and chief executive officer, said.

“However, as the thirl qua er
ended grain margins were lower s
the cffects of the embargo on g in
sales to Russia were felt and flour -
ume and margins declined, reflec g
a sharp reduction in U.S. flour expe ts.

Retail Group sales slowed mid: 1
through the third quarter, Mr. Ste ks
said, citing reaction of rural cons:
ers to reduced income and high in -
est rates, This factor, combined v th
inflationary cost pressures through ut
the quarter, resulted in lower e
ing in all the three retail merchan is-
ing divisions, he said.

1978 " 1976
29 13 19
36 22 37
s 10 o
1.7 12 13
46 4.5 52
14 1.0 1.6
39 32 4.6
216 154 ns

In ‘he nine months ended April 30,
Peav: v had net income of $17,400,000,
«$3 18, up 50% from $12,483,000, or
215 a year ago. In the fiscal year
mded July 31, 1979, Peavey had net
oon ¢ of $17,840,000, or $3.14
dure. Nine month sales totaled $361,-
29000, against $423,219000 a year

i

“With our nine-month results ahead
o our full 12-month eamings of a
year ago, & record year is virtually as-
sred,” Mr. Stocks said. “For the re-
minder of the year, however, we an-
icipate lower grain and flour
ml as a continued soft mrznrgim ccon-
uny. As a result we will be challenged
o nle_h last year's record fourth
quarter.

ledustrial Group Leads
Moltifoods Gains

Record operating eamings of $31.3
million were achieved by the Indus-
tial market area of International
Multifoods Corp. in the fiscal year
raded Feb. 29, according to the com-
mny's annual report for fiscal 1980.
The Industrial segment — which in-
dudes bakery and export flour and
grein merchandising operations — had
record sales of $473.8 million in the
year,

Net income of International Multi-
foods in the fscal year totaled $18-
00, equal to $2.31 per share on
the coumon stock, off from $24,458,-
000, o: $3.08, in fiscal 1979, and com-
pared with $22295000, or $2.81, in
fiscal 178,

The fiscal 1980 eamings figure is
alter | ovision cf $6,813,(0Y, net of
ncom  taves, or 85¢ share, for
discon wuance of the I;:.nntive ac-
tensori » and King Foods businesses.
The 1 9 eamings total includes pro-
vision  { $83,000, or 1¢ per shure, for
discont ued operations,

E-.nings from continuing oper-
ations 1.1 1980 aggregated $25,992,000,

o 8316, up from $24,521,000, or $3.07,

in fiscal 1979, Net sales from continu-

ing operations totaled $1,012,242,000,
b 5p 17% from £,668,191,000 in the pre-

Yious year, The 1960 year is the first

B which Multifoods sales have sur-

P;:che $1 billion mark.

Industrial market segment led
the company’s four market areas with

r _improvement over last year

H%,” Willlam G. Phillips, chair-

Auoust, 1980

man and chicf executive officer, and
Darrell M. Runke, president and chief
operating officer, state in the Multi-
foods

“The Away-From-Home Eating seg-
ment increased eamings by ne:rfy
21%. Eamnings of the Consumer mar-
ket arca were essentially even with
last year while eamings contributed
by the Agriculture segment declined
by about 13%."

Mr. Phillips and Mr. Runke note
that while the company’s U.S. oper-
ations posted a 6% increase in oper-
m carnings and those of Canada

led, operating eamings from
businesses in other countries were
down.

Challenging Year

"Fiscal 1500 was a particularly diffi-
cult and cha lenging year,” the Multi-
foods officets say. “Inflation, which
was 50 hard on the consumer, also
impacted the company. The higher
costs of distribution and raw mater-
ials required large borrowings to fi-
nance increased inventories and ac-
counts receivable, This and higher in-
terest rates drove Multifoods’ interest
ex to an un, nted $14.4
million which is million more
than lut“;{nr. This increase alone

resented a imately 33¢ per
I"pllum.- after lul.'ym Nd

The consumer has responded to
high inflation, Mr. Phillips and Mr.
Runke continue, “by curtailing dis-
cretionary spending, causing reduc-
tion in unit volumes of certain pro-
ducts such as sPeclally meats, cheeses
and cereals. Without high volume to
l}::d increased costs, eamings from
t products declined.”

In Venezuela, they add, price con-
trols and government-mandated wage
and benefit increases in excess of $1
udﬂllion resulted in an eamings de-

ine.

Grain Handlers Strike

An 1l-week strike by grain hand-
lers at Duluth, Mr. Phillips and Mr.
Runke point out, increased the cost
of shipping grain to the company’s
flour mills. “This added cost,” they say,
“prevented the Industrial market seg-
ment from achieving a higher level
of record eamings for the year.”

Describing the decision to discon-
tinue King Foods and the decorative
accessories group as a “difficult™ one,
Mr. Phillips and Mr. Runke note, “In-
tense efforts over several years to ob-

tain satisfactory returns from these
businesses have been unsuccessful.
Discontinuing these businesses  will
help lower cash requirements and help
Multifoods to achieve profitability
objectives.”

Outlook

Mr. Phillips and Mr. Runke com-
ment on the outlook for the company
as follows:

“Multifoods enters the uncertain
and vulatile economic environment of
fiscal 1081 fully aware that the chal-
lenge of managing a diversified busi-
ness in a period of intense inflation
will require both patience and dis-
cipline. The mm‘nny is in a strong
position to capitalize on its operating
strengths and its extensive experience
in and knowledge of the food busi-

ness.

“Multifoods is financially strong
and because action has been taken to
terminate unprofitable businesses, the
company is prepared to continue its
record of growth . . .

“Multifoods” strength is in its well
diversificd businesses. This gives bal-
ance to camings: in years of econo-
mic recession. Multifoods’ basic food
businesses provide greater earnings,
while in times of economic prosper-
ity, products more discretionary in na-
ture to the consumer contribute more.
It is this strength and geographic bal-
ance, combined with growth through
product line extension, selective acqu-
isition of new businesses and identi-
fication of new opportunities, that
should assure  continued  earnings

Durum Prices Soar

Disappointing weather conditions
caused durum to jump from $4.75 a
bushel, Minneapolis, at the end of
March to $6.75 at the end of June.

This caused about a $5 increase in
the price of semolina, the highest level
in five years.

Semolina ranged from $14.30 to
$15.10, Minneapolis, in June; granular
$14.10 to $17.95; fancy patent durum
flour $13.90 to $17.70.

Worth Repeating
“Indeed, it has been said democracy
is the worst form of government ex-
cept all those others than have tried

from time to time."=Winston Churc-
hill.
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King Midas Semoling and Durum Flour
Quahily with a runming start on all the others
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Poultry and Egg Sitvation

from the
U.S. Department of Agriculture

Poultry and egg producers are cur-
rently in a cost-price squeeze with
little improvement in prospect until
this fall or early 1981. Sharply Jower
poultry and egg prices arc the main
reason producers’ returns have shifted
from favorable levels at this time last
year,

Large meat supplies, particularly
rork and poultry, l;illus tlwp:qu-nhnwa
in the economy, have caused poultry
and egg prices to drop sharply from
a year ago. Total red meat and poul-
try production was 6 percent above a
year carlier in the first quarter of
1980, and is expected to advance 4 to
6 percent in second. Meat pro-
duction increases likely will slow to
only around 1 percent this summer
and output could drop below last
year's levels this fall. On the dl'lmaml
side, real per capita disposable in-
come will [lTww Pllhﬂllllfl:])’T uarter-
to-quarter declines during the re
mainder of 1980. Thus, poultry and

prices probably will not rise vig-
nificantly until late 1950 or early
1981,

Egg Production Up

Egg production during the first 4
months of 1850 was 2 percent above
1979 because of larger output per hen.
Layer numbers averaged slightly be-
low a year carlier, but the rate of lay
was up 25 percent, The young laying
flock is expected to keep the rate of
lay above last year. With current pros-
rem for produmr returns, layer num-
bers, which were 2 percent below a
year earlier on May 1, likely will re-
main below 1979 levels for most of
the remainder of this year. Thus, egg
production may trail 1979 levels
through the summer. Egg prices in
late-May were 4 vents a dozen below
a year carlier, and large supplies of
high-protein foods and a sluggish eco-
nomy will cause egg prices to trail
1979 for most of the rest of this year.

Broiler Loses

Broiler producers now face sizable
losses and the situation is not expected
to improve much in coming months.
Large red meat and poultry supplies
and the declining purchasing power
of consumers has forced market prices
for broilers below production and

28

marketing costs. During the first 4
months of 1950, the 9-city broiler price
averaged 42 cents per pound, com-
pared to 475 cents in January-April
1979. Third quarter broiler prices are
expected to rise 14 cents from last
year's 408 cents, and fourth quarter
prices may average 41-4 cents, com-
pared with 41.7 cents.

Broiler producers are reacting to
the negative returns by reducing their
chick hatch and placing fewer pullets
in hatchery supply flocks. Thus, out-
put may be slightly below a year
carlier in the third quarter and down
3 percent, or more, in the fourth.
These cuts could be even larger if
feed prices rise suddenly or the eco-
nomic situation worsens more than ex-

pected.

Turkey Problems

After realizing excellent profits
from fourth-quarter 1977 through the
end of 1979, turkey producers have
experienced negative retums in re-
cent months. This resulted from large
carryover stocks of turkey meat, a
38-percent increase m output from
first-quarter 1970 to  first-quarter
1950, large competing meat supplies,
and a weak economy. The 5 percent
fewer eggs in incubators on May 1
indicate turkey producers are begin-
ning to react to the unfavorable situa-
tion. Nevertheless. turkey production
will remain well above year-earlier
levels through the summer. Prices for
voung hen turkeys in New York aver-
aged 54 cents a pound in April, 145
cents below a year earlier and the
lowest monthly price since September
1977, Turkey prices will rise season-
ally in coming months, but large sup-
plies of turkey and competing meat
supplics, plus a sluggish economy,
will keep them below 1979 levels for
the rest of the year.

Breaking Use Up

Eggs broken under Federal inspec-
tion in 1980 have been up sharply.
‘rom December 30, 1979 to April 19,
1950, shell eggs broken totaled 213
million dozen, 11 percent above the
192 million broken, iri the comparable
period during 1979, While liquid, fro-
zen, and dried production were all up,
production of frozen egg ucts
wes up much less than the T cate-

gories. Frozen egg products produced

during December 30 - April 19, 9%
totaled 98 million pounds, com wed
with 84 million a year-carlier. L. juil
products increased 10 Ermn and
dried products were up 22 pero i,

The larger number of eggs b ken
has resulted in increased cold st rage
stocks, Stocks of frozen egg pro ucts
as of May 1 were up 8 percent rel tive
to year-ago levels. However in 1979,
shell egg prices were relatively strong
resulting in less breakings. The rela.
tively low shell egg prizes will result
in continued larger breakings in com-
ing months.

USDA Purchases
Dried Egg Mix

USDA has purchased nearly 22
million pounds of dried egg mix [

dist.ibution lln w:;eedy families and
supplemental f ms. In 1979,
Ug’lg.\ purchased mim1 pounds
under this program and about 5.6 mil-
lion for the | breakfast program
Shipments were to be made during the
last halfl of June. On May 20, USDA
announced its intention to buy ap-
proximately 4 million pounds of dried
egg mix for use in child nutrition pro-
grams,

Marshall Foods
Representative

Leonard D. Robertson has becn ap
pointed Regional Sales and Marl cting
Director of the Egg Products D ision
of Marshall Foods, Inc.

Robertson, whose sales tei iton
will include 14 states in the We - and
Southwest including Alaska an s
waii, has spent the past 15 yo s in
sales and marketing for food an  bev-
erage companies. His most rece IDK
sition was as director of sales for
son Bros. Distributing, St. Padl
Minn., prior to which he serve asa
regional manager for Shasta Be crage
Co., Hayward, La., and as sale: mar
ager for John Sexton & Co., R g
ter, N.Y. >

Robertson, 36, lives with hi. wife
and Bve children in Wayzata, Mins
He will work out of Marshall Food
sales offices in Minneapolis.

June Price Range
Frozen Whole — 39¢ — 43¢
Frozen Whites — 24¢ — 26¢

THE Macaron: Jourss

For its outstanding contribution

to the macaroni industry

through achievement of a
widespread reputation

for quality pasta among thousands
of diners in the Aspen, Colorado Area
since 1969 . ..

MOTHER LODE

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.

August 1,1980
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SATELLITE ULD INSECT CONTROL—A CASE HISTORY

by lartin Pojeta — Jack Shocket

| insect menace is far greater
t wm is realized with damage in
the U ited States running annually
w an cstimated 5 hillion dollars in
niine:. crops, sickly domestic animals,
spoile:] processesd foods, not to men-
§ tion human illness and deaths arising
at of pet-spread diseases. Fortunate-
Iy for us, new insect-control develop-
ments are assuming increasingly im-
it positions in the battle against
mmt‘:dmhms loss to our economy
and welkbeing. The safeguarding of
ll ceated possessions against any form
of destruction is certainly a desireable
goal if we are to enjoy health and
wealth.

Thousands of Chemicals

About 40 years ago, there were
soe 40 chemicals used for pest con-
trol. Today, the chemical compounds
having pest-control properties literally
rumber in the thousands.

Since it became necessary to apply
the more potent and costlier chemicals
m a broader and more economical
manner than is attainable with the
ordinary coarse and rapid setting me-
chanical spray mists, new applications
wee necessary. A war-time develop-
went of World War 2, commonly re-
fred 1o as “acrosol dispersion”,
brougl - into being a new treatment

 where  toxican formulations were
dispess 4 in an ultra-fine fog-like
ma  The persistent dense clouds
thatre It were capable of being pro-
Fited er large areas and of pene-
tnting to innermost cracks and cre-

ere insects were harbored.

ey
The rm aerosols, fogs, mists and
frays ¢ often used Joosely and in-
trchai cably to indicate suspended
ﬁ:‘d iticles in an airborue state.
e 2 sols are generally differen-
tited  om the usual mechanically
formey! pray droplets by virtue of the
wanot. on  *ultra-fine dispersion.”
The te1 1 acrusol is a generic term for
:::‘ "lhum's. fog, haze, and consists
iculate matter suspended in air,
".'h a radius less than 50 microns (a
Micton is a unit of particle measure-
ot equivalent to 1/25000 of an
Bh). The usual range of particle
3223 in true aerosols is 10 microns or
while droplets in mechanical
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sprays are of the order of 100 microns
or more. The pessistency of acrosol
suspensions is due to the slow settling
of its extremely small amd completely
dispersed particles. For example, 30
micron  particles  generated 6 feet
above ground with a 3 mile wind will
travel about 150 feet, whereas 5 mi-
cron droplets under similar conditions,
may be carried up to 4 miles, and hang
as an enveloping fog for nearly an
hour.

The optimum particle size for in.
door fogging is 15 microns or less,
The smaller and lighter particles, by
virtue of their greater suspendability.
will be dispersed farther by air cur-
rents to affect large area coverage and
peoetration into cracks and crevices
Generally, eflective application of in-
secticides is dependent upon the con-
trol of the particle size, which in turn
is dependent upon the  dispersing
eqquipment and the particular fornmu-
lation used.

At Paramount

With the perfection of ultra low
volume dispersing equipment and its
adaptation to industrial use, particu-
larly in food-processing plants, a pow-
eriv! new weapon for insect control
is avallable to pasta manufacturers
and fo! processors in general. The
Paramount “lacaroni Manufacturing
Co., Deer Purk, N.Y., occupies a fa-
cility comtisting of two buildings
which are ‘onnected by two passage-
ways. One building, a single story
affair of @ 0000 cubic feet, is nsed
mainly as 1 warchouse for finished
goods. The second building is a two-
story plant where manufacturing is
concentrated on the second floor com-
I;n'siug some 330,000 cubic feet. The

rst floor comprising 700,000 cubic
feet is devoted to packaging and part-
ly to storage.

To maintain its normal high quality
of sanitation, the company ll.ll., been
fumigating its plant with methyl bro-
mide every three months. In addition,
the plant was treated biweekly with
contact insecticides, by two men, who
worked on weekend at  extra-pay
schedules.

Although fumigation with methyl
bromide was done by an outside con-
tractor, it was particularly time-con-

suming, involving the last three days
of the week, To fumigate properly, it
was necessary to seal all windows,
doors, ventilating units, fans, loading
docks and entrances to railroad sid-
ings. This work was done on Fridays,
and took about cight hours. The ac-
tual release of the fumigant took place
on Saturdays, and ventilation of the
treated premises took place on Sun-
days, The plant went into production
again on Monday. There is no ques-
tion that methyl bromide fumigation
is effective. However, manufacturer’s
claims to the contrary, reinfestation
oceurs because of the poor ovicidal
action of the fumigant.

Cutting Costs

In order to reduce the inconveni-
ence and expense involved in this
methd of insect control, management
sought another method, that would,
at the same time, be in compliance
with regulatory agency requirements.
Among the various systems that were
investigated were the many types of
Ultra Low Dasage dispensing equip-
ment, including |IIﬂ‘.IhL' electric, pro-
pane and gasoline powered devices.
The system that appeared to be most
promising, was a newly-developed
auntomated  satellite system wherehy
large arcas could be treated effective-
ly with ULD chemicals, in a relatively
short period of time,

The new automated satellite units
could be mounted  throughout  the
lant and warchouse, with vach satel-
ite unit capable of treating 200,000
cubic feet. The satellite units were
controlled from central  remote-con-
trolled hoxes located in the quality
control laboratory, Theoretically, as
many as fifteen satellite units could
b hooked on to a single control box,
but in actual usage, it was felt that
more than one control box would bet-
ter serve the installation in the Para.
mount plant. The satellite units could
be preset to go off at any time within
a 1 day period, and there were safe-
guards built into the system in case of
power failures,

The satellite units were mounted at
heights of about thirteen feet. While
this height made servicing and load-
ing them a little more difficult, never-
theless they were sufficiently protec

(Continued on poge 32)




ULD Insect Control

[Continued from poge 31)

ted from the blades of fork-lift trucks.

The location of the satellite units
was a joint venture shared by the au-
thors, as well as the determination of
the chemical to be used in them. The
chemical to be used, it was agreed,
was vapona, an organophosphorou
compound approved for use in fool-
processing plants, and for which a tol-
erance of 0.5 ppm had been establish.
ed by USDA. Locating the satellite
units, however, was another matter.
lecause of a number of “dead air”
and cul-de-sac areas there were con-
flicting opinions as to the proper
placement of the satellite units. After
much discussion, the following was
agreed upon:

A. A breakdown of the areas to be
treated into three separate zones, with
cach zone having its own control box.
Zone 1 consisted of the raw-material
and manufacturing area. Zone 2 cov-
ered packaging and Zone 3 covered
the warehouse.

B. The major concentration of satel-
lite units would be in Zone 1 (5 units)
where each unit would treat about
66,000 cubic feet. While this figure
is far below the stated capacity of a
satellite unit, it was felt that the ex-
tra units were necessary because of
the dryers, dry rooms and other manu-
facturing equipment in the arca.

C. A separate satellite unit would
be installed in the semolina storage
and sifting room. This room is some
40,000 cubic feet and is completely
separated from the manufacturing
area. To activate this unit separately
or in conjunction with its sister units
in the manufacturing plant, a series
of circuit breakers was installed in the
control panel. This permits the qual-
ity control laboratory to activate all or
individual units in the entire system,
according to necessity.

Finally, Zone 3, the warchouse, re-
ceived 4 units with their own single
control box, to treat 600,000 cubic
feet.

Complete Facility

The entire [facility, therefore, is
served by 14 satellite units, connected
to 3 control boxes, monitored by 14
circuit breakers. A main control box
housi the circuit breakers, and the
box is locked to prevent tampering.
Power for the satellite units is chan-
neled through one heavy-duty double
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cable, consisting of one electrical ca-
ble and one telephone remote signal
cable. All cables are enclosed in con-
duits. There is no exposed wiring in
the entire system to eliminate any
clectrical short-circuit problems, a re-
quirement insisted urou by manage-
ment. All junction boxes are color
coded to indicate which powe - source
Lelongs to the satellite system.

Thke cost of the satellite system, in-
cluding control boxes, was approxi-
mately $7,000.00. Electrical installa-
tion including wiring, conduits, junc-
tion hoxes, etc. came to $12,000.00,

To treat the entire facility takes 744
gallons of chemical at a cost of about
$150.00 per treatment. Dispersal time
for the chemical is about 1%3 hoars,
but the units are operated for an ad-
ditional % hour 10 permit thorough
circulation of the insecticide. The
time necessary to Bl and install the
chemical reservoirs by 2 employees
is about 45 minutes. If the vapors are
permitted to remain in the treated
premises for more than 6 hours, it is

(Continued on pogr 46)

Triangle Introduces
New System for Packaging
Fragile Products

-

A new form-6ll system designed to
package fragile products in fexible
packages was introduced by Triangle
Package Machinery Company at the
1980 Candy Show in Chicago.

With the “Fragile Product (FP) Sys-
tem,” a wide range of cookies, can-
dics, crackers and other fragile items
can now be packaged quickly, econo-
mically and intact, without the special

handling previously required t pes.
vent breakage.

The FP System combines spe dally
designed Flexitron net weigher with
Pulsamatic bag machines to ° lide
p:oduct gently along its Journey from
the feeder section to the poud

Considerably lower than t: pical
fo m-fill-scal machines, product s res
ceived by the feed system at top, It
features an oscillating action - side
to side and back to front — to create
an even product layer for superior
porticning to scale heads. Tinal and
intermediate trays have been length
ened to further enhance leveling,

Between the intermediate tray and
the oscillating rear tray is a div
tray. A miniature scale system
controls upstream feed action.

Product then slides into the FP
System's unique accumulator, which
features a reverse action moving wp
through the product st-eam rather
than down, to completely eliminate
pinching or breaking.

From the accumulator the product
slides into the weigh bucket. Dis
charge from it is along a similar slope
into the pouch.

Forming shoulders and discharge
spout are integral, with no formisg
tube, so product moves directly ink
the pouch. Bag spreaders anl the
back seal are mounted on the spout
itself,

The slide back seal assem!ly &
mounted on a shaft that pivet: from
the FP Pulsamatic’s top place. ‘Vhes
unlatched, the shaft and assem! v s
be swung open to provide clear cos
for changing parts, etc.

Film slides readily betweo  the
heat sealer and the backup, v iile s
snubber on the back of the | ming
shoulder prevents flm moveme * dar
ing jaw returns.

e back scal itself articul es ®
accommodate a variety of forn s I
also has independent air press. ¢
temperature controls.

he air-operated bag shake - we
scissor action for simultancou. oo
tact at the front and sides of th- bags
lower portion. Stroke frequen: ¥
adjustments can be made for bag s
and shaker paddle action.

In addition to the ab(n'r.“ﬁ"-' ne¥
FP System incorporates all the
state and other features of Triange}
Flexitron net weighing systems wl

Pulsamatic bag machines. % T R I A N GL E '

The Macaron! JoLeg You1 e always ahead when you start with the very best.

You won't find
the top name in pasta
In any pot.
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R4i3ANTI & C. wishes to thank their customers and friends
for he expressions of appreciation that were received after having
s¢ 'n our pasta machines at IPACK-LMA and several of our
recent lines in operation in some of the leading Italian
macaroni factories.

BRAIBANTI BRAIBANTI

MILANO NEW YORK
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Prosident . ' Oevel Meneger

Buhler-Mio; . .rks
3¢ Years in U.S.
from Milling & Baking News

Buhler-Miag, Inc., the U.S. affiliate
of Buhler Brothers Ltd. of Switzer-
land marked the 50th anniversary of
the incorporation of the American
company with a series of special
events in Minneapolis on Friday, May
30.

Highlighting the observance was
an address by Dr. Rene Buhler, chair-
man of the Buhler organization from
Uzwil in Switzerland, who told an
audience of more than 225 associates
and customers that his organization
has faith in a “good future” in the
American marketplace, all the while
enjoying what he described as “new
and interesting results™ in many other

of the world. Along the latter
ine, he was particularly hopeful about
developments in Africa, the Middle
East and Asia.

Luncheon and Tour

The celebration of Buhler's “30
years in the USA" began with a
luncheon at the Marquette lnn, fol-
lowed by a tour of the company’s
impressive offices and manufacturing
plant in suburban Minneapolis, and
concluding with a festive dinner at the
Lafayette Club on Lake Minnetonka.

Curt F. Schoeider, president of
Buhler-Miag, ded at both the
luncheon and dinner. He was assisted
by his associates in the company in
hosting the company’s customers
drawn from across the US., and in
conducting tours of the plant and off-
ice. Buhler produces processing
plants, particularly flour and cereals
processing  plants, for brewers and
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Wili Legg.
VP Finance ond Admisisiretion

maltseri, for oilseed processing, for
pasta and snack food ptoducug.‘uul
also for use in the chocolate industry,
as well as in chemicals and plastics.
The equipment lines also include con-
veyors and ship loading and unload-
ing equipment for the grain indus-
try, injection molding machines and
clectrical control panels.

Dr. Buhler, well-known to Ameri-
can industries using Buhler's equip-
ment, was joined in the receiving line
by Mr. Schneider, hic son, Max Buh-
ler, legal counsel to the company, amd
his nephew, Hanspeter Buhler, execu-
tive vice-president, who supervises
foreign operations.

Dr. Buhler, who is approaching his
75th birthday, is a grandson of the
company’s founder, Adolph Bubler.
The business was established with a
foundry in Uzwil in 1860, the first
grain roller mill was produced in 1876
and grain unloading systems were de-
veloped in 1890, Manufacturing of
pneumatic systems was initiated in
1808,

Started in New York

It was in 1924 that duhler estab-
lished an office in New York, and it
was in 1930 that this operation was
incovvorated as the American Buh-
ler Machinery Corporation. In his re-
marks at the Lafayette Club dinner,
Dr. Buhler :talltd with humor some
of the initial problems in entering the
U.S. market, including his own csiilli-
culties with the English language. He
particularly recalled the establish-
ment of the company’s fist U. S.
plant facility in a former horse bam
in New York City, also pointing out
that the tion of the U, S.
business coincided with the 70th an-
niversary of the company’s founding.

Wisligm e

VP ngincering m-a-m..

A number of other th st
were noted by Dr. Bu]?l::'lml \T
Schneider. These included an olfice
on Nicolet Avenue in Minneapolis &
1854, the establishment of a mane
facturing plant in Minneapolis &
1961 on Wayzats Bouleviid, the ac
quisition of Miag vi Braun:-hwrig
Germany, in 1972, and the move into
the present modem industrial pak
facility, made up of a separate mano-
facturing building and office complev
in 1977.

Gala Dinner

Mr. Schneider, introducing Dr. Bub
ler at the Friday evening diner, ob-
served that the Buhler-Miag o ganize
tion now has a staff of 9,000 ar | anoe-
al consolidited sales of abo it 860
million. The company has o] ratiow
in 14 countries and sales offic « in ¥
other countries. Dr. Buhler wointed
out that quite early the deci: n wa
made to send specialists from  vitzer
land to the US. to expand t  bus
ness, “We all took a spoatanc s hi-
ing to your country,” he saic whid
was a point also em, v M
Schneider, particularly on b lf ¢
the staff members who mal  thet
homes in the Minneapolis an

Dr. Buhler, noting that he 1 reser
ted the government of Swi' rland
at the start of the Marshall Pl 1 al®
Bnl!ed the great role played W the

S. in the rebuilding of Eu »pe ® B

the aftermath of the war.

Our participation in the U. 5. m*
ket uxr:'lr cooperation with Ame™

can interests have been fruitiul in
branches of our business,” Dr.
stated. “We owe our 50 years of %5
cess to our loyal business clients,
to our capable staff. Our faith in ¥
future is as strong as it has ever bees

pr. duhler conduded with a word
wihe A\mericans in his andience, stat-
wgtl t the Free Waorld depends on
pe U+ He was tendered o standing
aatic  at the start and conclusion of
bt o In addition, he led in the
Lincii ¢ that concluded the evening,
sith < msic provided by an “Alpine
prass Handd™ from Wisconsin,

Luncheon Speaker

Keynote speaker for the day’s events
sis Morton 1. Sosland, editor of
\lilling & Baking News, Kansas City,
sho told the opening luncheon of his
ad the industry’s deep admiration for
the Buhler organization, “its research
eorts, its manufacturing and engi-
wering skills, its constancy in bein
ul to clients.” Mr. Sosland ultﬁ
has eamed the great respect
and umﬁllcmhof t::- men lndh:hr
‘m\h with whom they have

Noting the tremendous growth that
has occurred in the past 50 years in
the American and world markets serv-
ol by Buhler, Mr. Sosland expressed
great confidence in the future growth
ol the industry. At the same time, he
sanded a nove of caution. "If the in-
tutries represented here are going
ta capitalize on the opportunities be-
fo e thern, they must Ea\'e the ability
to mavimize their production efficien-
des,” | said. "For flour milling,
shere uny plants have smldvuﬁ'
wen e gy become the second most
mport * cost behind wheat, excerd-
ng lal  the absolute need. for the
fnt ti - in history, is to minimize
T age.”

Mr. sland noted that the multi-
picati  in varicties of bread pro-
h}‘d s incsensed the need for more
‘aieti  than formerly in the types of
M_“") wr proJuced. “Mills must be
d_"};" to aceranmodate to that con-
dtion, 1o stated.

W grain industry, four milling,
Fsta 1 inufacturing and other food
i by ‘rage industries are to meet
telar market demands in prospect
‘@ the {oreseeable future, large in-
‘*mei s will have to be made in
’“?ﬂ!l zation and new plant and
';iﬂhnnl.' he suggested. “This is
200 news for Buhler. Yet, in prom-
3:‘! our hosts a bright future, it be-
: 'S me to say, on behalf of their
"lomers, that these investments will
wly be made if they conform with the

Avsusy, 1980

industry’s economic needs and the re-
quirements of the marketplace.”
Also addressing Buhler's 50th anni-
versary celebration was David 1., Prin-
ty commissioner of Minneosota’s De-
‘umm-ul of Economic Development.
Ie cited the importance of agricul-
ture and of industries like Buller to
the state, in what was his last official
act before returning to private busi-
ness, He also read a letter of congra-
tulation from Minnesota Governor Al-
bert 1. Quie,

Report from Germany

Sales are moving slightly wpwards
in Germany according to reports from
subscribers. An important  producer
says: “We are counting on a steady
husiness!”

There are about eighty plants in
Germany but ten are reported to be
the primary factors. Spaghetti is the
most popular shape, followed by rib-
hor-macaroni and cut noodles, and
many varieties of short forms.

Some macaroni products are pack-
aged in folding boxes, but most are
packed in polyethylene and polypro-
pylene bags. Comsumer prices range
according to quality and egg content
between 79 Plg. for 500 grams at dis-
counters up to Deutsch Mark 150 for
250 grams at regular retail.

As a result of the restrictions im-
posed by the Ewropean Economic
Community soft wheat as well as hard
wheat is used. The difference in price
between hard wheat amd soft wheat
is about 150:100.

Other problems faced by German
manufactwers is a lack of skilled
workers ard enomously rising costs
in every A<l — particularly for en-
ergy.

Energy Planner

Electricity saving tips

e Turn off lights and appliances
when not needed,

e Operate dishwasher only when ful-
ly loaded, and air dry.

e Check  energy-efficiency
when buying appliances.

@ Sclect the most effiient air-condi-
tioner for your needs. Set its ther-
mostat at 78°.

e When huilding a home, locate the

refrigerator away from the oven
and range.

labels
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Gas saving tips

o Use hot water sparingly.

e Fix leaky faucets, and insert a
shower flow controller.

o lnsulate the hot water tank and
pipes.

o Wash dishes and laundry with the
coolest effective water temperature
rinse laundny with cold water.

o When buying a stove, look for en-
ergy-saving electric ignition instead
of a constantly burning pilot light.

Heat saving tips for all heating fuels

e Keep fumace clean and operating
efficiently.

o Set thermostat at lowest day /night
levels consistent with good health.

o Insulate attic and outside walls to
levels recommended for your area.

e Add storm windows and doors, or
tape clear plastic over windows,

Gasoline saving tips

o Join a carpool or ride the bus,

e Ride a bike when practical, or
walk.

o If you must drive. cut out inneces.
sary trips.

o Use moderate speed. and stay un-
der 55 mph.

o Avoid stop-and-go driving. Mini-
mize braking.

o Keep your engine tuned.

o Inflate tires to recommended pres-
sure. Switch to radials.

e Compare gas mileage when buying
a car. Lighter cars generally get
better mileage.

e Keep a record of gallons purchased
and miles per gallon.

No Energy Shortage Here
“Beware of energetic governments.
They are always oppresive.”—Thomas
Jefferson,

Technology Beats Inflation

Since the mid-1960s, when compu-
ters came of age, technological inno-
vation and product demand have for-
ged ahead, says Nation's Business,
business advocate magazine of the
US. Chamber of Commerce.

“The computer that cost 1 million
15 vears ago now bears a $10.000
price tag.” the magazine says, “amd
the m.u-rnilu- that used to fill a whole
room is a desk console today.”

kY]

} i
|
;§:




I8

TR KR

Lol wed T i R

(BUHLER-MIAG) EXTRUDERS;.
Performance Yoyan Depend On!

Model TPCD Capacity, 800 Ib

Design

ural Members completely enclosed; can't collect dust
dint.

and Drives are open, away from product area and
fo service.
Guards are completely enclosed in oil baths for chain
. Belt Drive Guards are open at bottom, to prevent

e and dirt accumulation.

Unique Trough Design has smooth rour.ded
for easy cleaning. Product hangup on mixer walls is

eliminated.

Bearings on mixer shaits absolutely prevent Press base and beit guard rellect the clean,
contamination by lubricant. Seals may be replaced ellicient design and atiention to detail in every
= removing bearings or shalts. Buhler-Miag press. Base is sturdy and easily
accassible. All joints have smooth weids lor

easy cleaning,

Supervision and Operation
o) ixer Cover has plexiglass window for easy inspection.
wiable Speed Drive with remote control for accurate
ity adjustment.

ime-3aving Hydraulic Die Change Device.

Construction
me-Pr ven Design assures long, trouble-iree extruder life.

able 1.5.-built Drive Components selected for low noise
{[ G

uc Quality is What Really Counts!

e juality is yours from BUHLER-MIAG equip- )
You customer recognizes and deserves it. Can Hewd for Found dies: 183" (00 i) dlsmater,

Eigh‘ Moﬂgls — capaciﬁes 'mm 50 to 16'000 | hS’ iforc 5 give him less? wilh hydraulic die change device (Single scraw

Model Lbefiw, Capecity
TPLE (Single Screw) Lab Extruder 50- 300
TPAE (Single Screw) 860- 1320
TPAD (Double Screw) 1.320- 2,640
TPBE (Single Screw) 1,000- 2,000
TPBD (Double Screw) 2.000- 4,000
TPCE (Singls Screw) 2,000- 4,000
TPCD (Double Screw) 4,000- 8,000
TPCV (Four Scraw) 8,000-16,000

extruder).

lact s for information on BUHLER-MIAG Extruders and other Macaroni Processing Equipment.

Wef?an’_help your / /// ®
t picture, re- -

gardess of your (BUHLER-MIAG)
Sl P s
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CALCULATION OF PROFITABILITY R T s ey ) Bukes) P —_ s ll'::ﬁ- Materiah
| - — H a) Ce ck i 1| 3
i One of the most interesting papers  cial to the macaroni industry, As a con- ) - 1 00m: [l begs s line il 1= 2000 :'":Lch“:t\&:::.’n.:l‘." r-mh Shrs, 140 —
! presented at the Buhler-Miag Maca-  sequence of the general recession, Asumption SFr. 120.—/m2 X 13+ B b conumpiion s bi Cardboard boxes, for 10 nack, exch
' roni School held in Zurich last  housewives today are shopping more  (inciding heating. wanslormer, SN AR 1S I 4002 kW ! §:= 200 boses al Skn. 0,48 = Shis. W
! Spring was the calculation of ta- price-consciously. Macaron lighting. etc.) 1000 | b consumption * ?':“E"_ 2‘.?';'.1'.'“.'.‘ :I:lag.:‘“: e Sk, 40
bility presented by Paul Fraefel as a  are an inexpensive and nutritious food. 5 Ajachinery snd Equipment Co 1. '3:‘ f!"l“’;".‘:' 120 880 AW TOTAL e g
wactical example in Switzerland as of  But even greater efforts are required Sin - ppndeegiage Net oulput per year 12,450, —
uly, 1977. The value of the American  of producers, associations and com- Raw-material storage (without 0 - 40 400 LW x'Skrs. 170, Shrs. 3,369,600 — year
dollar at that time was 250 Swiss merce to make macaroni products m'm"""“* ' ___ T e machine, R T T
qus_; in the :‘:1“5‘0' 1980 it was more popular (advertisements, TV Grinding of broken product ... 47001 [} serkshop (8 h) 10 80 LW Repairs, spare parts, lubricanis
g?'ﬁ \:|","'" & for m‘; m;;":: recipe books, cooking demonstrations). o 13:: line 1200 O A = — Assumption Skes. MM —  year
ormat In 1976 macaroni production RRCURE o iyysads T [ shuing. heating 800 kW K. .Amortization snd Interest
utilize comparative costs. | short-goods line 1000 PR
kg/h with storage bins ... 1300000 yo7p 8272 AW 51
Introduction 1, lons g pucgig — o b e A
( Y iiesvanis 400,000 - I sorkdays X 8272 kW = 2.068 r 3 iv provided by the municipality, with the
right to build on their land. This lease s valid for 99
The increasing competition that has : 1382 1 1 short aging million LW refore no amortzation is necessery. Interest of 7% pa |“”i:i
lately been dmlorlng in the maca-  MINUS EXPOAS ..oovverennnrnes ’ machine (S1G) ... 150,00 e of | KW = SFrs, o UNE ThieL tater of e, sl . pa. is pa
roni industry is forcing businesses  Towal consumption in 610 X 2068 ) Interest of 7% on Skrs. $50,000 — Skrs. W.S00.— /year
: i e b chai f Switzerland 4907 1 SFrs. 206.800—/year
i :rr;:dr; m‘ln;y mgle.lm'ﬂ m 20 dies 28, LG, B2 Buildings (sce alwo point 42)
jonal, nu [u-nd 10 x ) seveenseranees i Thermal Enecgy Per Hour Per 24 Houns Duration of amortization: 20 years
tion methods to -Podem. ellnclem 'r:n“d ion of Switzerland: 1 di cleaning mechine + N e TR - Interest rate: 6% pa
continuous manul ines, Thus "W"'I inhabitants cquipment . ...crichinines wasamption 17,500 keal/h Debt Amurtiza. Total/
there is an uninterrupted line of small- 1976 = 77 kg, u'::"u'." : 'l:homor: r.;::" ....... 100 ke X 12 210.000 $.04 mill. heal. ; ; l:l‘:::ll . tiom Interest year K
. * :f s i ] r . x LIX 4
er to medium-size businesses closing ) Cwbout pasieur er) ... ... N o ndyear 1320000 K000 9200 {70300 |
down. This concentration allows eco- Workshop (simp’e, without 100 ke X 10 170.000 408 mill. heal. Ird year 1.440.000 K0,000 6400 166,400
nomic industrial plnnb to be created. Siae of “ﬂrlrﬁ I:-d on RE) iscicissnsinnicans assumption luo.'um 1.00 mill. hcal, ::I.: ;::: :::::::: :'t:.g:: ;l.m» 161,600
Our modem equipment permits effi- e Truck Erection costs 10% ......... 4 280, : 6.800 156,500
year 1.200.000 R0.000 72,
cient, sanitary _production of high 300 fadGere -oooore e BN Sirtup 2 momthe oo i 012 mill sl G der  Uizose w20 4w
quality macaroni products. When es- 200 10 300 ....vvennnnneeannnns 1 plant SFrs.  §.85%.000-JRY workdays X 10.12 mill, = 2530 mill. keal. ::: :::: |wgﬂm ﬁg:: c:su:n 142,400
tablishing a calculation of ita- 100 10 200 ......iuiiennanenns 3 plants  23% safety margin for the W mill. keal.: 10,000 = 253,000 ke fuel oil 10uh year 220,000 a0 L e
the follow- 3010100 ....oooiiiinin. voeo.d plants " unforescen ......... Skrs. 145,000 ice per 100 kg = SFrs. 36.— _ y " e 132.800
bility for a macaroni plant, below $0 M W Ag X SFry. 36 11th year K0O,600 50,000 48,000 128,000
ing points must be given T Rt B R L plants Sorar m-m 8 X SFrs. 36 SEr. 91.000.—/year 12th year 720,000 B0.000 41,200 123200
25 plams” e e R . 13th year 640,000 10,000 IR 400 118,400
ation: 6. Production Costs ! Water Per Howr  Per 24 houns :;g: year :gg% 80,000 ;J.nm 113,600
1. Situation of the market tureder (eed sysiems 500 1 12.0 m3 yem ¥ $0.000 4.800 108,500
3. The Laylag-Down of Production Capacity 6.1 Required Penonael curwder - yli i e 16th year 400.000 50.000 24.000 104,000
2. Competition r linder cooling Tth 2
3. The pl:ying-dm\m of pmdudinn Study made on & new, acerage-sized maca- m, .;,::; rviems 1100 | 264 m} :l:h :::: ;‘?Lt‘:mm w:::: ::'ﬁ:‘, ::i:::
capacity ;r'-‘ﬂ &r‘l'az:’ -;inl:’_r yearly output of 13,000 1. B N :n "awn pumps 1150 1 276 m3 ;z: year 160,000 80,000 9,600 59,600
, . ) ? 40 m3 year R0.000 R0L,000 4,800 B4.800
3 Mtuchincy and equipmet cots 3% S o, - et T o s (oML e ol e
. Machinery and equipment costs  — as well m ing system for : 50.0 m} Amuntization and interest:
Prod costs — 3% products, and product 1 1 B .
? \wnm spare parts Tm.&&t i:'m kg/h = 24 1/24 h Ef,m'“““ : ; sorke 3 X 80 m) = 20,000 m} SFrs. 2.608.000—: 20 years = SFrs. 130.400.— . year
L) 3 ] g/h = 1 operator der rat »Fra. 0.50/m) 5.3 Machines and | i
8. Amortization and interest I long-goods line 1200 kg/h = 28 1/24 h  Supervision of culier ! i e < SFnuso = SFm. 10.000.—/year  Duration of ....m..:.',':"-'":'." ettty
1 ——————  Packaging long goods 3 years
lg. Al:;mlnhtnllun advertising, sale T SR st e m‘-‘-{"ﬁwu'«u ; ; Rew  Interials Interest rale: 6% p.m.
h A Debt Total/
listribution WS 1 1 i st carriaed fiea ko 1 SFn. Amortization  Interest year
' 11. Total costs 0. warkday ¥ 325 om grem 1008 1/yenr | Mohewe 1 : AR ety SF. 620.—/ton I8 yew 6000000 750,000 160000 1,110.000
12 Returms Pate o , Clvane IS et o s e e s (R
. 2% hemidity differential aa/ind = SFrv. 550.—/ton  4th year 3750000  750.000 325000 975,000
1. Situation of the Market product Total staff »hn Sthoyear 3000000 750000 180000  930.000
- 2% Extruder waste. packaging 3 . 3,000, 50, v :
In 1970 macaroni consumption 4% of 13.0001 ............ 520 t/ye3xr 63 Persemmel Costs (including sox | n.: R W ‘ g:: i i-;ég% ;:%g:: I;;% ::z(‘::: :
amounted to roughly 58,000 t/year, Net production ............ 12,480 t/year contributions) Pt Jurum :'nd = Sk, 434.— Kth year 750,000 750,000 45.000 795,000 d
In 1976 macaroni consumption 4. Luad sad Building Costs Plant manager 1% :;gﬂl SRR o ina :::: ';:-— TOTAL 6.000.000 1620000 7,620,000 i
amounted to roughly 50000 t/ycar. 4, paed : "inn SEA =LA R Amortization and interest:
I Switzeriand this decline 15 000 10 padeciion sves, ofices: Extroder opermtor  IX M1 e = SFrv, 606—/ton  SFM. 7.620.000.—: ¥ yeans = SFrs. 952,500 — year
the large number of repatriated Ital-  parking lot, sireets, Packaging (women) 6 X | ﬁ Skn out;ut 13,000 1 X SFrs. 606.—  SFru. 7.878,000.— /year . B
ians (great cousumers of macaroni 9.600.- Buildi .
5000 m2 at SFrs. 110—SFrs, 550,000.— 2. Sk ings and machine break-down
products), as well as to the slimness e e el Mechanic/Electrician 3 X J{;‘f ol Tam (1 egpa/kg semoling) \ssumption SFr. 30,000.— year
craze among the population. without lc-mndilhuln;) Laboratory technician | X 3.100.— SFIY % t52 powder per 100 kg of semolina 10, Adminktration, Ady
O & vosldoide soat e 3,100, — /mo 9 kg per 1 ¢ of semoling ertising, Sale, Distribution
a wor consumption  gpace requirements for 2 lines: '  $Fry 7.3 Theswe costs are extremely varisble. Therefore a realistic esticate
of macaroni products is slightly on  Raw-maierial siorage Ancillary staff 6 % 2.600— of kg X 40kg=6, p + +Xm=, ... was made baswed on corditions in Switzerland, 3% of
8% 10X 25m ........ vev...2000 m3 SFr. 51,600~ Yearly output = 10,400 1 turnover. £ Rl 10 0P
the increase. The poor potato crop o o G SFn 299 i .
of 1976 in Europe has proved benefi- BN 75 X B2 X 60 iy oy s ;ﬁ m; Per yoar 12 X SFon. ilﬁlmﬁ-z-a_nm — e T . ) See overleal, under point 12,
2L} Packaging/Slorage ........... . m . SFrv. 3,016,000.—/year (Continued on poge 44)
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SAVE OVER $1 MIJi{ IN TEN YEARS!

WITH EACH MICROWAVE A BETTER PRODUCT Microdry actually prod WHAT USERS SAY:

ORYER Finally we have the capability  '€rproduct than does c e - W Lowest downtime We keep an

processing The super ty g accurate record of all downtime
B Up to 4 imes the production in we ve been trying to achieve for the cooking strength g ¢

the same feet of floor space (a bar- hundreds ol years—drying maca- h - and express it as a percentage of
gain in itselt with construction  romi products from the inside oul ::ﬁgn’ce:g*;:‘? :::1 L J’;ele time down to time scheduled
costs in the $40 sq /It range! untl now we have had 1o wait for

Microdry leads the list at less than
2'\

when presented in the ~ach
Q the product to sweal or rest so )
B Free production 542% with a that the moisture would migrate to We will be pleased 10 s..omi

Pilant Manager ot a leading mid

Slay wach the surface. when we coul¢l again Dle’;s"' :r'noé’gg ';‘aar:g r(: the west operation

B Save energy Tests prove over dry some more n small ntages VeSS, § 4 mate <1 S B G G
50% total energy savings com- We had to be carelful not to case &ut d(;'edr:? c‘(r)n ver!\li' -md‘l Nirodn :

pared to some competitive dryers harden the product so the moist- icrodry units You will readily

Technical director of a large pasta
plant

B | guess the greatest comphiment
I can pay to Microdry 1s that i we
were going to install another Shor!

th olor difference cook
B Santtation savings Mimimum ure would not get trapped. thureby 8 yrere o

$100 each cleaning Most easily c?‘uls':r;gqlh:espégdgclirg:'eg::o%g:?‘? ::2:;J:‘e€’fg:‘goﬂi’f;g:f:tr:ee:!
n dryer hose it down or o ulsi u i

:,aea',',:lggan,f and to check at a later clate swif etf each product

when that moisture finally did

B Save on installation Fabricated B Kills all weevils - egos T Cowaben. o)

2 Cut ine in our Operation it would
; on
and assembled at our plant Upto  Tore s escape and adults .::c;fﬁriogfg:;i‘:gfﬂ?‘ér"‘;::’V delinitely be a Microdry Micro-
5.000 man-hours savings W Kills all salmonella stac B wave Dryer
B Other factors of increased flexi- Col and Coliforms Great Executive Vice President pasta
bility. less waste from spillage duce s 1o1al microbial counts manufacturer
more exact moisture control B Makes a product w'n

color

Ine Macakost Jouss st jusg

UNITS IN THESE LBS HR
CAPACITIES 1500 2500 AND
4 000 ARE OPERATING TODAY
OR ARE ON ORDER FOR
@ GOLDEN GRAIN PLANTS
7 units
Chicago Seattle San Leandro
B DAMICO 1 una
Chicago
i CATELLI 1 une
Montreal
@ GOOCH 2 unirs
Lincoln Nebraska
| | O B umt
Fort Worth Texas
W LIPTON 2 units
Toronto Canada
@ GILSTER MARY LEE 3 units
Chester llhnois
B WESTERN GLOBE 2 unis,
Los Angeles
B PILLSBURY CO Amerncan
Beauty Division. 2 units
Kansas City Kansas
B SKINNER 1 unn
Omaha. Nebraska

B Diewasher by Microdry More
compact. 2.000p s 1 water nozzie
pressures

MICRODRY Corp World leader
n ndusinal microwave healing

MICRODRY

3111 Fostora Way
San Ramon CA 94583 415/837 91040




Calculation of Profitability

(Continued from poge 41)

For Voluntary Conversion

American National Metric Council
held its sixth annual conference in
May in San Francisco. One theme that
was reported over and over through-
out the three days — from the keynote
address by the President of the Na-
tional Federation of Independent
Business to the open forum with the
U.S. Metric Board that closed the con-
ference —is that in the United States
metric conversion must remain a vol-
untary process planned by the private
sector. It is clear that it is this com-
mon bond that holds these represen-
tatives cf such diverse constituencies
together.

Conversions and Consideration
in Food Industry

Domestic consumer goods are be-
ing converted to metric more slowly
than products that can be exported —
such as wines and distilled spirits,

“Economic benefits to the American
consumer are insignificant or non-ex-
istent and would be infinitesimal in
comparison to the costs,” stated Ralph
\V. Miller, Jewel Foods, commenting
from a food retailer’s point of view
about future metric developments in
the United States.

*"Where it makes economic s e
must remain the touchstone aguhit
which every change made in the nunwe
of metric conversion, whether man-
dated or voluntary, must be tested;
and economic sense must, ultimately,
! mean economic sense to the Ameri-
can consumer,” he declared. Miller
cautioned against regulatory conver-
sions of metric of products which
“can only be made at the expense of
industry members who have no for-
cign trade and who would therefore

receive no benefit—and probably only
costs, . .

Miller went on to say that “costs
. . . will fall even more heavily on re-
tailers than they do on manufacturers;
and they will fall much more heavily
on small retailers than on large ones.”
The supermarket industry, he ex-
plained, is more sensitive to cost in-
creases than are other segments of the
distribution chain, because, “first, av-
erage net profits of less than one cent
on a dollar of sales have the effect of
requiring all cost increases to be pass-
ed on in higher prices; and, second,
the retail store is the focal point at
which the customer actually .rlyt out
his or her money to cover all of the
cost increases from every level of pro-
duction and distribution as they are
included in the price marked on the

package.”
Tim Carter, Retail Coundil of Can-
ada, during his tation offered

the retail industry the following
guidelines for guing metric:

o The consumer must understamnd
and accept the need for metric con-
version and its benefits to the count.y
as a whole.

e A network of sector industry
committees should be set up to cover
such problems as scheduling and pac-
kage sizes.

e Mandatory metric requirements
are needed “to effect the conversion
satisfactorily.”

e A metric authority shouls be en-
gaged to help educate and develop
a knowledgable and objective press.

e Use experimental markets not
only to test mechanics, but also to do
extensive consumer research.

o Develop international liaisons to
secure common standards.

1. Total Covs per Vear 12. Returms
inierest on land lease (pt. 8.1) SFr. 38,500.— Standard wholesale price cx factory (no special campaiy v m m
Buildings: amortization and A SFn. m& P '
interest (pr. 82) SFrs.  130,400— thus SFrs. 2,600.—/1on m.
Machines/ Inutallations: Net output per year 12,480 1 |
amortization + interest  (p. 8.3) SFrs.  952.500.— X SFn. 260.— gross SFra. 32.448,000.— |
Personnel (pt. 62)  SFr.  620,000— /. 9% discount net SFra. 29,527,680, Fiaxive m -
Electricity (pt. 6.3) SFrs.  206,800.— /. wial costs according SFrs. 16,372,800.— |
Thermal enecrgy (pt. 6.4) SFrs. 91,000, — top. il ———————
Water (L. 63) Sk, 10.000.— /. Administration, advertising. SFrs. 13,195,000.— Costs?
Raw materials p1. 6.6) SFrs. 7,878,000 — sale, dintribution: SFr. 11,356,800 —
L] . 6.7 SFrs.  1.016,000.— estimated 33% of grom e ———
Packaging materials pt. 6.8) Skrs. 1,369,600 — SFra. 32,443,000.— SFrs.  1.798,200.—
Mainicnance pt. 7) SFrs. 30,000.— Net profits = $.5% of grom —_—
Insurance pt. 9 Sk 30.000.— turnover —————
Per ton SFrs. 16,372.800.—/ SFrs. 16,372,800.— Per ton SFr. 1,798,200.— SFre. 14d.—/(metrici 1o
12,480 | = SFrs. 1,312.—/1on /12,480 t e —— e

Harry Couden, formerly of Safew
Supermarkets, asked: “Will conven
ing to hard metric add to the food i
dustry’s costs?” “The answer is a
sounding yes,” but more resounds
for some types of foods and cirow
stances than others. Yet the industy
accounting systems are not geared
a single factor cost estimate.

Maurice Johuson, representing the
United Fresh Fruit and Vegetabe
Association, said United is developi
a modification of a unitized maten
handling system for all produce ¢
moditics — to meet requirements fo
use in foreign trade. “Hence, the i3
for the system to be in metric unigg
compatible with the supermarket
dustry’s standard 48 inch by 0 i
‘:lll:i.' United currently has .

of 120 cm by 100 em.

e

Small Business Burden PALPH RIGATONI SAYS:

The Senall Business Admb o with the CSI TOTAL PRO-
has made some startling findis ‘RAM and watch those costs
the terrific government bur 0 screaselll

has been placed on small
from paperwork requireme: < @
of which are unnecessary.
e 305,000,000 Federal fon

o 850,000,000 pages a yea

e 7.300,000,000 questions  yea-

e 31,270 average annual it
small business,

e $10,000,000,000 total cos! 10s®
business each year to m «t Fe

eral paperwork requirey cats

To put those figures in per|
the Federal forms, if laid end to &
would stretch around the world *

Sl has proven techniques for
+ ipplying flexible packaging at
lowest total cost.

COOLEY SALES, INC.

times. If stacked, those same 30507 (913) 362-6120
000 forms would make a colum® SUITE 112 6025 MARTWAY
paper 67 miles hi some 243 . SHAWNEE MISSION, KS. 66202

as tall as the s tallest huikd

SALVATORE DI CECCO

Exclusive Sales Representative for:

RICCIARELLI FIRM:
Automatic Packaging Machinery in
cartons or czllophane bags for:
Leng and short goods macaroni

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

BASSANO FIRM:
Complete pasta lines equipment

Rolinox patented processing equipment

Address:

RR. 1
Richmond Hill, Ontario LAC 4X7
Canade

Phone:
(418) 773-4033

LABORATORIES, Inc.

EST. 1920

Consulting end Analytical Chemists, specializing in
all matters involving the examination, production
and labeling of Macaroni, Noodle and Ege Products.

1—VYitcmins and Minerals Enrichment Assays.
2—_Egg Solids end Color Score in kggs aond
Noodles.

3—Semoline and Flour Analysis.

4—Micro-anelysis for extraneous matter,

5—Sanitary Plent Surveys.

6—Pesticides Analysis.

7—Bacteriological Tests for Salmonells, etc.

8—Nutritional Analysis.

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

Ridgefield Park, NJ 07660
(201) 440-0022
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Went Ads . $1.50 por line

$5.00

Marvin Winston Named

Marvin Winston of Winston Labor-
atories was recently appointed Asso-
ciate Referee on color in eggs and

products of the Association of
:%cial Analytical Chemists. He will
be serving under the general direction
of Wallace S. Brammell, Food &
Drug Administration, Division of Col-
or Technology.

The main puipose of the Associa-
tion of Official Analytical Chemists is
to develop and test analytical methods
for materials or products related to
agricultural and public health. His
duties will include investigating pro-
posed test methods, conducting col-

lahorative tests between laboratories,
reviewing results, and making recom-

mendations as to the status
ed methods,

ULD Insect Control
(Continued from poge 32)

not necesary to ventilate them. If less
than 8 hours, a one hour ventilation
seriod is recommended. Naturally, the
onger the vapors remain, the better
the results. After each application,
samples of pasta products from var-
ious areas in the facility, were collec-
ted and submitted to an independent
food laboratory for chemical residue
analysis. To date, the tolerance level
established by USDA has never heen
even closely approached.

Since the installation of the satellite
system, methyl bromide fumigations
have been eliminated completely. The
annual cost for vapona is about
$1.500.00, Added 1o this is the savings
in labor, time, etc., which brings total
cconomies 12 insect control to well
over $10,000.00 per year.

Paramount Macaroni is dedicated
to rrn\'ﬁdr quality products. The far-
righted attitude of its management in
installing the automated system not
only enables Paramount to maintain a
high sanitation level, but also to save
considerable money. In these infla-
tionary times, that is the name of the

game,

propos-

Heavy Duty Pallet and
Carton Corner Guard

In the course of normal warchouse
operations a great deal of material
and equipment is needlessly damaged
and ruined. Forklift trucks and
plant vehicles often smash boxes and

iR

other stored materials as they ouw
comers and while loading or v load
ing adjacent pallets. Weil Heay  Duny
Comer Guards are a simple, e om:
cal way to significantly nedu -l
kind of waste and loss.

From Weil Service Produet  Car.
poration, 2434 West Fletcher street
Chicago, Minois 60818,

Campbell’s Thne New
Oriental Soups Introduced
Into Regional Markets

Three new Campbell's condensed
soups, Won Ton, Oriental Chidken
and Beof Teriyaki are moving into
regional distribtuion in the northeas
and midwest.

“These new soups will begin appea.
ing on grocery store shelves nex
month,” according to Paul N. Mul
cahy, Campbe!l's Product Marketing
Director for condensed soups. "We
are constantly working to improve ow
established soups and develop nes
varieties consistent with consume:
trends,” Mr. Mulcahy said. “The car
ned oriental food market is prowing
at a rate of about 4% per yrar, and
our three new soups are the fint o
their kind to be offered to the trade
by a major food processor, he sad
“These new soups it mew
growth potential and plus husines
for the trade,” Mr. Mulcahy 1oted

Won Ton Soup contains wou tom
stuffed with tasty bits of tend r che
ken and seasoned in a delicat: v i
ored chicken broth. Oriental ¢ hides
Soup contains Chinese ve tablo
such as bean sprouts, bambo: hoots
and water chestnuts, blend | 'ﬂ
tender bits of chicken in a n 1 chic
ken broth. Beef Teriyaki Soup - msk
with savory pieces of beel, runchy
hamboo shoots, and enrict |
noodles, all seasoned in a rio . ta?
beef broth.

Store coupons worth 20¢ to: und the
purchase of any two vari ies @
(flmrhl-ll'l Oriental Soups wil app™
in full-page, full-color advert: cmet®
in the r and February - sues?
Family Circle, Good Housclcepist
and Better Homes & Garden. A ¥
refund on the purchase of thice o2
one of each variety, will be offer?
via colorful in-store tear-off ads. 5p!
television advertising will run for !
seven-month  peri beginning *

September.

THE MAcARONT Jouss¥
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Cherles C, Resstti, President

PROBLEMS - EXPERIENCE

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

PACKAGING —we believe we have undoubtedly

modernized more packages than any
other sources. We constantly con-
tinue our updating processes.

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

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.

Geerge Lerey, Vice President and Marketing Director

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

Jock E. Rossotti, Vice President
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