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and Promotion ...........
A Talk to Fi Editors «....ccoerereesrsserenes

Nutrition vs. Inflation: Battle of the 1980's .................
Processor

Retailer vs. Food

Index to Advertisers — Milton R. Young Honored .

The Pastaville tation given
at the InlrmltbmrmnDurum Forugslu in
Minot was intended to tell the durum
i:wen about the domestic pasta in-
dustry and enlist their support for its
d t with the same enthusi-
asm that they have shown to export
sales in the past fifteen years. It was

ted in essentially the same form
at the convention.

Robert M. Howard of International
Multifoods gave a description of mill-
ing; C. Mickey Skinner of Skinner
Macaroni Company described pasta
manufacturing; Joe Viviano of San
Giorgio-Skinner, Inc. reviewed con-
sumer marketing (sce Macaroni Jour-
nal for February). Elinor Ehrman of
Burson-Marsteller gave an update on
product ; Darla Tufto of
the North Dakota Wheat Commission
and Dennis Hill of the Minot Cham-
ber of Commerce described the im-
pact of Pastaville as a community
cvent with statewide and national
publicity.

President Lester R. Thurston, Jr.
cited the need for stategic planning
and meeting competition to tum the

sales curve upward once again.
g:uluuy that follows.

Dr. Steven R. Holmberg of Ameri-
can University, Washington, D.C. re-
ported on the NMMA Membership
Survey and led round-table discus-
sions for membership in put.

The Executive Committee will work
with Dr. Holmberg between now and
July 12-18 when the 77th Annual
Meeting will be held at LaCosta in
Carlshad, California to develop a
mluioc; n:.nﬂncnt sctting forth the

cneral ives, m stralegics,
ﬁah base m mnotl:r':eg?mlegirsegl}m
will lead to a written Association
Long-Range Plan,

The Board of Dircctors made an
appropriation to study the Italian im.
rt situation and its im u
mh.lpo markets. mmnpl;:
findings, it will be determined wheth-
er it is feasible to enter suits for
countervailing duties to offset this

foreign competition.

Net weight labeling discussions
with Food & Drug Administration
were reported upon. Story appears on
page 13.

Larry Youngblood of Pillshury's
American Beauty Division was elec-
ted to the Board of Directors.

Thanks go to the hosts of the Sup-
plier’ Socials which were applauded

Cover Photo
A skillet of hot elbow macaroni
salad with onions, green and

mushrooms makes an excellent accom-
paniment to salmon steaks or other
seafood for Lenten menus. Lent bee
gins March 4.




Winter Meeting Report
(Continued from poge 3)
by the ladies as one of the best fea-
tures of NMMA conventions:
ADM Milling Company
Amber Mill, GTA
Ballas Egg Products Co.
Braibanti Corporation
Buhler-Miag Corporation
Cooley Sales Company
Commercial Creamery
DeFrancisei Machine Corp.
Egg Corporation of America
Faust-Pak Corporation
Food Engineering Corporation
Henningsen Foods
Hoskins, Company
Intenational Multifoods
Kerr Pacific Milling Co.
H. J. Langen and Sons Inc.
D. Maldari & Sons, Inc.
Microdry Corporation
Monark Egg Corporation
North Dakota Mill & Elevator
Peavey Company
Resham - Wright Machinery Div.
Rossotti Consultants Associates
Seaboard Allied Milling Co.

A Clarion Call
jrom President Lester R. Thurston

From the beginning of my involve-
ment in the concept of evaluation and
planning, 1 became increasingly con-
vinced that the mission, objectives and

rograms of the Association were not
heing given sufficient consideration
and the business of the Association
was not not hr'ln& conducted in a
manner similar to the way we run our
own business. True, we do have an
ongoin uct promotion program
lhft c\'Er)]'E:ddy \'ir?n with enthusiasm
and a al. Beyond that we are es-
smthll)' a reactive body, reacting with
vigor and vitality whenever a threat-
cning issue arises that calls for con-
certed action.

Solving problems, however, is not
planning or executing programs that
will favorably influence future diree-
tion and progress. It merely gets you
back to where you were before the
problem arose.

If this Association is to effectively
serve the industry in this fast chang-
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ing world, it is going to have to be-
come something quite different in the
future than it has been in the past.
am confident most of you share that
opinion to one degree or another.

ﬂudﬂc;\:uaﬂu.::’llwlmth:
chan scope intensity
our #u:igvitiu leads immediately to
budgetary considerations.

1 have been advised to a

the issue of money with caution .l:‘;
only after the process
identified ne:ﬁ. The prob-

lem with that approach is that it
ignores a reality presently confront-
ing the Association and delays the op-
portunity to take appropriate action.

Recently I have been able to ob-
tain information about the potato in-
dustry which is certainly one of our
chicf competitors.

The Potato Board was founded
only in 1973 i an effort to stem the
decline of potato consumption in the
United States. Let me read to you
from the opening statement to grow-
ers contained in the 1979-80 operating
plan of the Potato Board. “The Potato
Board says new govemment potato
consumption figures prove the Board's
promotion is succeeding.
Last year's per capita consumption is
the highest in 32 years, We are con-
vinced, they say, that we've changed
consumer attitudes about potatoes,
and this is reflected in a new direc-
tion for consumpion rates.”

The success of their efforts is dem-
onstrated in results of a survey re-
cently undertaken by the U & A Po-
tato Board about “Starches Served at
Yesterday's Main Meal — Base: Re.

who ate yesterday's ain
meal at home (78% of total sam le)",

Starch Served % of Baw
Potates 4
Bread T
Pasta 5
Rice 13
Noodles b
No starch served 25

Not much doubt about the com.
we face in starch consi
tion. We have always recognized
fact, but I've never seen it in this im-
pressive a comparison.

Let’s take a look at the 1080-81 p»>-
tato campaign samples of ad reprints
from the program.

In the cight years of the Board's
existence, they have been so success-
ful in changing consumer attitudes
towards potatoes they are now chang-
ingthﬂrmpyﬂrﬂe[yﬁ fmmmft;:-
tening to promotion toes as

s mmutﬂew:gmbk

In the 1980-81 Potato Board Plan
income is budgeted at $2,400,000 of
which a million alone will be spent oo
media and public relations.

On the strength of that impressive

I sy to you when we
mfwmﬁmwrlﬂﬁw

ence during the past five years, we
better be conscious of the impact of
competition and assess our own efforts
in the cold light of those facts.

In additioa to I.I:el\luticmal‘e Pitato
Board promotion program, ther. ar
also state The ldahc Por
tato Board spent $7 million on a ver-
tising since 1970. Our prom tion
budget nationally in the same . riod
is a fraction of that.

Let me wind up this analy::
competition by showing you a
opportunity drawn from the -
consumer research study on pe
consumption shown earlier. Hure
an analysis of light and medinm st
of potatoes,

Meal Occasion
Other Starches Served

Light Mediv=
users  uwn

% of total sample 57 »

tfiea

=

Percentage serving:

Potatoes in some E)rm 51 6

Rice 5, W0
THE MACARON! JourNAl

b M W ket .

Bre.d 9 5
Noi - les 7 4
Pas'a 5 4
Ma wroni 5 5
Source: UkA Potato Board Study

Look at the increase in pasta con-
sumption among light to users.
Those light users are the target for
the Potato Board’s 1881 campaign.
They are also our prime target. If
we can win a bunch of those light po-
tato users over to pasta, we can really
impact volume.

In Pastaville our purpose was to
get increased financial support from
gowers and millers who are partners
with us in the domestic pasta busi-
ness and whose fortunes in the US.
are directly and intimately linked to
pasta consumption.

Ever since the creation of the N.D.
State Wheat Commission I have been
impressed by the potential that body

in g a to US.
represents .J::'-mnol:lnle'[;:.v:he |
mix.ion zud the darum giowers it rep-

resents have laad their sights set main.
ly on tleveloping export volume,
Those efiorts, tally, have been
eminently successful. This year, how-
ever, the look different.
Quoting from the Wheat Market Re-
view, * of US. durum in 1980-
£, currently estimated at 75 million
bushiels, are not expected to reach the
record level of 83 million bushels
achiived last year.”

Nevertheless, the picture is clear
in t} + Jong term. North Dakota loves
to grow durum. They take pride in
bein . pasta’s principal raw material.
The: have not bheen sold effectively
on jtting more financial support be-
hind pasta ion. Pastaville was
am jor step in that direction, and it
prociced benefits of which we cannot
be flly aware at this time. We are
w0t .aing to provoke a revolution in
thin} g in North Dakota overnight.
We ilo have their attention and their
imvalvement to a degree never achiev-
“d it the past, and I know Pastaville
an be a vehicle increased awareness
ad support in the future.

We accepted the invitation to ad-
dress the International Durum Forum
' impress durum growers and others
u North Dakota that we have an ac-
tive, cffective, professional Associa-
tion, Pastaville was something entirely
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different and got all of North Dakota
involved in a great promotion event.
It had greater impact on the pasta in.
dustry than anything in the past and
will bear fruit for as long as it lives.

The durum millers also felt the
impact of Pastaville and they have as
much reason a3 we manufacturers to
promote pasta consumption. They
don't have an export market as do
the growers.

Durum millers must have been
looking at long range forecasts rather
than current results in planning capi-

tal exp=nditures in recent years. Com-
to the flat business we have
experience, daily durum milling capa-

city has gone up 2% in five years
and will be up 7% more by 1981, not
counting Leonardo’s mill at Cando.

The objective of Pastaville was to
increase conswnption by attracting
more money to be used for promotion.
The bang we got for buck in Minot
was far more than we expected going
in, and 1 believe the continuation of
Pastaville will reap further rewards
in direct consumer media impact and
in achieving greater industry support
in the future.

Further work on long range plan-
ning will serve to determine the ob-
jectives and programs desired by the
membership and  financial require-
menia axz=cduted with those programs.

As we plan, however, we should
he well aware that we are in a war,
and the enemy is gaining strength
every day. The need for financial re-
sources to fight the battle is clear and
unyielding.

Market Prognostication

New winners were announced by
Joseph Viviano of the annual market
prognostication at the Winter Meet-
ing.

For the third year in a row Elinor
Ehrman of Burson-Marsteller has
successfully guessed either the durum
wheat closing or the Dow Jones av-
erage. She guessed a price of $7.77
for #1 semolina and the market
closed at $7.75.

Angelo Capozzi of Primo Macaroni
had tic closest guess for the Dow
Jones average, 965 versus the actual
cluse of 963.99.

The winners are awarded a large
Hershey bar which also has been go-
ing up in value,

Time Management

Each day that you live is a precious
commodity, and too many people let
others write the checks for them on
how their time will be spent.

“As you get older, you begin to
care less and less what other people
think of how you spend your time
and what you do.”

This statement was made by Dr.
Jerry Bell, Professor of Organizational
Behavior at the University of North
Carolina’s School of Business. Dr.
Bell was addressing the NFBA Satur-
day workshop, “Time Management
and Personal Development.”

Dr. Bell led the cipants
through a series of uuﬂmesl‘;lzd
to impress the value of their time and
the relatively limited quantity of time
cach person has.

He told the Workshop aud ence to
consider how they planned to spend
the rest of their time, and suggested
the, look at it from the standpoint of
“will you be satisfied with where you
spent it when it is gone.”

“One of the most cost-efficient
things you can do with your time is
to work very very hard — but in a
relaxed manner,” Dr. Bell told the
Workshaop.

He alsp took the group through a
series of exercises to relax them. He
stressed how important it is to be re-
laxed and be able to sleep well.

“Sleep is the hidden cost that ac-
counts for most of the waste in man-
agement today. When you go to work
tired, edgy and nervous, you do not
produce,

“You have to learmn to totally relax
yourself before you go to sleep or
your subconscious continues to worry
about your problems while yu think
you are sleeping,” Dr. Bell advised
the audience.

He also explained to the audience
that they must try to recognize the
traits of their own personality and
then recognize what others do to it.

Dr. Bell's theory, which he tried
to impress upon the Workshop audi-
ence, is that control of your time
comes from within yourself. And once
you realize you are the one handlin
the dispensing of your time, you wiﬁ
realize that you contzol where it is
spent.




The :,?' will bring “ilwne chal-
lenges rtunities to the pasta
III(F mlatﬂloigrunrkt and the indivi-
dual institutions an therein. In
order to ensure that the National
Macaroni Manufacturers Association
provides programs and services that
are responsive to the diverse needs of
its members in the 1880, the Board
of Directors initiated the dcvrm
ment of a long-range plan under
guidance of toe Exccutive Commit-
tee. The Committee, chaired by Les-
ter R. Thurstow, Jr., was charged with
the responsibility of systematically de-
veloping a comprehen-
sive NMMA fve-year Long-Range
Plan.

The NMMA membership survey

the first project
designed to provide the necessary in-
formation for ning. The general
objectives of the membership survey
are two-fold. First, it should be recog-
nized that all future related manage-
ment and long-range planning de-
cisions at NMMA are necessarily
linked or related to past decisions.
As a result, one objective of the sur-
vey was to provide an opportunity to
assess the effects of past policy decis-
ions on present NMMA members.

The second general objective of the
survey was to provide for direct mem-
ber input into the long range plan-
ing pprocess.

A questionnaire was devel
mdu?u‘tltn 111 mﬂnbtnnliwhoﬁ
sonal invitation to contribute to
NMMA's long-range planning pro-
cess, In order to broaden the scope
of survey participation, a number of
copies of the survey were sent to each
institution to be distributed to key
managers. A highly successful re-
sponse rate was achieved. A total of
104 completed questionnaires were
received, including respenses from
58 individual institutions, a 52.3 per-
cent retum.

The response pattern to the mem-
bership survey suggests an overall
satisfaction with NMMA's major pro-

and services. The responses to

e open-ended questions seeking a
comprehensive assessment of the asso-
ciation and its effectiveness in ma

areas were also generally
very favorable.
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MEMBERSHIP SURVEY REPORT
by Dr. Stevan R. Holmberg

Of the 104 members responding to
the survey, the greatest proportion
were manufacturer members, 721 per-
cent. Assoclate and allied nmn{:::
of the re-
spondents. NMMA is considered to
be the primary association member-

esented 27.1

ship for 654 t of its members.
However, percent consider NM-
MA not their primary association; 58

t are uncertain, and 8.7 per-
cent did not res An impressive
75 percent of NMMA's members have
been affilicted with the association fur
fifteen years or longer.

Sales Categories
To the question: “A ximately

what Tpﬂlon of your dollar pasta
and related sales were in the follow-
ing categories in 19797"—38 macaroni

At horth Dakota Mill, there are
many factors that make it one of

the rop mills in the nation. The
wotld’s finest durum wheat is milled

When you order your durum
products from North Dakota Mill,
you become part of a team where
each member is doing his or her

Shown below are three of the North
Dakola Mill people working logelher
on some common goals. Left to right:
‘Skip’ Peterson, Leo Cantwell and

with the mo;l modenlt milling best to insure that your products Howard Berg.
equipment. Superior laboratory and are the finest available. When you the durum people
testing facilities assure you of start with the best durum wheat,

quality control. And, one of the
greatest contributing factors is team-
work. Everyone at North Dakota

Mill works together to insure the
highest level of quality production.

and mill it with the finest milling
equipment, you can't help but win!

Company Size

In 1679, 7.7 percent of macaroni
firms responding had between 1 and
19 full-time employees, while 137
had between 20 and 49 em-
ployees. Firms with between 50 and
90 employees accounted for 6.7 per-
cent of responses. The largest cmp‘:;
ment size category (100 employees
and over) accounted for 56.7 percent.
Nonrespondents totaled 15.4 percent.

Future Industry Issues and Trends
NMMA's members were asked to
vate (using a six-point scale) the rels-
tive importance of 81 possible future
industry issues and trends, One ::rv
ended question was incl:ded to low
members to identify any other poten-
tial issues or trends.
Responses are tabulated on the next
mﬂ.
Energy, inflation, productivity and
sale/advertising of pasta products ap-
pear throughout the entire list of fu-
ture industry issues.

Overall Evaluation of NMMA

The overall evalaation of NMMA
by its members was Iavorable. A total
of 673 percent “agree” or “strongh
agree” that NMMA's services and pro-
grams are worth the cost of men her-
ship and only 7.7 percent “disacree
or “strongly disagree”. However 193
percent  were “uncertain” # out
whether NMMA's services and pro
are worth the cost of mer ber:

NORTH
Grand Forks, North Dakota 58201
Phone (7T01) 795.7224

We Deliver

Because at North Dakota Mill, we
deliver teamwork

manufacturers responded as follows: ship.
Grecery Privals GCemeric Food- Tmstin- MLy
Brasd Label Seles service Abasmd
100% 5% 0 0 o @it g o [ Saee O R s R R P e
90-99 105 0 0 o g e R WG T
80-89 79 0 0 26
70-79 79 53 0 0
60-69 26 26 0 (1]
50-59 184 26 0 0
40-49 19 53 0 53
30-39 6 19 [1] 16
20-29 0 105 0 19
10-19 26 53 79 105
1-9 79 10.5 184 211
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Membership Survey Report

(Continued from page &)

NMMA is also seen as providing
the opportunity for members to par-
ticipate as fully as they wish to in
NMMA activities — 68.3 percent of
the responding members “st-ongly
agree” or "agree” with that statement.
Approsimately 15.4 percent “disagree”
or “strongly disagree” and 11.5 per-
cent of the respondents are “uncer-
tain.”

The third overall evaluation ques-
tion concemed the adequacy of
NMMA's budget. A total of 26.0 per-
cent “strongly agree” or “agree” that
NMMA has an adequate budget to
meet the expectations and program
needs of its members. A mately
15 percent felt that the budget was
definitely not adequate, while 51.9
percent of the respondents were “un-
certain” as to whether the budget was
adequate to meet members’ program
' and expectations.

Individual Programs

As in the case of the generally fav-
orable overall evaluation of NMMA,
m::llbcn also evaluated NMMA's in-
dividual rams tively. How-
ever, as ‘:hl?ogld bepodcxpecled. there
was a considerable range between the
degree of importance attached to the
highest ranked program and that at-
tached to the lowest ranked pt:m.
In reviewing these results, it d
be kept in mind that some programs
are desi to meet the common
needs of all members, while others
are directed toward specific needs
that may be somewhat uu:}ue to cer-
tain members. Both ty programs
are typically essential if associations
are to effectively serve the common
and diverse necds of their members.

The top five rated either
“very important” or “important” are:
(1) weekly newsletter, 81.7%; (2) stan-
dards and nutrition, 75.0%: (3) pro-
duct promotion program, 72.1%; (4)
The Macaroni Joumal, 71.2% (5) the
agronomy and durum development
program at North Dakota State Uni-
versity.

Comments on Programming
NMMA's members were asked to
comment on potential new programs
or expansion of existing programs.
The new or expanded program areas
receiving the strongest support were

8 -

TR = | Qur new lubricant

FUTURE INDUSTRY ISSUES AND TREND Ven
Rank  luwe
] Mujor industry problem area will be
2 The peneral impact of substantially higher enerpy cosls
3 . mhmdalnuﬂlhe..... ......................... lt:b
ncre: cout Of ITANSPONIBLION .. ...vvevenansnsiasaannnns A
4 Employee productivity .....ccecccirenrraeraciiiiiiiianss F AR
] Increasing consume. acceplance of pasta products for
a Mal “Mmmrnbhh. S S T L i 319
ajor will be inflation .......coiiieineinn 69
7 The ability 10 sttract and retain key
[ / personnel . ....ciiieiiiaaaas 74N
] Worker attitudes towards their jobs and managzment ........ 7.2
9 Electricity availability and cosl ........ AT AP BNy ik
10 Major will be IrAASPOMIANION ..oovvereroes 697
1" Promotion advertising of pasta and related ucts ... 692
12 The ability of the grain industry 1o maintain a high
y energy consumption status ..... Leadandpen e a2
13 Major Hwyrnbkum-mhwndmhtr in
food manufacturing and marketing ......cocoranersnss 68.)
4 lncrn-hl: use of pasta as & convenience food .............. 68.3
15 The ability to sttract and retain key technical pervonnel [
16 Major industry problem area will be general operating expemes 673
1”7 Major industry problem area will be cost of money .......... (34
:: rul llmklhlﬂfﬂ' FRUORING ..o vvrrnrererrssnnnsanas :‘: 1
mprovements in durum wheal ........ccieiiiiiiiiiianies 4
20  The impact of total deregulation of the
common carrier trucking industry ...iiiiiiiiiiieeen 624
1 Increasing automation of the manufacturing process ......... 618

Just your profits.

(1) NMAMA shoold expand end-use
consumer uct promotion activi-

ties, 76.0%; (2) NMMA should expand
its retail product jon activities,

712%: (3) NMMA should expand
its foodservice product promotion
activities, T1.2%; (4) NMMA should
collect industry statistics conceming
imports by country of origin, quan-
tity, price, etc., 09.2%; and (5) a gen-
eral sense that, compared with the

t, there will be a greater need
or NMMA five years from now,
68.3%.

Planning Model
The strategic planning model be-
ing utilhnltg' :r:n Assoclation calls
for member need analysis along with

external factors analysis tn develop
planning assumntions, memYer need
analvsis statement, extemal factors
analysis statement, and consideration
of opportunities and threats.

A strategic audit of the Associa-
tion involves the current and histori-
cal situation to identify and analyze
strengths and weaknesses. This done.
a mission statement can be made set-
ting forth general objectives, program
strategies and data base, and resource
strategies and data base. With ho-

man resource planning, organization

planning, physical facility resources
and mﬁ.dd resource planning, m-

plementation strategy can be devel -
ed leading to a written Associa’ on

strategic plan.

NMMA'S members’ ratiags of the importance of NMMA's exbsting programs sad sen .. &

Percent of NMMA's Members

won't improve your pasta.

Very Unimportant

Imporiant and

1 and w Very No ]

mportant  Unimportant

&) 2an (] Eiﬂ'l synthetic metallic
®  Summer meein 51.0% 212% 202% bricants which exceed the
®  Winter lnulln;': 66.3 R7 19.2 American Gear Manufacturing
L4 Technical Seminar 47.1 173 219 Association’s specifications and
: P& uhluwamnﬂtﬂn; Meeting _4]5 : . %1 ‘.".;: the requirements of

uct Promotion Program ! i
®  The Macaroai Jourmal 72 106 19 Manufacturers of Transmissions
: Weekl l!‘l'llﬂ:r :;} Ii:: '3 and Diffeventials.
. Legal and government relations bulletins 66.3 154 . 13 DEMACO is using Tech-Lube as
®  Agronomy and development research original equipment in all its new
mummmu Univer. 702 s 106 machines, and is pleased to be
. ice lﬁuﬂm 6).5 144 . 105
. Industry statistics — Ermst and Whinney 63.3 154 125
. Standards nutrition .. 150 96 1.7
L Film distribution (nutrition flm,
. durum film, etc.) 538 250 106

. Winsten's T Badlz thas 48.1 212 192
®  Wage and Hour 8.7 202 4 1
. 43.1 %3 135
®  Trade relations 7.7 163 183

switch to Tech Lube lubricants
whether you have our machine or
anybody else’s

For complete details

call or write Joe DeFrancisci at
DEMACO, DeFrancisci Machine
Corp., 280 Wallabout Street,
Brooklyn, NY 11206. (212)
963-6000.
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“The right combination
for superior production

Phene: (212) 499-3555

N. MALBARI & 30KS, INC.
557 Third Ave., Brooklyn, NY 11215

For itc outstanding contribution

to the macaroni industry

through achievement of a

widespread reputation

for quality pasta among thousands

of diners in the Buffalo, Nevs York, area
since 1928. ..

ROMANELLO'S ROSELAND

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.

March 1, 1981

AR
\ b

Seaboard Allied Milling Corporation
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NMMA COMMENTS ON FDA NET WEIGHT LABELING PROPOSALS
by Gary J. Kushner for the Standards Committee Filed January 5, 1981

Hearing Clerk (HFA-305)

Food and Drug Administration
Room 4-62

5800 Fishers Lane

Rockville, Maryland 20857

Dear Madam or Sir:

The Nat'onal Macaroni Manufac-
turers  Association (NMMA) is the
trade association of the nation’s lead-
ing manufacturers of pasta products.
Pasta products frequertly are subject
to FDA and me and locl.lhimrrdion.
Since ucts are hy| pic
pulm:nl‘hl are packa by ex-
tremely high speed packing machin-
ery and, therefore, are subject to

variation due to both ds-i&-
tions caused durin manufac-
turing practice uvf l;s‘wdor in of
moisture during distribution,
FDA’s net weight labeling regulations
are of particular interest to NMMA's
members. Accordingly, N.\lsu &
cooperated with FDA in the devel
ment of the instant proposal having
tertified with to the net weight
libeling issue in December, 1977, in
Manta, Georgila.

NMMA supports the agency’s ef-
forts to develop a uniform systen: for
net weight labeling compliance to en-
sur that declarations of net contents
on food ges are accurate. It is
NMMA's that state and local en-
for'ment officials concur with FDA
and will exercise their enforcement
aut! orities within whatever strictures
:; t from this rulemaking proceed-

MMMA offers the following recom-
me: lations for refinement of the
agency's instant net weight labeling
proj osal:

(1) A final regulation based upon
this proposal should recog-
nize S:t pasta products re
resent a category of f
subject to moisture loss of at
least 4%;

(2) The number of packages per-

mitted to fall outside of the
Mazimum Allowable Varia-
tions (MAVs) should be in-
creased to one when testing
thirty samples and two when
testing fifty samples; and

'l_ucn.m:-

- Geory J. Kushaer

(3) Federal, state and local in-
spectors should be encour-
aged to make special efforts
to ensure that all particles
are completely removed from
packaging material before
cither the tare weight or pro-
duct nct weight is measured.

These suggestions are addressed in
greater detail below,

I. The Net Weight of Pasta Products
Should Be Al To Vary From
State Weight By As Much As 4%
To Account For Lost Moisture.

Macaroni (or pasta) products are hy-

me:Tc products made primarily
rom durum semolina, farina, wheat

fBour and water. According to the stan-
dards of identity for macaroni pro-
ducts, macaroni products must con-
tain u minimum of 87% solids which
is equivalent to a maximum of 13%
moisture content. Macaroni products
enerally are packed at the manu-
Fumu'ing plant at a moisture level of
12% to 13%. Since macaroni products
are hygroscopic, they may lose some
of this moisture during distribution
and storage. The amount of moisture
loss will depend primarily upon the
climatic (humidity and temperature)
conditions in which the product is
stored.

With respect to its moisture loss
propencities, macaroni reacts quite
similarly to Rour products. This is not
surprising since flour and semolina
are the principal components in mac-
aroni ucts. In this regard, flour
is likely to gain or lose moisture

semewhat more readily because it is
more finely divided than macaroui.
However, flour generally is packed in
heavy paper bags iding a more
resistant moisture barrier than the
cardhoand cartons in which macaroni
generally is  packaged (sometimes,
macaroni products are packaged in
flexible bags). Additionally, Hour is
packed quite tightly while macaroni
packages (r:’lumlly exhibit more air
space. In balance, the more airtight
packaging materials in which four is
packed counteracts the greater hy-
groscupic characteristics 07 flour mak-
ing Rour and macaroni lose or gain
moisture at approximately the same
rates.

The moisture loss properties of
macaroni products—amounting to, on
the average, 4% —have been well doc-
umented as a result of several studies
conducted during the last 65 years.
Copies of these studies were attach-
ed. Additional studies are currently
underway. When these studies are
completed, we will submit the results
as a supplement to these comments.

A review of the studies already
conducted follows. All of these stud-
ies demenstrate that, while gin
materials for imacaroni pms::: I-nﬁ
retail food store climatic conditions
have changed over 65 years, the pac-
kaging materials used today are still
pervious and the likelihood of pasta
products to lose moisture is no less
substantial today than it was 65 years
ago. In all of the studies to be re-
viewed below — including the most
recent study conducted in 1977-nor-
mal retail food store climatic condi-
tions prevailed.

A. 1915 Study By Dr. Benjamin R.
Jacobs oot

In 1915, at the request of NMMA,
Dr. Benjamin R, Jacobs, Director of
the National Cereal Products Labar-
atories, Washington, . C., conducted
an investigation concerning the mois-
ture loss propencities of macaroni
products. The results of his study were
published by NMMA in 1915 in a
paper entitled, “Weight Loss In Mac-
aroni, Complete Summary of Scienti-
fic Tests and Conclusions For Guid-
ance of the Macaroni Manufacturer.”
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Dr. Jacobs shi ucts pack-
ed in five diﬂﬂenﬂpkeld of packaging
materials to eight different localities
in order to observe the effect of cli-
mate both on the net weight and the
moisture level of the macaroni pro-
ducts under study. The products were
weighed and were analyzed for mois-
ture content at various points during
the study — at the time of packaging,
time of arrival at destination, and at
intervals of 15 days, 45 days, 90 days
and 180 days after arrival, It should
be noted that, in 1915, there were not
yet standards of identity for macaroni
products. Thus, the moisure content
of macaroni products was not cir-
sumscribed. However, for a variety of
technical reasa—, even at that time,
macaroni was jsoduced at moisture
levels varying from 14% to 16%. It

is also Tprqrhll to note that, in
1915, packaging materials even more

airtight than lEmc used today were
utilized— paraffine paper was the
most popular,

At the end of 180 days in storage,
all of the ucts under study were
found to in excellent condition
with no evidence of deterioration
during transit or storage. Of particu-
lar significance, all the products
were shown to have lost moisture
ranging from 3.60% in St. Paul, Min-
nesota, a relatively humid climate, to
8.24% in Denver, Colorado, a rela-
tively dry climate.

B. 1922 Study By Robert E. Wilson
and Tyler Fuwa

In 1922, the conclusions reached by
Dr. Jacobs in 1915 were confinned
by a study conducted by Robert E.
Wilson and Tyler Fuwa. The results
of their study were u})uhlhhed in a
paper in the Journal of Industrial and
Engineering Chemistry, Volume 14,
entitled, “Humidity Equilibra of
Various Commaon Substances.”

The Wilson/Fuwa experiment ex-

macaroni and flour to different
relative humidities and demonstrated
that macaroni is extremely hygros-
copic. Indeed, macaroni was shown to
a higher water content on a

dry basis than flour. The macaroni
was shown to gain and lose moisture
in a pattern comparable to that of the
flour. Again, an average moisture loss
of 4%, depending upon the relative
humidity of the dimate in which the
product was stored, was demonstra-

C.1956-1057 Study By
James J. Winston

In 1856-1057, James J. Winston,
Director of Winston Lahoratories, Inc.
and Director of Research for the Na-
tional Macaroni Manufacturers Asso-
dlllon.h:ondudedn‘l study to deter-
mine t moisture in mac-
aroni pm librium at diff-
erent relative humidities at a temper-
ature of 70 Fahrenheit. A copy
of Mr. Winstons results, published in
his book written in 1971 and entitled
“Macaroni, Noodles and Pasta Pro-
ducts” was attached as Appendix B to
these comments.

Mr. Winston obtained two cases of

ﬁeﬁi packed in cartons (similar
:E:. materials most commonly used

for packa macaroni ucts, to-
day) fmmgzgh of two mmmnm
The cases contained twenty 1-lb. pac-
kages. Two packages were withdrawn
from each of the 20-lb. cases and
were analyzed for moisture content
using the official A.O.A.C. procedure.
The cartons were also weighed on a

of scale with a sensi-
tivity of 05 gram and the appropriate
carton was used as a tare in each in-
stance. On the average, each package
contained approximately 11.8% mois-
ture as packed.

The products under study, still in
sealed cartons, were then placed in
a LabLine stability oven at different
relative humidities—20%, 40%, 50%,
60%, 70%, 80%. At each of the dif-
ferent relative humidities, four car-
tons from each of the two manufac-
turers were subjected to each of these
climatic conditions for a period of 30
days. The procurts were then remov-
ed and, again, analyzed for moisture
content.

Mr. Winston's study again coufirm-

ed the hy, es of mac-
aroni and demonstrated, among other
things, that, depending upon the rel-

ative humidity at which the product
is stored macaroni will Jose moisture
firms the validity of all of the moisture
quite readily. For instance, at a rela-
tive humidity of 30%, macaroni con-
taining an initial moisture content of
13% will lose approxinutely 4%.

D. 1977 San Giorgio Study

Most recently, an experiment was
conducted commercially by San Gior-
io Macaroni Company. This unpub-
ished study, conducted in 1977, con-

data com with
roni products since 1915,

The San Giorgio study analyzc
variety of products stored in a w .
house for a of 30 days. " he
;lrl::;tlc tions un'd;rr which e

ucts were tested closely appr i
mated standard retail food stnrtpl ne
ditions with a temperature rangc of
65 degrees Fahrenheit to 75 degr e
Fahrenheit and a ailing relative
humidity range 30% to 40%.
Moisture content was determined by
use of a Steinlite moisture apparatus
and the products were weighed on a
precision scale graduated in V& of an
ounce.

The San Giorgio study revealed
that, after 30 says storage, products
packed in sealed cartons and in sealed
cases in a warehouse lost as little as
23% moisture where the original
moisture content was 11.2% and as
much as 4.3% nwisture where the or-
iginal moisture content was 12.7%.
A copy of this study’s results was at-
tached as Appendix C.

\While it is not ble to predict
precisely how much moisture a given
product will lose, it is clear that mac-
aroni products are extremely hygro-

and, on the average will lse
approximately 4% moisture after
storage for a relatively short period
of time. They will lose moisture com-
parable to that of flour packed in kr.ft
paper bags. Accordingly, a 4% vori-
ation allowance to account for !'st
moisture in macaroni products is j s-
tifed. We, hereby, request that ‘e
agency consider these comment: a
petition for such an allowance if : is

is deemed appropriate,

1L Lasger Deviations From M.V
For Sizes of Thity o
Fifty Should Be Permitted.

Another uul of cnnc;m with e
instant as it relatestop ta
Mlﬂmlnvul\u the samp ¢
techniques utilized. In partic .
NMMA fears that the rigidity ¢/ -
acterized by the extremely lim od
number of samples permitted to ‘Al
outside of the established Maxin im
Allowable Variations (MAVs) sufien
from technological infeasibility. ‘¢
cordingly, it is NMMA's recommenda
tion that a larger number of samples
be permitted to deviate from the es
tablished MAVs, at least when large
samples are takea.

tom a.

Moo ~pleasin’ perfection can only start with palatable pasta prodxts.
L ] = .
%m fo' I Macaroni masters know what they want...and demand it:
Nutritious, economical, good-tasting pasta products.
products to your pasta people. Amber knows your pasta
operations require the finest ingredients...Amber’s
periorming crs.ifancy durum Patent Flour.
St Only the best durum wheat is used at Amber. Our modern,
‘ with a reliable consistency that makes it easier to control i
the quality and color of your pasta products. 5

gFSter Amber Milling can help you deliver top-quality pasta
*mnfs g{;e.at Venezia No. 1 Semolina, Imperia Durum Granular or
efficient mill grinds the durum into semolina and flour
And because we know that demanding customers are waiting

I’ -“\ for your products, we meet your specs and ship when promised.
For quality and uniformity...specify Amber! . ’
AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION _jf
"'-/ Mills at Rush City, Minn, » General Otfices at St. Paul, Minn, 55105/ Phone (612) 646-9433 [
Muca, 1981 15
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Net Weight Labeling

{Continued from poge 14)

Currently, the proposal would re-
«uire that, for sampling of ten sam-
ples or thirty samples, all samples fall
within the MAVs establ in re-
vised Handbook 67. When 50 sam-
ples are taken, one sample would be
sermitted to fall outside of the estab-
ished MAV's.

NMMA always has endorsed the
concepts embodied in National Bu-
reau of Standards Handbook 67. In-
deed, it has been NMMAs position
that adoption by state and local au-
thorities of those concepts will lead to
more uniform and equitable enforce
ment of the net weight labeling regu-
lations. The limited deviation -
mitted from the MAV's as set forth in

the current proposed tion, how-
ever, are inadequate w you con-
sider that pasta ucts are all me-

chanically packed by highly automa-
ted equipment. Some packaging lines
pack as many as 180 packages per
minute. Even though most macaroni
manufacturers utilize very expensive
and highly precise checkweighers
which reject underweight packages,
even high speed, precision equipment
is bound to gencrate some weight ir-
regularity, While the proposed MAVs,
theniselves, consider this potential ir-
regularity, additional flexibility s
both necessary and appropriate.
Therefore, NMMA suggests that, in
testing thirty samples, one package
should be permitted to fall outside of
the established MAVs. In testing fifty
samples, at least two samples
be pemitted to deviate from the
MAVs,

111 Inspectors Should Take Extra
Care To Ensure That All Adher-
ring Macaroni Particles Are Re-
moved From Product Packaging
Materials Before Net Weight
Compliance Is Assessed

Finally, NMMA endorses the use
of a "dry” tare in assessing net weight
compliance. NMMA recognizes, how-
ever, that some particles of a product
may adhere to the inside comers and
other of packaging materials as
a result of attrition during packaging.
Since any article adherring to pack-
aging materials are still part of the
packaged product and, clearly, are
edible, inspectors should take special
care to ensure that all particles are
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thoroughly removed from ging
materials before net weight assess-
ment is made. It should be noted that
even the smallest particles of a pro-
duct such as macaroni can make a
significant difference in the product’s
net weight,

NMMA appreciates this opportun-
ity to comment and looks forward to
continuing to work with the agency
toward the development of a uniform,
equitable, enforceable and, most im-
portantly, technically sound net
weight labeling scheme. The sugges-
tions cJered herein, if implemented—
especially that dealing with molsture
loss—should bring the agency closer
to satisfying its goal.

Sincerely,
Gary ). Kushner
Counsel to the National

Macaroni Manufacturers
Association

Jomes ). Winsten

James J. Winston Feted

A testimonial dinner honoring
James ). Winston, president of Win-
ston Laboratories, was tendered by
the Scientists Division of UJA-Feder-
ation on Wednesdaly, February 25th,
in New York City, it was announced
by professor Amos Turk, chairman of
the division.

Dr. Frances Krasnow Thau is co-
chairman and cash chairman of the
division. Serving on the executive
committee are: Dr. Liese L. Abell,
Lila K. Agree, Nechama Ardel, Dr.
Julius Belford, Dr. Ronald L. Birke,
Dr. Judith Goldberg, Dr. Frances
Gruen, Ray Gussman, Benjamin Kri-
nitz, Dr. Leon Lachman, William Le-
bowitz, Ronald Mirman, Dr. Murmay

Oratz, Dr. Bernard L. Oser, Dr. T vie
L. Rome, Milton Rosen, Evelyn ‘ar
noff, Bernard Wager, Dr. Irving W. k.
cher and Marvin E. Winston.
The guest was Fﬂ'l wor
Rofe H. H , Department of
, Rutgers University. I'ro-
fessor llefbﬂ e on "Collees
tive anomena and Individual He.

Mr. Winston, who is also director
of research for the National Macaroni
Manufacturers Assoclation, has been
involved in research and the food
feld for almost 50 years. During that
time, he has helped to establish
standards of food production, nutri-
tional content and sanitary conditions
for a wide variety of ucts. He has
worked closely with the U. S. Food
and Drug Administration regarding
its regulations and requirements for
such items as dried egg materials,
meat, fish and other foods.

He is the author of a basic industry
text on food production and quality
control and has written for leading
scientific journals. A fellow of the
American Institute of Chemists and
other scientific and technical societics.
he has been awarded a Certificate of
Public Service by New York State and
received a tribute from North Dakota
State University for his many yean
of service with its Cereal Chemistry
and Technology Industrial Advisony
Committee.

With Israel confroated by mas:ive
additional economic burdens as a '
sult of the peace treaty with Eg:t.
the UJA-Federation Campd'ﬂa ans
this year to increase greatly the fu J-
ing it supplies for humanitarian s V-
ices to Israel’s people. The Camp:
also seeks to ﬁ lhe"::el of ai “I

ides to n oppre: ¢
Ilnr;?lv'nu-dy Jews elfcwhcre over: as
in a period of growing lmrmi‘:e !lg
pressure u Jews in a number (
countries, m to the New York ]:w-
ish community’s own needy and \lis-
tressed in a time of continuing le-
creased governmental funding for
essential soclal services.

More Taking Out,
Fewer Paying In

An analysis by Martin Lefkowitz of
the U.S. Chamber of Commerce shows
there are 815 million recipients of
federal payments and 789 million
workers in the private sector.
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Vibrating Conveyors: Ideal for conveying materials gently
without breakage. One piece stainless steel trays which are
salf cleaning meet the most stringent sanitation requirements.
All units utilize cotrosion free “Scotch Ply™ reactor springs
which can be washed down plus simple maintenance free
positive eccentric drives. Capacities of up to 2300 cu. ft. hr,
with lengths over 60 feet.

hulletin cve-10

Plant ineering and Layout
services offered: ﬂxm[c': I:.kﬂ and Control Panels
Erection and Start-up

mmvu.mmmmm.m
TWX 590-480-2901

212 §52-5760
Maxcu, 1981

ASEECO

BUCKET ELEVATOR

The Versatile Bucket Elevators with Space Age Design-Sani-
Plas Buckets [Polypropylene) FDA approved, Sanitary Delrin
rollers on chain— reduce Iriction and wear. Pre-lubricsted

chain bushings where lubrication is not possible. Section-
alized uni-frame construction permits easy changes in height
or horizontal run—allows for ease in cleaning and inspec-
tion. Available as standard with conventional {rame or sani-
tary open tubular frame design. Capacities to 4000 cu. t./he.

Write for Bulletin CAL-50

The Modu-Tran II Vibrat-
ing Conveyor feeds product
sidevavs as well as in the
normal forward direction
This unique deselopment by
Aseetn Corporation makes it
pussible to split & stream ol
product, o any rates of flow
desived, with sanitary estheti-
cally designed vibrators,
U nits can e instalied inseries
to distribute prostuct 1o mul-
tiple packaging machines or
10 several use points simulta
neously on demanid,
bulletin em/T10
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NMMA PUBLICITY AND PROMOTION
by Elinor Ehrman, Vice President/Senior Counselor

Burson-Marsteller, New York City
b - ' sumer ma b mching a total ir-
T e pesta industry has h;i: L culation of 385 million. Our box scre

lic relations
when the anlmﬂr:md Institute

was created as the ional arm
of the National Macaroni Manufac-
turers Association. That year the in-
dustry retained Theodore R. Sills &
Company, a Chicago-based public re-
lations agency with both trade associ-
ation and food know-how, a combina-
tion that was difficult to find in those
days. Ted Sills had just an
office in New York City, had installed
a home economics test kitchen, and
was well on his way to developing

I ic relations
|'m“?itl:ul‘:)d. agen-

During the 30 year span that I per-
sonally IElve been involved with the
pasta business, publicity and promo-
tion have changed just as much as
other phases of the macaroni industry.

Consumer is our Target

With the funds available to us, our
target audience has always been the
consumer — the homemaker, the
housewife who did the shopping, fed
her family, and planned the parties.
We put together new ways of serv-
ing macaroni, spaghet.i, egg noodles —
(by the way, only recently have we
referred to pasta as PASTA, because
we were slightly paranoid that pasta
came across in translation as p-a-s-t-e.’
We emphasized all of pasta’s many
attributes . . . stressing the product’s
economy during hard times; promot-
ing convenience for pmfle in a hurry;
nutrition for gmwinlﬁm:mlllu; low-
calorie recipes for on a diet;
ethnic dishes for vematility. We've

been nsible for literally tens of

t of mr?l:ilrs: thouns;ndl g
weeks and wee

mromn both radio and televis-

jon devoted to pasta.

The wonderful, truth about publi-
city is that a good promoter must keep
in tune with the times . . . with life-
styles, trends, new product entries in
food and fashion. You name them,
and we've bet'n there.

Tus the ew years,
come lheE::' food widxpuueol all
ages. ethnic back sex, color,
income. The slimmest model, the
brawniest athlete, the city career gal,

has be-

[E )
the suburban matron; Julia Child, Jim

Beard — restaurant tor or party
caterer — all are PASTA freaks, and

promises to be the food vogue of
meculeahud.

Objectives
And so it is in 1980 we address our-
selves to the overall goal of increasing
pasta sales via a Communications
Campaign with these objectives:
@ reinforce consummer recognition
of pasta’s many merits;
e promote pasta as an inexpensive
source of nutrition;

@ stress importance of run:hulng
American-made pasta for the best
in quality.

Our strategies for this year's cam-

pﬂlsnA Basic Consumer Education
“Pasta Means More for Less”
playing up today's hot buttons of
MORE nutrition
MORE convenience
MORE versatility
for
LESS money
LESS time
LESS calories

2)Anﬂni-umlnlgn."l’uh...
Food for Athletes’, with em on
com carbohydrates and pasta’s
value to sports of all kinds: fortb’l.
basketball, skiing, tennis, bashill,

jogging, bicycling, swimming, likig.

Publicity in 1979-80
In calendar year 1970 we totaled
118 major stories on PASTA in con-
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for the first 10 months of 1080 i di.
cates that we are keeping up 't
year’s pace.

Here are some highlights and spec.
tacular results in the first six months
of 1980:

Our first break was with Good

Magazine with a dr-
culation ng more than 5 million
homemakers in the 35 ard older age
group. The February issue ran its
Big Pasta Cookbook cover story of
“50-Plus Ways to Eat Pasta — Plain
or Fancy, Sauced or Stuffed, in all
shapes and sizes — all absolutely de-
T et uias a8
color pages )
rrdp: glul qur:km serving tips. No
longer does pasta mean just spaghetti.

A readership of close to 2 million
weight watchers read in the March,
1080 issue of Weight Watchers Maga-
zine . . . “Live-it-up Pasta Meals"
which lend “delicious zest to your
meal plan as you lose weight. A low-
fat food and a good source of protcin.
ml can be enjoyed on your weight-

" Nine recipes are i
cluded as well as calorie count.

Another 25 million homemaker: in
the older than 35 age group read the
issue of Woman's Day in a cvlor
feature geared to convenience of |-
ta — "Make Two, Freeze onel” — al ng
with microwave reheating instiic
tions.

Woman's Day Cookbook Magaz iic.
Simply Deliclous Maals in Minu'cs,
out this summer, featured a 12-p ¢
section entitled: “Pasta i
which carried an NMMA color ph to.
Two pages were devoted to “Wihich
Shapes to Buy, How Much to buy.
How Much to Cook, How to use | +{t-
overs, Basic Cooking Directions. 24

recipes — each menu. Circula:
tion: 900,000.
July's House Beautiful was read by

approximately 2 million upscale
homemakers ywho do a lot of enter
taining. Blowup reads: “Remembet
when meant just plain spaghet
ti? Today, it'’s a whole new world of
shapes, sizes, textures, even flavor

THE MACARONI JOURNAL

P ple are eating it more and more
o en — and nobody’s calling it fatten-

w "
Modem Bride
Our placement in a summer issue of

Modem Bride is entitled “Let's Cook
Itdian.” This feature which credits
NMMA runs three pages. "Pasta is
the staple dish of Italian Cooking. En-
tertain your guests with a show-off
entree.”

And reaching the pre-bride market
in Seventeen's July issue is this rata-
touille party dish made with macaroni
bows. Circulation: 1,450,625.

August's Redbook, the favorite mag-
azine of young marrieds, addresses
toe economy of with “New
:.I:ug Recipes for Pasta.” Blowups

; |
1) “The hand that holds a fistful of
over a pot of boiling water holds
rl:nmlklngspg an luﬁuigle variety of
marvelous meals — from quick, plain
and very inexpensive dishes to rich
company concoctions.”
2) And also Nutrition. "Pasta con-
sists mostly of carbohydrate, some
and very little fat. The car-
bohydrate found in pasta is a ‘com-
plex’ caibobydrate and is nutritionally
more beneficial than simple carbohy-
drates such as those found in gran-
ulated sugar.” 14 recipes. Circulation:
1,/03,851,
The August issue of Working Wom-
one of the new magazines to re-
t today’s living, adapts pasta to the
styles of its more than 1 million
Jers and shows how to fit good
d into a tight schedule.
\nd, finally, today’s glamorous Cos-
politan , some 6 million
ng, found in the October issue that
v could keep their beautiful figures
| still eat pasta.
If your mouth waters at the very
m ation of ate-pleasin tas,
he ¢'s good ncs':l nnﬂa!-sizfd [l::tinn
to .ed with light and luscious sauce
w. ! et you lgt'wcr than 300 calorics!
S0 start the water boiling and read
on
In line with our mln!-f:am[_uign.
*Pasta , . . Food for Athletes”, we
had this placement in Family Weekly
Sunday Supplement on February 17,
H;ﬁtlcd "Foods from the Winter
Olympics™ highlightin taas a
mpE?mxboﬁ;-l:lfﬂe Foumr sports
enthusiasts. Lead-off recipe is our
chicken noodle soup. Family Weekly

Maxch, 1981
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appears in 352 newspapers with a total
circulation of 11,942,602

The New York Times paid the de-
finitive tribute to pasta’s progress in
the world of gourmet foods . . . “Mak-
ing the Most of Pasta™ “If we had to
make a list of the major developments
in American taste within the past dee-
ade, it would most certainly include
the discovery that there is more to
Italian pasta than spaghetti and la-
sagne with tomato or meat sauee.”

Newspaper Color Pages

Newspaper wolor pages is another
avenue for [eaturing pasta.

Dallas Times-Herald highlights low-
calorie pasta dishes, “the spaghettis,
linguinis, and the lasagues of the
world want their reputations deared.
They are not the villians responsible
for Dallas’ bulging waistlines, The
only thing they stretch is your bud-
get.” Circulation: 241,208

A two-photo feature in the Daily
Oklahoma [eatures versatility, while
The Birmingham News features coon-
omy.

In the category of newspaper syn-
dicates we hope to wind up 1950 with
pasta breaks to equal last year's num-
ber of 155 with a potential circulation
of more than 1 hillion. Three place-
ments” ran this period in the News-
paper  Enterprise  Association food
pages with circulation of 25 million
cach. Each ran with one of our photo-
gaphs and “Pasta™ headline geared
to versatility, convenience and econ-
omy.

Two other symdicates — Associated
Press and King Features — stressed
economy and nutrition.

Major market newspapers, Houslon
Chrunicle, Mobile Register, Knoxville
Journal, Providence Joumal, Colum.
bus Dispatch, St. Louis Globe Demo-
crat, and Cleveland Press, cover left-
overs amd budget stretchers.

The grocery trade press is constant-
ly alerted to our pasta campaign
themes. Store operators are reminded
that “Pasta Means More for Less™ amd
pasta’s sales impact on related items.
A recipe for Spaghetti with Meat
Sauce illustrates Imw a $1.00 purchase
of spaghetti sells $1007 in related
foods such as tomatoes and herbs,
onions, cheese, and beef.

National Macaroni Week

National Macaroni Week has for
many years been a key promotion in

the consumer press. Our campaign
theme with appropriate feature ma-
terials went to all media in celebra-
tion of this event October 2-11. 93
television stations across the country
usedd this program kit to herald the
event. And well-known food show per-
sonalities in major market areas dem-
omstrated for viewers these recipes:

o Naked Noodles with Spinach and
Yogurt — photographed in the gift
casserole \\'Lirh was sent to cach show
persanality. A durum wheat design
is on the bowl.

o Macaroni-chicken dinner; spa-
ghetti with vegetables; spaghetti with
tuna and broceoli,

This is a small portion of our na-
tional coverage on pasta in the con-
sumer market. Supporting our major
themes is a variety of collateral: cook
booklets; leaflets; recipe sheets which
are offered to food n‘ilnﬂ and opin-
ion leaders in “grass roots” arcas as
well as major markets. This is a sam-
pling of currently available material.

Newest leallet is “Pasta . . . Food
for Athletes™ which 1 hope ; ou've seen
all around Pastaville, USA, since we
made this the theme of our store dis-
play contests in honor of pasta. This
same leaflet has been offered nation-
wide in supermarket outlets to em
phasize the role pasta plays in energy-
demanding sports as well as in general
nutrition. It is also being offered in
such publications as Athletic Train-
ing and other magazines read by
sports specialists,

Foodservice

In December, 1976, we were given
an added assignment with additional
budgeting to promote pasta to the
Foodservice Market. This area had
previously been handled by another
ageney. Our efforts were targeting in
the first two years to achieving pasta
visibility in foodservice  magazines
read by the major segments of this
market serving  restaurants, hotels,
fastservice outlets, hospitals, schools.
We soan realized the need for a major
cducational tool to tell operators of
these fodservice outlets how pasta
could help them hoost profits, as well
as |1rm'idc- an importaut contribution
to the nation’s nutrition.

Our answer was a Pasta Foodserv-
ice Manual. This is a wnique docu-

IContinued cn page 22)
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Publicity and Promotion

(Continued from poge 19)

ment, the first of its kind, mtion
pasta as a sales tool to the ice
industry. The Manual goes back to
pasta’s roots, as it were, and durum
wheat, semolina, its many shapes, how
it should be cooked, stored, merchan-
dized. Always the bottom line pointed
out pasta’s cost efficiency, its menu
price Hexibility, its profit power.

Distribution of the Manual began
this spring. We distributed only 250
Manuals on a complimentary basis to
fcodservice executives and marketing
directors of major contract feeders,
fast food chains, airline feeders, 50
state colleges/universities. In addi-
tion, we distributed the Manuals di-
rectly to our contacts in the foodserv-
In-prennndlomembenddw
NMMA.

This initial distribution generated
.equests for hundreds of additional
copies which we have sold for $10
which covers printing, postage, and
handling costs.

A profile of these orders includes
such outlets as: Mamma Leone's, Piz-
za Hut, Charlie O's, Long John Sil-
vers, Lexington, KY, Zorba's Pizzeria,
Ana Maria, FL, Poor Boy's Steak
House, Clovis, NM, Pizza Villa, Janes-
ville, W1, The Concord Caterer, Bur-
ling. MA, Antonio’s, Simsbury, CT,
The Old Spaghetti Warchouse, Daullas,
TX, Guiseppi's Italian Station, Abi-
lene, TX, Everybody’s, Inc., Atlanta,
GA, University of San Diego, Esso
Travel Center.

We continue to distributed Manu-
als requested in reader columns of
foodscrvice magazines to a broad-
spectrum market.

Our first major placement was this
one in Michigan's Food and Beverage,
a monthly magazine with a circula-
tion of more than 16,500 restauran-
teurs in the state of Michigan. “Pasta
Means Profit™ captions the photo of
spaghetti on the February cover. The
editor has uced our Manual
word for word in a photo offset ver-
sion on special pasta paper. He pro-
logues our chapter titles with: “Dur-
ing the next nine months, Michigan
Food and Beverage will publish the
information listed below. Hemove the

ges and place in a loose leaf binder
r:r your files and consideration.”

A significant placement was the

story entitled “Pasta Plus™ which ran
22

in the May issue of Restaurant Busi-
ness, a national publication with a
circulation of 70,000 reaching o
ators serving 30 million meals per day.
This major seven-page feature repeats
a large percentage of the information
in the Manual. It zeroes in on the ver-
satility of pasta, its nutritional and
economical value, as well as our cook-
ing, storage, and yield data. Brief case
histories are incorporated of how vari-
ous restaurants merchandise pasta
for profit.

School Food Service Joumal, Sep-
tember issue, a major trade magazine,
gave the Manual a full page feature.
This feature is headed with a credit
to NMMA, Durum Wheat Institute,
and North Dakota \Wheat Commission,
An overview of the Manual tells about
the various wheuts ta is made
from, gives cooking tions, stor-
age and reheating directions. Addi-
tional mention is given to the illustra-
tions, charts for control, cal-
orie counts, and cost/yields as H“E
an “casy and reference.
Circulation: 54,820. Meals per Day,
45 million. We have already had 368
inquiries from this iusest.

“The Wonders of Pasta™ headlines
the cover of Food Management mag-
azine for September, 1950, with an
enlarged ruul shell dominating the
dramatic full color cover. The cover
is only the beginning of the pasta
story — 6 full inside pages, two and
one-half in full color, are devoted to

a with an additional six pages
offering 15 new pasta recipes.

Confirming the value of the infor-
mation incduded in the Manual is a
description of the four types of pasta,
nutrition information, and cooking di-
rections. Circulation: 49,746. Meals
per Day: 34,013,000,

Educational Program

Supplementing our agency's work
with the media is the educational
program which the NMMA handles
through Bob Green. Still in distribu-
tion is the industry film “Durum . ..
Standard of Quality”, a real dassic
and one of the best of its kind which
was p:oduced by the growers in the
mid-60's. “Macaroni, Nutrition, and
Numbers™ was another motion picture
whith the vers filmed in the carly
70's to explain the nutritional informa-
tion on the packages of enriched mac-
aroni products. These flms are tar-

geted to classroom use, and tog
gamer well over 1,000 showings
year.

Two filmstrips are also in dist:
tion, both developed by the Du um
\Wheat Institute: “Tricks & Ti ats
with Macaroni Foods® is circul. ted
specifically to Home Economics ¢l iss-
rooms; “How to Cook Macaioni
Foods™ is targeted to Foodservice ut.
lets and training schools.

Special Projects

What I have just described are the
basic programs which we carry out
over a year's cam 1 in both con-
sumer areas and outlets.
This is the backbone of any food pub-
licity program and offers the founda-
tion for any special add-on projects.

One such project, which we've re-
peated now for quite a few years, is
the industry’s press luncheon in New
York City which is held in Tiro A.
Segno, the excellent private Italian
eating club in Greenwich Village with
a stafl of chefs sensitive to servi
pasta “al dente”, All the greats a
near-greats in the world of food have
been our guests at this landmark
luncheon \lﬁt‘h has become a tradi-
tion to food writers for major maga-
zines, mewspaper syndicates, cook-
books, daily newspapers, cooking
schools, radio, and television.

Not only does the press receive new
food ideas for pasta, but it has the
o[:rortunity to meet one-to-one v ith
industry leaders, including the CI 0's
of major macaroni manufactu ing
companies coast-to-coast, as wel &
representatives of millers and grov :n-

A brief glimpse of the goinp on
this past sf;amp;:r at theglouh -
nual Macaroni Family Reunion sl l:
that approximately 100 guests a
attendance, including both press wd
hosts. Large tables of six to ten er
mit guests to leam industry news rst-
hand as they enjoy their pasta.

Spaghetti Safaris

Over the )'lem we've had som: ::
citing special projects for pasta
the least of which were the Spagett
Safaris — I in the 60s and 11 in \U§-
ust, 1977, which took place when i
dustry leaders among growers,
lers, and manufacturers foroes
to put together a massive educations!
prog-am for food editors of leading
press outlets. American Home, Better

(Continued on poge 24)
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Publicity and Promotion
(Continued from poge 22)

Homes & Gardens, Family Weekly,
Good Housekeeping, Lady’s Circle,
Seventeen were among national pub-
lications who sent editors to cover the
event,

Special collateral was developed
inclmg a Pastaport of scheduled
cvents; a pith helmet to protect city
folk from the hot sun which tumed
out tv be not so hot after all; a com-
plete press kit with handmade cover
of safari cloth which included new

0s, v, and recipes; a “com
my" n:lpe’lmm durum wheat as a
cherished artifact of the trip; special
menus from the Minneapolis Club;
samples of grain from the mill; and
probably most prized of all, sheaves
of durum wheat newly swathed and
collected for fall bouquets by the
editors themselves.

Some highlights were the take-olf
in our chartered plane from the Min.
nea airport for Medora and a
pitchfork fondue barbeque :I:‘E a
mountain overlooking the Badlands.

Viv Wright, our hostess in Edmore,
and her food committee outdid them-
selves with the pasta picnic buffet
lunch. We visited the wheatficlds to
ride combines and observe the wheat
being swathed. The local North Da-
kota press gave us front page treat-
ment along the way.

Results of the Safari were:

e Dorothy Polson, food editor of
the Phoenix Arizona Republic in true
reportorial style uced a complete
food section of the Safari with pages
of photographs, copy, and recipes.

eMarilyn Hansen devoted two
Sunday features to pasta products.
Her economy cover story, ~“Money-
Saving Pasta Dishes™ used our photo-
graph and seven recipes.

e Mildred Ying, food editor of
Good Housekeeping in  December
and January issues included pasta
products in two major color stories.

@ Adelaid Farah gave a strong nu-

trition plug to pasta. Her copy accom-
ylnp'nghwo-pge color spread fol-
l:wncd nine of our recipes complete

with calorie count was in January's
Family Health, Pasta Pointers are di-
rections on how to cook pasta and
quote the Naticnal Macaroni Institute.

@ Better Homes & Gardens’ Doris
Eby put pasta on the February cover
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and inside color page in a feature on
“How to Jazz Up Everyday Food.”

Pastaville

And now we come to Pastaville,
USA, the first, we hope, of many Pas-
taville USA celebrations. Despite a
'ste start, only two months to
for an event which we would
gencrate  national publicity, we've
done well.

In mid-October, the Pastaville,
USA story and of events was
sent over the UPI Wire Service with
a New York dateline to hundreds of
member nationwide, It ran in
the Salt City Desert News, the
Cleveland, Ohlo, Press, the Peoria
Joumnal Star, and Van Nuys, Californis
Valley News — as well as local North
Dakota papers. UPI radio picked up
the story, and Dennis Hill was inter-
viewed on a live broadcast from San
Diego.

The Speediest Spaghetti Slurping
Contest got a boost from a

which ran with Pastaville, USA story
in the NEA story in the NEA Picture
Service Syndicate.

On October 29 Les Thurston re-
sponded to a phone-in interview with

e Fargo Forum.

On Thursday, November 6, Bob
Howard made a special trip to Fargo
where he a in 10-minute ta-
pings on NBC, ABC, and CBS affiliate
shows broadcast throughout North
Dakota.

On Friday, November 7, Pastaville
USA gut a salute on the Today Show
when Willard the Weatherman show-
ed off his PASTA key to the city of
PASTAVILLE.

On Saturday, November :-'d Associa-
ted Press sent a reporter photo-

pher to cover the Pastaville events
of Rigatoni Run, Slurping Contest,
and Spaghetti Spiel.

Throughout all these events local
newspa were on tap, and local
television stations did pre-
week featurettes on the Slurping Con-
test, the Run, and other events.

Special footage of the festivities has
been tailored for the Tumer Cable

TV Network, to be shown on all their
News Subscriber stations.

Both NBC's News Serv-
ices and CBSs Closed it TV
wire services are schedulin

of PASTAVILLE, USA Fnt use at
will by all outlets.

A Talk to Food Editors

While income continues as a m or
factor in food consumption ha! s,
time has it as the “limi
for most Americans, E. Robert Kin: v,
chairman of the board and chief «-
ecutive officer of General Mills, | ..
said in an address at the 1980 Nev s
rpﬂ' Food Editors Conference in
Minneapolis.

In welcoming the newspaper food
editors to “An Evening at Gencral
Mills” at the company's headquarters
offices, Mr. Kinney pointed to major
changes in eating patterns, including
an increase in the need for conveni-
ence foods, a growing interest in
health and physical well-being and an

increase in eating away from home.

Constant Change

“Consumers want different things
today from what they wanted 10 to
15 years ago,” Mr. Kinney said. “Fur-
thermore, there is little doubt that
they will want different things five
years from now than they want to.
day.”

Mr. Kinney pointed out that Gen-
eral Mills “devotes millions of dollars
to lraming what the nation’s men,
womren and children are thinking and
planiing, how their lifestyles are
changing, how they are acting in the
marketlace.

*With the sophisticated tools of
marketing research, we probe ‘ic
thinking of more than a quarter ¢!
million mﬂn every year. We ©
tinually y the economic and
ciological environment, and we d!
on the resources of the Betty Croc
Food and Nutrition Center, with t!
thousands of contacts annually.”

Mr. Kinney explained that si
1974, General Mills has commissio!
American Family Studies to expl r
views and actions of families.

“Now,” he continued, “we h ¢
commissioned the research firm of
Louis Harris and Associates to cond it
a study on the impact of work anl a
changing workforce on the family
dn:&lng family priorities on the
workiorce,

SIE?Pe
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Stability and Persistence
te changing consumer wants
and needs, Mr. Kinney said, “there is
a great deal of stablity and persi
tence in the way Americans eat.
“Food habits are difficult to chauge-

i v i
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Ths is especially true in certain cate-

ries where, years ago, su pro-
ﬁ ts were developed which uniquely
st shed consumer needs.” Mr. Kin-
ne: cited several products as exam-
ples. including some basic General
Mills products, including Gold Medal
flour, Bisquick, Wheaties and Cheer-
jos. At the same time, he emphasized,
the extraordinary growth of yogurt is
an example of how eating patterus
change and consumers develop new
wants and needs.

“Clearly, afluence is one of the fac-
tors affecting eating patterns,” Mr.
Kinney said. “As a nation, the US. is
wealthy, Most of us have enough in-
come to be able to make choices in
food. Although income is traditionally
the limiting factor in food consump-
tion for many, time, for most Ameri-
cans, has now it as the lim-
iter. With the number of women in
the work force increasing almost daily,
with the number of working mothers
dimbing dramatically, time is at a
premium.”

Mr. Kinney pointed out that all
time limitations are not related to de-
mands of work. "People wish to spend
their time, the stuff of which life is
made, in whatever way fs meaningful
to them — whether it be selling or sail-
ing. running or resting,” he said.

“This desire to do one’s own thing
has perhaps reached a zenith in this
country today. Although individual-
ism has always been prominent in cach
of us, in today's society it is emerg-
:ng to a greater degree than ever be-
ort

* ‘oung and old alike say, "I am dif-
fer: it. I want to live as much as
sibi. by my own rules.” Individuality
proability accounts for the success
of v many varieties of ready-to-cat
cerals. It may account for the cur-
ten. love affair with salads in a variety
d f .mn_.

New Products

Mr. Kinney said that General Mills,
rawing on continuing studies of con-
wniers, “seek to identify products
that will be successful in consumer
senvice and succesful for General
Mills.™ He cited the following as pro-
ducts "which we hope will be winners
in the 1980's.

“e Our latest entry in the cereal
market is ¢ Wheats 'n Raisins.
Itis the frst product to offer raisins

Maxcn, 1981

with a cereal other than bran. It con-
sists of crisp wheat flakes, with soft
plamp raisins. tl is fortified to 25%
of the US.R.D.A.

“o We are introducing  Granola
Clusters nationally as a companion to
our highly successful Granola bars.
Convenient for people on the i,
they are a portable food with natural
ingredients and nougat centers sur-
rounded by granola.

“e For people interested in weight
comtrol, we are testing Light Style
Cake and Frosting mixes, They con-
tain one-third fewer calories than tra-
ditional layer cakes, yet have no ar-
tificial sweetners, Part of the secret is
a shortening blend with a reduced
umount of sugar.

“e For snackers who are looking
fer something differenct, we are test-
ing Fruit Roll-Ups, a snack made with
real fruit.”

Mr. Kinney also cited product im-
provement “to keep abreast of evoly-
ing consumer taste” as well as the
company’s expansion in the restaurant
business.

Food Prices

“As we lry lo serve consumers as
they wish 1o be served,” he added,
‘we are well aware of the universal
concern for food prices. Inflation and
its impact on what we buy and par-
ticularly what we eat is a problem for
mast people.

“Frankiy, the outlook for food
prices in the next two or three years
is not encouraging. As costs of what
goes into producing food continues to
rise, they must be reflected in what
we all pay at the checkout counter.
Generally, all prices for food are ex-

ed to increase about 8% in 1950,
11% in 1981 and 10% in 1982. Even
so, food is still a relative bargain in
this country. Today, it takes only
18%4¢ of the average person’s dollar
of disposable income, the lowest
amount of any nation in the world.
As consumer income grows, consum-
ers’ food expenditures should require
an even smaller percentage.”

Mr. Kinney announced th:t the
company's corporate planning -
mm{nul!;d B:{x Cmrz:lkcr melrp:::l
Nutrition Center are pre g a ser-
ies of quarterly bulletins for distribu-
tion to newspaper food editors pre-
senting facts amd insights about the
consumer of the 1980,

g

Time-Life Pasta Book

Time-Life Books, Alexandria, Vir-
ginia, has a new one out on Pasta —
The Good Book, Techniques and Re-
cipes.

Pasta is called “an esteemed staple”
in the introduction which names
noodles, couscous, dumplings, won
tons, macaroni, rigatoni, spaghetti,
tubetti, vemicelli, fettucini as a few
of the many varieties of pasta. A pri-
mer of shapes is given with internz-
tional variations. Redi for three
basic sauces include white sauce, to-
mato sauce, and meat sauce,

Chapter 1 cover making fresh pas-
ta, "a simple art with rich rewards.”
Filling ‘mla packages is the making
of raviolis.

Chapter 2 deals with boiling, poach-
ing, and steaming — tenderizing with
liquid. A casing of coiled macaroni
illustrates the spectacular molding of
long macaroni.

Chapter 3 is about baking — meld-
ing flavors in the oven, Macaroni and
cheese, lasagne, cannelloni are among
the classics,

Chapter 4 tells about frying — a
range of unexpected textures. Fried
noodles, crusty chow mein, fritters
and croquettes utilize noodles in un-
usual ways.

Chapter 5 is about dumplings — en-
suring a proper puff to pillowy ac-
comnaniments leavened with yeast.

There is an anthology of recipes, a
recipe index, as well as a glossary and
recipe credits which includes one of
the best sources for recipes we know
of. Profuse with illustrations and step-
by-step instructions, the book is a tre-
mendous work.

A Pasta Foodservice Manval
containing
(1) Pasta as a Sales Tool.
(2) What Is Pasta? Some Defini-
tions,
(3) Pasta Categories and Shapes
(4) Packaging, tSorage, Cooking
Directions
(5) Food service Equipment and
Pasta Preparation.
(6) Nutrition and Calorie Counts.
(7) Cost/Yields of Pasta Products
and Trade-up Tips.
(%) Merchandising Pasta
9) Pasta in Trade and Foodservice
Media,
Write N.MM.AL, P.O. Box 336, Pol-
atine, 1L 60067, Price $10,
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Reliable Performance

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

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

@ All stick conveying chains and drives are heavy duty and con-
. tain sutomatic tensioners. Dryers have lubricating systems re-
. quiring an absolute minimum of maintenance.

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

| ® Motcrs, sprockets and drive chains, in addition to electrical
- and climate controls, are standard U.S. components.

Efficient Energy-Saving Design

* New dryers are smaller sized. High temperature and high

humidity drying requires a minimum volume of fresh air. Fan Super sanitary design for easy
motors for air circulation are mounted inside dryers, utilizing 'm“;ln':-::rc':' :.ll.-nlnllc 'n'-:-l;
100% of elactrical energy. (New style, energy-elficient motor is U i -
optional). A most energy-efficient design! NS Phrta. e vix poiy.
* Panels are 1%" thick with polyurethane foam core. Aluminum construction prevent condensation.

lining on inside for heat reflection and absolute vapor barrier.
No heat bridges.

Bacteria Control

® Hijh temperature drying controls bacteria growth. Dry bulb
~ le "perature is adjustable from 100°F to 180°F.

® D: ser is absolutely tight, yet easy to clean, maintain and super-
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:u‘ z. = vi: 3. Swing-out side panels extend entire dryer lenglh, allow-
| { .-_' in: fast cleanout and service.
LS To; Quality Product
& )
N / 3 * Hi h drying temperatures in both final drying stages improve
2 " pr duct texture, cooking quality and appearance.
T80, & + 8 high temperature drying ensures a straight product, Each hetli strand travels exactl
Long goods line with maximum capacity of 3000 ibsh. Line consisid o) Bautle o SueK Raturr iy el Lers of today. The high tumidi ihe same path, 80 you can count on
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Noodles by Leonardo

Jim Baccus, staff writer for the Far-
go Forum, had a full page feature
with pictures recently on the mill and
macaroni plant at Cando, North Da-
kota.

Noodles By Leonardo is a com-
pany in a hurry. Groundbreaking took
place August 16, 1979. The building
was up by Christmas and machinery
from ’tnly and the US. was Bowing
in. Pasta uction began last fall
and now they are working to get the
mill started up.

Head miller is Tim Dodd, age 26.
He is a former employee of Intema-
tional Malting Foods, Kansas City.
His wife, Mary, is quality control su-

. She formerly worked for
ADM.

At 58, vice t Jerry Mohr
says he's been in all phases of tho
business, incdluding manufacture and
pasta-making machinery. His

uction and control supervisor,
Vilmar Hegener, has been in the
business 33 years.

Recently the plant moved to two
8-hour shifts, packing in ten hours
what the lines produce in 24. The
plant has 55 employees. When it is
rolling at top speed, it will employ
about 150. Distribution to date is in
North Dakota, Minnesota and Wis-
consin, but mana it is confident
their products will become available
nationally.

Mohr says the plant is an extension
of the driving energy of its owner,
Leonard Gasparre, a Minneapolis de-
veloper, Gasparre is reported to be
negotiating with banks for a new pasta
plant and mill in Langdon, North
Dakota and eventually plans to op-
crate five plants in the state.

Cando loves pasta—and the pasta
mill and factory.

“This new development has meant
a great deal to Cando and the whole
arca,” says the Rev. Lambert Stud-
zinski of the Sacred Heart Church.
“Look, it's boosted the churches’ pop-
ulation in this ecumenically-minded
town,” he says. “We've invited Jerry
Mohr to speak about the plant at the
next meeting of the ministerial asso-
ciation.” As Noodles by Leonardo’s
public relations man and as the enter-
prise’s most enthusiastic spokesman,
Mohr will go.
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Compony is one of the nation’s oldest ond largest full line componies ond hos the
widest distribution of W products of ary comp in

Bow 1981. Mr. Ravarino continues his asso-
o ) : ciation with the company as a full-
= C:;:d;;l mllsegil to New Orleans o0 o cultant.
bnisaor, ¥ e Belore joining T-F last fall, Mr.
-“E' E‘hwe '&:‘ :;' ':;c:‘:'w m: Muhlenkamp served as Enancial vice
mers tickets to the super bowl. The ident of the t company,

one they have in mind however, is
a bowl of Prince Supuml-lill:e :utprr
high-protein a successfully intro-
dm yel:.“

Full page advertisements created
by Venet Advertising offered tickets
in the form of XV¢ b::u[;‘m;u tl::ﬂw;ﬂnl
the purchase of a s
“Only one could make it to the
super bowl,” the copy reads, “Super-
oni-America’s Super Bowl.

The ads appeared in Wednesday,
January 21, 1961 issues of The New
York Times and the Boston Globe.

“The NFL Super Bowl has become
the number one sporting event in
terms of viewing audience in this
country,” states Zal Venet, president
of Venet Advertising, "Aml.l u‘:
couldn't asu nity
attract what we hﬁlrc\mbc un-
precedented attention for a print ad.”

New President at R-F

Emest J. Ravarino has announced
the appointraent of B. J. Ben Muh-
lenkamp as President of Ravarino &
Freschi, Inc., effective January 1,

TP

HM Holdings (USA), Inc. and as
controller of Indian Summer, Inc.. a
subsidiary of RHM Holdings (US\L
Inc.

A graduate of the University of
Dayton, Muhlenkamp is a Certif:
Public Accountant. He is a meml
of the Ohio Society of Certified P '
lic Accountants, the Indiana Soci
of Certified Public Accountants, &
the National Accountants Associati -

Mr. Ravarino stated in the v
nouncement: My love for and int r-
est in Ravarino & Fresdii, Inc, is * 0
deep to demand less than my full | r-
ticipation. 1 have enjoyed the fric }-
ships and associations that I have ¢
veloped in this industry during ¢
past years and look forward to .o
tinuing these fine experiences in ‘he
years to come.”

———

Zimmerman Appointed
Richard A. Zimmerman, presidest

ms « Harold S. Mohler announced.
In addition, Zimmerman was ap-

ited to the board of managers of
the Milton Hershey School, acconding
to r. John O. Hershey, chairman of
tha boanl.

the Hershey Tiust Company serves
o tustee for the Milton Hersls
School.

At Hershey Foods Corporation,
Zimmerman directs Hershey's five op-
enating divisions, including Hershey
Chocolate  Company, Friewdly loe
Cream Corporation, San Giorgio-Skin-
ner, Inc. (manufacturer of pasta pro-
ducts), Cory Food Services, lm-. {ollice
coffee service), and Hershey Choco-
late of Canada. Also repoiting to him
are the corporation’s international op-
enations, science and technology, and
human resources.

Crop Quality Council
Chairman

Wiliam . Hay, Vice President and
General Manager, Flour Milling Op-
erations, The Pillshury Company, was
tlected Chairman of the Crop Quality
Council board of directors at its 59th
amual meeting in Minneapolis.

Hay succeeds Earl N. Sonnesyn,
Viee President and General Manager,
Grain Operations Division, Interna-
tioral Multifoods Corporation, who
will continue as a diredor.

I Robert Kem, Vice President Op-
ons, Milling Division, Peavey
¢ pany, was elected Viee Chair-
of the Council and John M. Sel-

Vice President, Northwestem
mal Bank of Minneapolis, was
d Treasurer. Vance V. Goodfel-
vas reelected Council President.
her Council ditectors include:
. 1, Hale, President, ADM Milling
Co. Shawnee Mission, KS; Lowell
Ha ens, Asst. General Manager,
G\, St. Paul, MN; Richard F. Hol.
bnc Viee President, DeKalb Ag Re-
sew h, Inc., Axtell, TX; Thomas ).
lee Vice President, General Mills,
Inc. Minneapolis, MN; Melvin H.
Mid lents, Div. Vice President, Com-
modity Marketing, Cargill, lnc., Min-
veapolis, MN; Lloyd E. Skinner,
Chairman, San-Giorgio-Skinner, Inc.,
Omaha, NE; 11. B. Stoker, Jr., Presi-
dent, Atwood Larson Co. Minne-
gli!. MN; Linus L. Tumbleson, Dir.
Agricaltural Development, Burlington
Morthern, Inc., St. Paul, MN.
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Wiliem H. Hay

The Crop Quality Council is in-
volved in educational and  research
activities involving cereal grain pro.
duction,

Richards Joins Aseeco

Appointment of William ). Richirds
t the newly-created position of Viee
President, Administration amd Market-
ing for ASEECO Corporation  was
announced by Vaughy Gregor, presi-
dent.

In this new position, Richards will
be responsible for market planning
and sales promotion fundtions as well
as administrative duties.

Prior to pining ASEECQO, Richanls
serverl as Viee President, Planning amd
Administration, for a major transpor-
tation company. He has also served in
a number of management. inarketing
aid engineering positions at- major
corporations.

Richards, who carned his engineer-
ing degree from the University of

Minnesota in 1962 and his Master of
Business Administration from UCLA
in 1968, resides in Yacific Palisades
with his wife Dorothy and two daugh-
ters,

ASEECO  Corporation  maintains
corpo ate headguarters at 5557 West
Olympic Boulevard, Beverly  Hills,
California. They design and produce
ustomized bulk material moving sys-
tems including vibrating, belt, and
huchet conveyors,

Campbell VP for Procurement

Camphell Soup Company has an-
nounced the appointment of Hal C.
Ransom as Vice  President-Procure-
ment.

Mr. Ransom joined  Campbell in
IHY as Assistant Purchasing Agent
at the Chicago Cauned Food Plant.
He served ina variety of sales, pro-
duction and purchasing functions at
the Company’s headguarters here and
in the Canned Food and Intermational
Divisions. He was named Senior Pur-
chasing Agent at the Camden Plant
in 1858 and  Dircctor=Procurement
Department  for the Company  in
Fubruary, 1950,

A mative of Nashua, lowa, he at-
tended lowa State University, major-
ing in agricultural coonomics.

ADM Mill at Hudson

The Be d Wing, Minn, flour mill of
ADM Milling Co, will be closed in
midd Febrary, it was anmounced by
1L 1. (Jees Hale, president. The clos-
ing of the 5.000-cwt plant in Red
Wing will coincide with the start-up

(Continued on poge 32)
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ADM Mill ot Hudson

(Continued from poge 29)

of operations at the company’s new
mill in Hudson, N.Y., Mr. Hale said.
The Hudson plant also has capacity
of 5000 cwts. The durum unit of
3,000 cwts at Hudson is expected to
start operations about a month after
the bread wheat mill.

The mill elevator at Red Wing will

be utilized by ADM for sunflower-
seed, flaxseed and other grains, Mr.
Hale said.
Howard 11. Moore, manager of the
Red Wing Division of ADM Milling,
will continue as manager of the Atkin-
son and Nokomis (durum) divisions in
Minneapolis.

Multifoods to Enlarge
$t. Paul Durum Mill

International Multifoods Corp. has
signed contracts with Buhler-Miag,
Inc., Minneapolis, for the moderniza-
tion and enlargement of one of the
company’s semolina mills in St. Paul.
The mill, currently listed at 5,600
cwts, will be ex d to 8,000 cwts,
which will make it the largest single
durum unit in the world. Several
other complexes in the US. have
lazger capacity but comprise two or
more units. Plans are to accomplish
the project within 18 to 24 months
without interrupting production.

Pillsbury Consumer
Unit Strong

Sales and net income of The Pills-
bury Co. in the second quarter ended
Nov. 30 reached record highs with
“an unusually strong ormance”
noted for Consumer Fi operations.

Net income of Pillsbury in the sec-
ond quarter totaled $358.8 million,
equal to $1.93 per share on the com-
mon stock, up 12% from $348 million,
or $1.73 per share, a year ago. Sales
aggregated  $863.6 million, up 11%
from $503.3 million in the second
quarter last year.

In the six months ended Nov. 30,
Pillsbury had net income of $67.5 mil-
lion, equal to $3.36 per slare, up 13%
from $59.5 million, equal to %287 per
share, a year ago. The current Est
half net includes a $2.1 million first
quarter gain from sale of technology
for overseas develo t; the year
ago net includes $1.4 million Ffirst
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qua:ter gain from sale of holdings in
an Australian affiliate.

Net eamings for both the second
quarter and first six months of fiscal
1681, Pillsbury said, reflect lawer esti-
mated effective tax rates than a year
ago, due primarily to increased invest-
ment tax credits and reduced state in-
come taxes. In the first half, taxes oc
income totaled $48.9 million, off 11%
fiom $54.9 million a year ago.

Flour Gains

In the second quarter, Pillsbury
said, Consumer Foods had sizable in-
creases in deliveries of frozen pizza,
family Hour, cake mixes, frosting,
bread mixes, potatoes and sweeteners.
Margins in canned and frozen vege-
tables firmed in the second quarter
due to a reduction in industry sup-

y and are ex to continue to
improve in the third quarter, Pillshury
said,

While Agri-Products had “a fine
quarter,” Pillsbury said results trailed
ll\enmnlpedomamdaym ago.
International operations were again
strong, it said, with European and
Latin  America/Pacific companies
showing solid operating gzins.

Restaurant results were modestly
ahead of the previous year and reflec-
ted the impact of “a soft economy,”
Pillsbury said.

Overall, Pillsbury said, the com-
pany’s record quarter came notwith-
standing an increase mntm in
interest expense, due y to in-
creased use in Agri-Products as well
as higher rates.

“We are pleased that our balanced
portfolio produced record-setting and
above-plan earnings in the first six
months in spite of a difficult and un-

redictable economic environment,”

Villiam H. Spoor, chairman said.

“Earlier we stated we expected eam-
ings per share for the fiscal year to
exceed $5.90. With two excellent quar-
ters behind us, we now feel the $5.90
figure is conservative.”

e e e e

General Mills Peak

General Mills, Inc., posted record
sales and eamings in the second quar-
ter and first hnﬁmkd Nov. 23. E.
Robert Kinney, chairman, attributed
“exceptional” second quarter results
to st-ong demand for the company’s
basic consumer food lines, continued

strength from expanding restaura
ations, scasonal uptums in t
and fashion businesses and benef :
of heavy first-quarter marketing « -
penditures supporting new product i -
troductions and expansion efforts.

Net income of General Mills in tl.-
second quarter totaled $84.2 millio
equal to $1.67 per share on the con-
mon stock, up 37% from $61.7 mil-
lion, equal to $1.22 per share, a ycar
ago. Sales aggregated $1,394,900,000,
up 16% from $1,204,600,000.

In the 28 weeks ended Nov. 23,
General Mills had net income of
$128.4 inillion, equal to $255 per
share on the common stock, up 23%
from $104.5 million, or $2.07 per share,
in the first half a year ago. Sales total-
ed $2,483,900,000, up 14% from $2.-
177,800,000

H. Brewster Atwater Jr., president
and chief u-penting officer, said each
of the company's five major business
areas contributed to frst-half sales
growth, Each, except Specialty Retail-
ing, also made important contributions
to the eamnings gain, he said.

Consumer Foods exceeded its ob-
jectives in the second quarter and
achieved unit volume growth of near-
ly 4%, Mr. Atwater said. This includ-
ed volume gains of more than 6%
by ready-to-eat cereals and layer cake
mixes, 5% by family flour and 13'¢
by Bisquick baking mix. Support d
by new products and market expa: -
jon, the Nature Valley line of gran:
products grew by 31% and Y:r‘ t
yogurt by 55%, Mr. Atwater said.

Duting the second quarter, Gent !
Mills retired three 4% % promiss: *
notes, with face value of $10 mill 1
cach, due May 1 of 1982, 1083 & J
1934. This resulted in a $3.3 mill »
after tax gain.

The second quarter results, = ©
Kinney and Mr. Atwater said, sho d
ensure attainment of record sales : d
earnings in fiscal 1881,

They cautioned that General M iIs
expects the economic environmen! to
be negative during the remainder of
the fiscal year that further o1
ating gains before last in, first out .-
justments would not be large. Mr. Kin
ney and Mr. Atwater said it was too
carly to estimate LIFO charges for
the remainder of the year due to Vo
latile commodity markets but cav
tioned that the company espects &
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slightly over the past two years,
lﬂﬂlnldﬂnp::nmdm
en interviewed continue to be-
lieve Americans are more inter-
ested in nutrition than they were
just a few years ago.

Health and Food Outlook: When

1) Watch their weight (+39%
net difference)

2) Watch their calories (+30%)

3) Read books about
nutrition and diet (411%)

4) Substitute wine for hard
liquor (+9%)
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NUTRITION VERSUS INFLATION: BATTLE OF THE ‘80’s
The “Second Woman's Day/FM! Family Food Study”

conducted by Yankelovich,

Skelly and White, Inc., and

co-sponsored by Woman’s Day Magazine and
The Food Marketing Institute

and less likely to:

5) Drink alcoholic  beverages
(-19%)

® Physical Fitness: The public’s in-
terest in physical fitness, once
regarded as a possible fad, con-
tinues strong. with 72% of the
people reporting that they are
doing either the same or more
exercise than they did last year.

®* New Values: Almost one out of
two men and women (48% ) con-
tinues to subscribe to a more un-
conventional approach to diet.
The percentage is exactly the
same as in 1978. The “Unconven-
tionals” believe that it is not im-

that each meal be bal-
anced, but rather subscribe to the

of the balanced day. Ac-
cording to the Unconventionals,
you can cat any kind of food at
any meal.

* Food Ingredients: Concern about
pﬁﬂddel. additives, cholesterol
and sodium and the importance
of fiber has neither increased nor
declined. Consumers in this
study were grouped into high.
moderate and low levels of con-
cem about food and food addi-
tives; each p comprised
about a third of the marketplace.

® Behavioral Changes: About one
out of three consumers (38%)
agrees with some of the experts
that people will probably eat
better during a period of eco-
nomic difficulty, since they will
have to cut down on snacks and
convenience foods. There are in-
dications that this is indeed hap-
pening. A majority of consumers
(78%) are making major (30%)
or minor (48%) efforts to im-
prove their diet.

IIL. Negative Signs

Signs of ge: Running throy

the results of the study are fnme enri::

mg signs ll:{l the public’s interest
pursuit gnoJ nutrition ma

be declining: :

* While 72% of consumers con-
tinue to believe that Americans
are more concemed about nu-
trition than they were five years
ago, this preoccupation with nu-
trition appears to have croded
somewhat during the past two
years. Asked a similar question
in 1978, 81% of consumers re-
sponded that they thought con-
cern with nutrition was on the
rise

Men and women agree that they
are eating more nutritiously than
they did two years ago, but the
rate of improvement is decidedly
down from two years ago. In
1980, 38% of consumers

that their families’ eating

had improved; whereas in 1978,
54% reported that their families
were eating more nutritiously.
Sticking to the budget and the
high cost of food are more than
likely to be mentioned as barriers
to good nutrition in 1980 than
they were in 1978 — especially
among those most affected by in-
Hation.

Fewer people than in the past
are payinf a lot of attention to
nutritional labeling (21% now;
28% in 1978) and similarly, the
number of people who are pay-
ing no attention to labels at all
has increased (H% now; 28%
in 1978.

* Currently 28% of men and
women say that they are definite-
ly not well informed about nu-
trition, compared to 13% who
felt this way two years ago.

Limited Definition of Good Nutrition:

The definition of a “well-balanced
diet” for the vast majority (80%) of
consumers consists of having enou,
meat, vegetables, dairy products and
fruit (61%), or just eating normally
(19%). Only a small minority (20%)
believe that it includes checking the
daily intake of all the necessary
proteins, vitamins and minerals.

(Continued on poge 36)
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Nutritien vs. Inflation
(Continued from poge 33)

* One out of two consumers (50%)
states bluntly that they usually
choose foods that they like rather
than foods that are
them. Also, a su

outweighing the influence or impact
shortages (12%) or time
pressures (8%).

1V. Nutrition lssues

.'Omouldhmcomunwnm
the nutritional value of

* Consumers continue to want
more nutritional labeling, even if
it adds to the cost (66%).

* The most important nutritional
and content information wanted
on the label right now includes

gar content (41%), vitamins

(35%), protein (35%), and cal-
orie content (37%).

2 Natural Foods

* Interest in natural foods has
neither increased nor decreased
during the past two years.

* Two out of three consumers con-
tinue to agree that natural foods
are healthier than modem pro-

3. Dieting and Weight Control
* The percentage of dieters, adults
who have started or been on a
diet in the previous two weeks,
is approximately the same as it
was two years ago.
4. Fast Foods
* As in 1978, two out of three re-
spordents have been to a fast

oy
[oodmun;tnhthpwmd Reteiler ve. Foed Processor
but percentage -funded study of
m.::mdl?m(h-aduhwh h:‘ml""'wm' e el
mmtﬂllm{dm *w.m between -
ant four or more times in the and f noas
past month) has moved from 17% m segments try to 1308 e

in 1978 to 26% in 1080,

* As in the past, nutritional con-
cerns go out the window when
it comes to eating out in a fast
loodnnmunt".ﬂw %)

* A strong mal say
;ulnl—bh‘nk that the food served
in fast food restaurants is not as
gooduﬂwfnudmwdhlthdr
own homes.

:
i
}

integration

is ripe for vertical in-
* according to the study, pre-
the Federal Trade Commis-

:.-1
{

's'i

5. Vitamins

More than half of all consumers
(57%) do not believe that it is
m}j'z’:‘:;:ﬂllmlﬂﬂm
have a .
; winner of this struggle probahly
V. Family, Children snd Parvoting _ The wianerof thls struggle PEUELS
they move toward “a management
system which seeks more than just
tum[nrljmfoototpﬂ'ﬂﬂd
shelf space.

See Processors Down by 1alf

The report states, “most forecaste™s
.+ » indicate that half the present num:
ber of food will disappear
within this decade. We detect pat-
terns, however, which will weaken the
relative strength of the national-brand

, provide retailers with go-d
m‘!or bukwlrdlnttgul{bn 8'-::
. . . encoursge ln:fnﬂon Lodalc

from the (agricultural) .

retailers looking for wa s
!o?:um thcit“p profits, lh:! will tu
more and more toward private-lal.|

ucts, which will mean nation -

manufacturers will increasin:ly

have to contract their productive 3

pacity for ﬂm[ﬂ\mehbell.ﬂw e
port concluded.

will e

2 s tems

searching for hi
than fooﬁl. This trend into (more nom
food) will exert pressure on chain: 1
idenﬂlydnirnmwmﬂthm*'f{‘
brands of higher quality and Lt
f Another tedh
‘h"ue’mb:“ vate label
ing, allowing the store to retain <
trol over specifications
control.”
“This shift toward more private-label
goods will because “s grow”
ing trend will be high retail conce™

Tie MACARON! JoURNA:

(80% now; 71% in 1978).
* The man should be the main pro-
vider (41% now, 48% in 1978).

Working Women: Men (55%) and
non g women (53%) agree that
the families of working women do not
eat as nutritiously as families of wom.
en who do not work. Working women.
on the other hand, disagree (52%),
but not by a large margin — indica-
lng&n&ﬂehmunnﬂ_nﬂlm
the issue even among themseives.
Advertising to One out of
two men and women continue to
mention that children asking for things
they see advertised on uﬁeviﬂou is
a si; barrier to good nutrition
in households.

Vending Machines in Schools: The
public, induding parents, Is split
down the middle on the use of vend-
ing machines to sell snacks in schools.
Half feel that they should be banned,
half feel that the children should not
be depriwd of the opportunity to
have a treat from time to time,

* Lower-income families — both
* One-income households

_* Parents, especially those with
larger families

Macereni
Redissen Seuth,
April 27-30, 1981

and qu.llih' A

“Such as leased shelf
are not unthinkable,” the study
“particularly if the manufacturer
wants to keep any control over the
space allocated to his product mix.

it bo guaranteed that the for
shelf space will be establ com-
pletely particularly in markets domi-
nated by one or two retail chains®

retailer to have a means to integrate

backward toward the increasingly

competitive raw matesials market.”

Two Views

This private label trend will be
viewed as both an ty and a
threat by national brand %
the study said, l:beywouuwulr an
tunity because be see
w1y: to move forward and Iuckwus
ther selves; a threat because of the
incn ased it will give in-
g ted processors/retail
dists - butors,

“A major battle will develop (as
poups) of national, centralized pro-
tessirs seek to limit retailers by mov-
ing iorward themselves to develop
sew type of name brand processor-re-
tile:. Such a concept could take the
lorm, for example, of some sort of
w-operative’ name-brand store. Like-
wise, national will attempt
b block moves backward by
:;ing it hard for private-label pro-

centers to raw ma-
el s

The study pointed out that cutting
f raw materials could be accomp-
lbed by direct ownership of agricul-
"l commodities by processors, or by
H-&nn procurement contracts. In

Wacy, 1981

the light of the antitrust scrutiny the
food industry receives, the report an-
ticipates “attempts to institute the lat-
ter circumstances rather than the for.
mer.”

The report also pointed out that, to
the degree that chains continue to ex-
“one-step warchousing  will
grow at the ex of the local re-
tailer or the local independent whole-
saler. Innovative independent whole-
salers probably will seek to become
contract service distribution and de-
livery centers for chains in their areas.
“Another growing development will
be the of open retailing.” the
report “Retail outlets by this
technique give (consumers) discounts
for advanced for or standing orders,
which can be billed and delivered in
bulk as soon as goods arrive at the
store. That ice allows the store to
limit the amount of "in-store” handling
and its greater volume to flow
through an establishment without tak-
ing up shelf space or back-up stor.
age.”

The report was for FTC's
Office of Policy ning, to aid the
commission in future regulation of the
food industry. One objective of the
study was to help FTC officials antici-
pn;l:‘lood industry pmh‘::m ?nd lﬁgn“
right away to policy
to deal with them.

Robert Williams, the study’s direc.
tor, started an economics and manage-
ment consulting firm in 1973. Before
that, he served as deputy director of
the Stanford Rescarch Institute’s Cen-
ter for the Study of Social Policy, He
also served a year as research director
for the President’s Advisory Council
on Management Improvement during
the Nixon Administration,

An official of Charles W, Williams,
Inc., the firm Williams owns, added
that Williams had worked for several

food ing Brms, apparently as a
mmuiunl lm“?ulllﬂ' trends in the in-
dustry.

Opportunity for
Foodservice Brokers
The comhination of slightly declin-

ing sales and inflation presents an op-
portunity to foodservice brokers.

They must also understand exactly

what their market is, however.
This assertion was made by David
S. Wexler, Publisher of Institutions

Magazine, during his presentation at
the National Food Brokers Association
Foodservice Warkshop.

“Things aren’t as good as when |
last talked with you™ Mr. Wexler
told workshop participants. “That
doesn’t mean they're bad . . . they're
ahout 15 percent off in real dollars,

“I had said the foodservice busi-
ness would grow and that is still
largely true. You can still stimulate
sales, but the market is not growing
so fast now.”

Mr. Wesxler told the Workshop par-
ticipants that they must be aware of
exactly what their market is and what
figures to use for reflerence.

“$120 billion market is a misleading
number. For you the food brokers it
is not a $120 billion market. You have
to stop talking about sales at retail.”

“All brokers need to talk about is
the food going in. It may be that it is
only $40 billion going in, and then
brokers must take away some for red
meat and bakery, so all you can talk
about is what you sell at wholesale,”
Mr. Wexler told the foodservice par-
ticipants.

He also reminded them that infla-
tion distorts sales figures. “Inflation is
like a drug. We were brought up to
see an ever ascending line on the
chart. As long as that line rises, we
feel good. But it doesn’t mean a thing.
With inflation running at 10 percent,
you have to show a 10 percent sales
increase just to stay even.”

Mr. Wexler stressed however, that
the figures are regional and food bro-
kers have a tremendous advantage in
being local representatives. “You can-
not judge your situation by what is
happening nationally. It is different
in each part of the country. This is
a local business and that is your

greatest cwﬂunily.’ Mr. Wesler told
the workshop.

He then reviewed the results of a
servey conducted by Institutions and
NFBA on the perception of the food-
service sales person by the customer
and dismsmrlu interpretation.

Mr. Wexler also moderated a pancl
of three foodservice executives. Mem-
bers of the panel were, Phil Lempert,
The Lempert Company, Bellville, NJ:
Sam Speros, Calkins and Company.
Chicago; and Gordon Williams, Del-
ll;crt Craig Company, Wilkes Barre,

A,
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SAVE OVER $1 Ml

"1 EACH MICROWAVE A BETTER PRODUCT Microdry actually produc a' b , L WHAT USERS SAY: CAPAEHI:[‘:ST':ESQE gLs%g AHNF:)
YEH Finally we have the capability  'erProductthan doescon ntio b M Lowest downtime We keep an J
’ aye ] h for  processing The superc ;i accurate record of all downtime 4 U00 ARE OPERATING TODAY
® Up to 4 umes the production in we ve been Irying l%ac leveaca- the cooking strength ar b and express It as a percentage of OR ARE OM ORDER FOR
R e et ylears rymgdmo ! when raady 1o @Al and \va & time down to time scheduled B GOLDEN GRAIN PLANTS
gain in itsell with construction  ron products o :\";% '{(‘)5;;’“ lor  €nhancement and micr. olo Microdry leads the Iist at less than 7 uimits
EstEAPEI SOt F8 Gkl %?'erﬁc?fo ifeal or rest so  When presented inthe p. ka 2% Chicago. Sealtle. San Leandro

| Free production 542% with a We will be pleased to subi it

that the moisture would migrate 10 Plant Manager ol a leading mid-

[ B DAMICO 1 unit
5-day week the surface. when we could again glrzsssogg;oadgg T:,ﬂz ,";':.,',. 1te west operation Chicago
® Save energy Tests prove over dry some more n small stages but dried in conventionala B All tuture equipment will be ™ CATELLI 1 unit
50% total energy sav:ngs com- We nhad to be careful not to case Microdry units You will reasily Microdry Montreal
pared to some competitive dryers harden the product so the moist- the color dilference cook Technical director of a large pasta )
m Santtation savings Minimum ure would not get trapped. thereby taste the bite dilferences plant B GOOCH 2 units

$100 each cleaning Most easily causing the product to keep drying measure for yourself the sta

on the outside but not properly L
sanihized dryer hose it down or e e hecl Bl & latae dais slulf off each product

B | guess the greatest compliment Lincoin. Nebraska
| can pay to Microdry s that f we mOB 1unt

steam clean it were going to install another Short Fort Worth. Texas
when that moisture finally did g 15 all weevils—eggs o g1 drying operation lrom Cut ine in our Operaticn #t would @ LIPTON 2
® Save on installanon Fabricated  mape s escape and aduMs :&ton line comparisons by two definitely be a Microdry Micro- - oy tc:’mts
é = oronto. Canada
and assembled at our plant Up to S' " .'prccessors. Shows rtotal energy wave Dryer
5 000 man-hours savings m Kills all salmonella . red

Coli and Colforms Greaty Execulive Vice President. pasta M GILSTER MARY LEE 3 units

:a flex- Chester. lllinois |
b.nluc:'ifhelz-gcu);sstoé If':g:a:g,?p la?;g duces total microbal coun manufacturer & WESTERN QLOBE 3 ot
2 . : units
more exact moisture contral n erakes a product witf Los Angeles
colo

B PILLSBURY CO (American
Beauty Division} 2 units
Kansas City. Kansas

B SKINNER 1 unit

Omaha. Nebraska

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

FAICRODRY Corp World leader
i ndustrial microwave healing

&

MICRODRY

3111 Fostora Way
San Ramon CA 94583 415/837-9106
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CLASSIFIED
ADVERTISING RATES

Went Ads $1.50 per line
Minimem $5.00

WANTID: Davwece wsed presses, spraeders.
For informetiosn. write P.O. Bex 336, Pale-
tine, IL 60047.

Coming Events:

Paste end Durum Shert Course
North Dokote Stete, Fargo
Merch 10-13, 1981

N.M.M.A. Technical Seminar
Redisson Sowth, Minnespolis
April 27-30, 1981

Interpack ‘81, Dusseldorf
Wast Gewmeny, May 14-20
77vh Annual Meeting N.M.M.A.

La Ceste, Carlsbed, CA
July 12-16, 1981

Milton R. Young Honored

Milton R. Young. Senator from
North Dakota from 1952 to 1960, was
honored with a plagque at the Inter-
pational Durum Forum in Minot. by
the National Macaroni Manufacturers
Association.

It was received in absentia by
Mayor Chet Reiten as Senator Young
had to return to Washington for the
final session on appropriations. The
plaque read as follows:

RESOLUTION

WHEREAS: The National Macaro-
ni Manufacturers Association is the
official voice of the pasta industry in
the United States and

WHEREAS: The members of the
Association recognize the essential
contribution of Senator Milton R.

40

MMMA Prosident Les Thursten (left), ond
mmmdm.mnom.

Young as a distinguished leader of
government and

WHEREAS: Senator Young has
provided wise counsel and direction
as a member of the Senate Agricul-
ture Committee and

WHEREAS: The pasta industry
recognizes the importance of the
great State of North Dakota as a pri-
many source of raw materials for pro-
ducts of our industry.

Now, therefore, be it resolved that
the Ba 2+ o Directors of the National
Macara Manufacturers  Association
extend . Senator Young our sincere
congratuiations and appreciation for
his service to the State of North Da-
kota and the United States of Amer-
ica.

That Senator Young receive the ci-
tation of this Association for his con-
tribution to the well being of the pas-
ta industry and

Miken R. Young

That the Distinguished Achic
ment Award be presented to Sen. n
Young with the heartfelt best wis:
and sincere appreciation of this A-
ciation.

By action of the Board of Direct

Final Durum Estimate

The Department of Agﬂﬂl'lu s
crop summary for durum wheat pre-
sents the following estimates o
wheat production by states, with cun-
I:rlsom for 1979 and 1978, yield per
rvested acre and acreage harvested:
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Seaboard Allied

Milling Corp.

Net income of Seaboard Allied
Milling Corp. in the 24 weeks ended
Nov, 30 increased 17% over frst-half
carnings a year ago.

Net income of Seaboard in the first
half of fiscal 1950 totaled $3.989.35%
equal to $2.68 per share on the com-
mon stock, up from $3,421.212. or
32.30 per share, a year ago. Sales g
gregated $193,053,108, up 4% from
$185.280,389,

Domestic eamings are still b g
held back by inflationary costs .
record interest rates, but, of late, f
prices are more accurately reflect 1t
these rapidly escalating expen
Seaboard said. “The Albany expan: n
is proceeding as scheduled and she i
be operational in ancther 80 days.

TEWM picture "as a who! i
encouraging,” Seaboard said, des it
“reduced activity in Sierra Leone

account foreign exchange difficult i

Seaboard noted that doubling of be
capacity of its Nigeria flour mi is
under way and a major increase it 4

city of Top Feeds, the mixed = !
acility, is in progress.

Eamings before taxes of Seab ard
in the first half totaled $6214.35" vP
from $6,088,212 a year ago. Incuimne
taxes aggregated $2.225,000, off slzht
Iy from $2,667,000.

, Delicte
Nevember 11-14, 1981
THE MACARONI JOURNA!

ROSSOTTI

LEADING CONSULTANTS TO THE MACARONI INDUSTRY
SINCE 1898

REPRESENTING

St. Regis Paper Company
COMPLETE SERVICES IN

PACKAGING MACHINERY SYSTEMS AND MATERIALS

FOLDING CARTONS — CORRUGATED SHIPPING CONTAINERS

COMPLETE GRAPHIC ART SERVICES

INCLUDING DESIGNING AND FULL ART WORK PICTORIALS

Sales Offices and Plants Strategically Located

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

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza
Fort Lee, New Jersey 07024

Telephone (201) 944-7972
Established in 1898
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