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Ghe premicr Pasta
PRCIIKAIGERE

of course

A premier pasta deserves a
premier package. And that's just
what Fold-Pak gives you. We've
been making packages for the
best pasta manufacturers in the
business for many years.
Whether you require high-fidel-
ity, multi<color offset, rotogra-
vure or flexographic
printing, Fold-Pak
guarantees a
superior package.
For an added touch

CORPORATION

of elegance, packages can be
varnished, waxed or poly-coated
depending on your individual
product need. Our graphic and
structural designers are also
available to update your pack-
age or give it a completely new
look. The end result is a pasta
package that your product
richly deserves

PAX "R premier
: pasy pachage

by Fold-Pak.

Mewark, Mew York 14511°315-111.1200

Englewood Clifts Sales Office 110 Chartotts Placs, Englewood Cliffs, New jersey 07411 Phone (101) 543- 7800
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Quarterly Durum Report
from US. Dept. of Agriculture

The Crop Reporting Board on
March 1, 1981 reported that produ-
cers intend to seed 6,140,000 acres of
durum in 1981, 11 percent greater
than last year's 5530,000 acres and
52 percent more than the acreage of
two years ago. All states indicate an
increase in acreage from the vear
1880. Nosth Dakota, with 78 percent
of the total intended acreage pet. was
9 percent. North  Dakota  durum
wheat seeding by May 10, 1951, was
60 percent complete compared to 63
percent last year and 40 percent av-
erage. Twenty-five percent of the
up 9 percent. North Dakota durum
dipping into the teens the nights of
May § and 9 caused damage to new-
ly emerged small grains in  most
areas and some fields were blacken-
ed, but were expected to recover.

Prospecthe Flantings

Indicaicd 1981/1980
State 1981 1980 1979 <
MN 160 140 B0 114
MT 500 470 335 106
ND 4,800 4,400 3300 109
sD 258 250 175 102
AZ 30 160 75 1%
CA 170 108 47 162
uUs 6,138 5525 4042 110

Stocks

U. S. durum wheat in all positions
on April 1, 1981 totaled 53.200,000
bushels (226 million metric tons),
which was 3 percent less than last
year's 55,800,000 bushels or 2.33 mil-
lion metric tons. Farm holdings were
60,000,000 bushels (1.63 million met-
ric tons), 72 percent of the April 1
total of durum stocks. One year ago,
durum stocks on farms totaled 64
00,000 bushels (1.76 million metric
tons), 75 percent of the total durum
stocks, Off-farm stocks totaled 23-
200000 bushels or 632000 metric
tons, 9 percent more than last year's
21,200,000 bushels or 579,000 metric
tons. Disappearance during the Janu-
ary-March quarter totaled 20,200,000
bushels (551,000 metrie tons) in com-
paricon with 21L400,000 bushels or
353,000 metric tons one year ago.

Exports
US. exports of dunuin wheat dur-
ing the June-March period totaled
1,200,000 metric tons which decreas-
ed 529,000 metric tons in comparison
with the previous year's figure of 1-
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700,000 metric tons. Algeria, France,
Italy, Netherlands, Tunisia and Vene-
zucla cach imported over 100,000
metric tons. Exports of durum: wheat
out of Duluth/Superior since the
opening of shipping seasan through
May 8, 1951 totaled 7,800,000 bushels
in comparison with 9,300,000 one
year ago, a decrease of 1,500,000,

Canadian Situation

Durum wheat acreage, acconding
to  Canadian Statistics, based on
March 15 findings increased 500,000
acres amnd if acreage intentions are
carried out, prairie farmers will plant
3,600,000 acres compared with 3.
100,000 grown in 1980, The visible
supply of Canadian durum in licens-
ed storage and in transit on April 22,
1981 amounted to 783200 metric
tons, which was 30,800 less than last
year,

Canadian exports of durum wheat
in the June-March 1950-1981 period
amounted to 1,700,000 metric tons
compared  with 1,200,000 for the
same period one year ago. Algeria,
Italy and the USS.R. were the lar-
gest importers taking a total of 1.
400,000 metric tons,

Seeding in Canada

Spring wheat seeding in the Ca-
nadian Provinces progressed rapidly
under generally dry weather, Statis-
tics Canada said in its ciop report
for the week ended May 18, Wheat
plantings were about 75% complete
overall with soil moisture conditions
said to be deteriorating in most of
Manitoba amnd in south and central
prairies, Dry, cool weather in Saska-
tchewan  advanced  wheat  seeding
{)mgn-n to 75%. Two thirds of Al
werta’s wheat was sown with moisture
conditions generally very goml.

Canada Sale to U.5.5.R.

USSR, and Canada reached long-
tenin agreement involving sale of at
least 25,000,000 metric tons of wheat
and fed grains over the next five
vears, the largest pat ever negoti-
ated by Canada. A “substantial por-
tion” of the total would be feed
grains, and a “substantial portion™ of
the wheat would be durum. Talks
were under way in Argentina to in-
crease quantities Soviet Union could
purchase.

European Subsidies

The U.S. Wheat Associates nes .
letter says May 21: “Growing U 5.
concemn over the European Econor
Community’s  agricultural  exp o
policies of expansion through the .
of excessive subsidies will be expri
ed to EEC officials by both UShy
Secretary John Block and  Speial
Trade Representative Brock durig
their current European visits. Both
Reagan eavoys are expected to dis.
cuss the administration’s soon-to-he
released trade policy which foone
upon a liberal trading  atmosphere
but takes a firm stand on US. export
interests and insures that American
products are treated fairly. Secretan
Block plans to urge the EEC to show
restraint on its domestic production
amd export policies, particularly on
export subsidies for wheat and Hour.
Concern over  heavily  subsidiznd
wheat exports from the EEC into
traditional U.S. markets in South
America and the US. milling indus-
try’s formal complaint, now pending
under the General Agreement
Tariffs and Trade (GATT) over the
EEC’s use of flour export subsicies,
will be expressed by the Secretary.
EEC budgetary problems, in part
due to the use of large export sub-
silies needed to bring inflated do-
mestic EEC prices down to world
price levels, are placing tremend s
political pressures to limit US. fed-
stuff imports either through the p-
plication of a variable import levt or
a voluntary limitation agreem .

US. Will Not Agree

The US. will not agree to the -
untary requests, should it be o
sented, and will take quick retalia n
action against the EEC should «
strictions on U.S. exports be im ‘e
mented, acconding to Administra on
officials. GATT regulations prov de
for duty-free imports by the EEC of
soya and com gluten feed. The n
pression left in the EEC and I
results achieved by Secretary Bl b
and Ambassador Brock on this 1 i
den voyage of the new US. b de
policy should establish a preced ot
and perhaps a waming to our truk
ing partners and competitors that the
US. will not tolerate violations of
international agreements. Block and
Brock will put the EEC on notice t0

(Continued on poge &)
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AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn. ¢ General Otfices at St Paul, Minn. 55165/ Phone (612) 6469433

DTS FANAL T

casin’ pertection can only start with palatable pasta prods t

“Macaroni

Macaroni masters know what they want..and demand it:
Nutritious, economical, good-tasting pasta products.

Amber Milling can help you deliver top-quality pasta
producls to your pasta people. Amber knows your Pasta
operations require the finest ingredients... Amber's
Venezia No. 1 Semolina, Imperia Duram Granular or
Crestal Fancy Durum Patent Flour.

Only the best durum wheat is used at Amber. Our modern,
efficient mill grinds the durum into semaolina and tlour
with a reliable consistency that makes it easier to control
the quality and color of your pasta products.

_ And because we know that demanding customers are waiting
for your products, we meet your specs and ship when promised.

For quality and uniformity...specity Amber!
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European Subsidies
(Continued from poge 4)

take their international responsibility
seriously or the US. will take neces-
sary steps to protect the U.S. farmer
from the negative impact of EEC

policy.”

Multifoods Boosts Dividends

International ~ Multifoods  Corp.
announced a 12 percent increase in
the dividend payable to shareholders
of the company’s common stock, This
will be the tenth consecutive year in
which Multifoods has increased the
dividend paid to common share-
holders. The quarterly dividend pay-
able July 15, 1981 to sharcholders of
record June 29, 1981 will be 37 cents
per common share compared to 33
cents per common share for the pre-
ceeding quarter.

A regular quarterly dividend also
was declared on each series of me
company’s erred stock, with the
nmep':emrg:lml payment dates as
the common stock dividend.

The company completed its most
recent fiscal year on Feb. 28, 1981
with sales of 811 billion, camings
from continuing operations of $27.6
million, net eamings of $28.4 million
or $3.49 eamings per share on com-
mon stock.

William G. Phillips, Multifoods’
chairman and chief executive officer,
said, “this dividend increase is an
indication of management’s continu-
ing confidence in our company’s
strength and potential for further
growth in the years ahead.”

Peavey Mill Director

Merlin Anderson has been named
Director, Mill Operations, for the
Milling Division of Peavey's Food
Group. Anderson will initially have
responsibility for flour mills in Has-
tings, Minnesota; Buffalo, New York
and Superior, Wisconsin. At a later
date, he will assume responsibility
for Peavey flour mills in Billings,
Montana; Denver, Colorado; Salt
Lake City and Ogden, Utah and Al
ton, lllinois. He will also be in
charge of the Phoenix, Arizona new
mill construction project. Anderson
was formerly General Manager of
the Food Croup's flour mill at Has-
tings, Minnesota.

Paul Heckert is named Project Co-
ordinator of the Good Group's

6

Mertia Andersen

Phoenix Mill Project. Bz was former-
ly Milling Engineer ta Buffalo,

At the same time, Steven Went.
worth is named Mill Manager at
Hastings. He was formely Manager
of the Buffalo Mill.

Denis Jackson is named Mill Man-
ager at Peavey's Buffalo Mill. He was
formerly Brownberry Bakery Man-
ager at Twinsburg, Ohio.

AACC Elects New Officers

The American Association of Cer-
eal Chemists announced the election
of three new officers for the 1991-1982
term at its board of directors’ meet-
ing in St. Paul.

President

The new president is Dr. Norman
L. Betz, who is senior scientist on the
Corporate Research Staff of the Ral-
ston Purina Company, St. Louis, MO.
He formerly served as executive edi-
tor of Cereal Science Today/Cereal
Foods World. Dr. Betz received his
Ph.D. degree in biochemistrv/food
science from Louisiana State v niver-
sity, Baton Rouge, He later served as
a project leader in the Food Research
Group at Mallinckrodt Chemical
Works where his work in vegetable
rotein products led him to AACC.
Dr. Betz has been active on local and
national levels in the AACC for
more than 12 years and has been hon-
ored for his many contributions to
the association. He also is a member
of the American Chemical Society,
Institute of Food Technologists, Al-
pha Zeta, European Chemoreo
tion Research Organization, and the
Association  for  Chemoreception
Sciences.

Director

William C. Mailhot was elected

director. He is director of quality

control, Sperry Division, Gene il
Mills, Inc., Minneapolis, MN. M, I.
hot has been an AACC meml +
since 1953 and is currently a mem!
of the Northwest Section and .
Milling and Baking Division. He | 4
served as chairperson of the Sor
California Section, North Califor:.ia
Section, and the Pacific Northw. st
Section. Mialhot also is a member of
the Technical Advisory Committee of
the Millers National Federation, In-
stitute of Food Technologists, the
Hard Winter Wheat Quality Coun
cil, and is serving as an industry ob-
server for the Codex Committee on
Cereal and Cereal Products.

Secretary

The new AACC secretary is Dr.
Bert D'Appolonia, a professor of cer-
cal chemistry with the D:Eutmml
of Cereal Chemistry and Technology,
North Dakota State University, Far-
go. Since joining the AACC in 1964,
Dr. D'Appolonia has organized and
directed the short cvurse “Dough

and Experimental Bread
Baking,” taught the short coune
“Pasta and Durum \Wheat Quality,”
served as assoclate editor of Cereal
Chemistry, session chairperson at ua-
tional meetings, chairperson of the
Carbohydrate Division, and chairper-
son of two technical committees. lle
has published more than 70 research
and review papers in the field of
cerenl chemistry. Dr. D." Appoliiia
is a member of the American Che ni-
cal Society, American Assoclation ‘or
the Advancement of Science, Insti' ite
of Food Technologists, American -
ciety of Baking Engineers, North -
kota Academy of Science, and Si; ma
Xi. He also serves on the Scien fic
Advisory Committee of the Amer an
Institute of Baking and is active in
the quality evaluation program of he
Crop Quality Council.

The American Association of ¢ er-
eal Chemists is a nonprofit scien fic
society which was founded in 191" to
encourage research within the cecal
grain processing industries.

Durum Harvest Tour

The NMMA in cooperation with
millers and North Dakota institv-
tions is conducting a durum hanvest
trip August 10-14 from Bismark to
the Minneapolis Grain Exchange-
Write NMMA for details.
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Our new lubricant

won't i

mprove your pasta.
| Just your profits.

DEMACO is using Tech-Lube as

original equipment in all its new
machines, and is pleased 1o be

TECH-LUBE CORP.

exclusive agent for thete excellent
lubricants in the macaroni industry

We heartily recommend that you
switch 1o Tech Lube lubricants
whether you have our machine or
anybody else’s

For complete details

call or write Joe DeFrancisci at

DEMACO, DeFrancisci Machine

m&mm Street,
11206 (212)

963.6000




T o improve the productivity of a
plant, equipment and personnel
have to be utilized most effectively to
compete in today's market. Supervis-
ory personnel play an important role
in guiding their operators diligently
so that they can obtain a sense of
satisfaction in their work and to keep
their interest up in order to perform
an above-average job.

Carcful operating, planning and
checking of equipment and the goods
produced will ensure the optimum
one can expect from the availahle
sources. We shall highlight the prin-
cipal factors in regard to extrusion
equipment.

— raw materials, granulation

— feeding of raw materials to the

press

— mixing of components

— vacuum

—extrusion elements, espedially

extrusion temperature and pres-
sure

— forming of products, extrusion
speed and dies.

(1) Raw Materials

The wheat grown in different I:am
of the US. the world are subjec-
ted to a wide spectrum of different
climatic and agricultural conditions.
There are also differences in quality,
so much so that the type of wheat
used has a considerable effect on the
quality of macaroni products produc-
ed from it.

Nevertheless, it is important to
realize that a first class raw material
can be converted into a first-class
final product. Mixtures of different
raw material components in connec-
tion with careful production (especi-
ally extrusion) may also result in an
wxcellent final product. Inferior raw
materials may show up in a product
with bad cooking qualities (sticking,
sliminess), bad color and taste.
Granulation

The old saying is that a coarse
durum semolina will produce the
best pasta product. In the past, small
manufacturers were unable to an-
alyze the material they received from
the mill. Therefore, the coarse raw
material easily checked for specks

EXTRUSION

At the Macaroni School

add ash content, was their best assur-
ance to obtain what they required.
Special batch type mixers and “gra.
mola’s” allowed ample time to pre-
pare a homogencous dough. The
theory of “coarse™ semolina had its
merit.

Changes in the mixing and extrus-
ion process such as continuous, more
rapid but shorter mixing, vacuum sys-
tems, highly efficient kneading com-
ponents as well as teflon inserts in
dies, changed the raw material re-
(uirements to some extent.

We have to note:

= coarse semolina is hard to pro-

cess into a homogenous dough,
due mainly to the extended time
required by the water to pene
trate the individual semolina
grains,

— finer semolina and Aours absorh

the water quickly, readily lend.
ing themselves to mixing into a
homogenous dough.

This allows us to draw the conclus-
ion that, irrespective of the size of
the grains, the particle size range
should be selected as narrow as pos-
sible; or, in other words, that coarse
semolina and fours should never be
processed together. This would other-
wise result in the finer raw material
absorbing the available water more
quickly than the larger-size semolina
particules, with the result that the mix-
ing time would be significantly ex-
tended or that it would be impossible
to produce a homogeneous mix. The
result would be “white specks” in the
end product. To eliminate these, the
kneading process during extrusion
would have to be more intense, en.
tailing greater heat development and
so affecting the cooking quality of
the end product.

(2) Press Feeding Systems

The press feeding system consists
in general of the following compon.
ents:

~ storage bin — discharge

-;nhing and conveying to press

hin

— feeding into press

Raw materials out of different bins
and/or diferent components should

by Walter Stehrenberger, Buhler-Miag, Inc.

be mixed at all times. Difference i,
moisture content of the compon s
will even out and assure a press p-
eration with a minimam amount of
supervision. Changes in the mix jut.
tern can be realized by moisture
changes of 1% which will also .
fluence the extrusion pattern. Special
attention has to be paid to the addi.
tion of regrind, a second quality v
raw waterial (with a mosture coutent
normally far below the other -
ponents). Careful mixing of regrind
at a rate of up to 10% will not influ-
ence the final product provided it
is added at an even stream and in
general meets the same granulation
specifications as the other compon
ents.

Press Feeders

Most important are simple and
sanitary feeders, working reliably un-
der all conditions. Scales, the most
accurate of all feeders (if adjusted
and operated properly), are not of-
ten in use, S;u‘ialrl‘lrohlmu are san-
itation and installation (vibrations
from mixer).

A most ideal feeding systen is
offered with a simple screw fed ler
mechanically connected with a | si-
tive displacement pump for ligr ds.
To equalize varying pressures of | wr
to the screw due to varying leve in
the press bin, or to assure proper le-
aeration of flour in continuous | -
ers, a special feeder-hopper shoul  be

!

o 1,

]
Flow Control . v
leeder connected “' . /

¥

to large bin -
(batch-feeding),. V{

/

providel. A positive, even filling of
the feeder screw is essential.

For the liquid feeder, the same
laws apply. An even pressure to any
metering  device is  necessany.
Fluctuation in city water systems

(Continued on poge 10)
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- - BUCKET ELEVATOR

The Varsatile Bucket Elevators with Space Age Design-Sani-
Plas Buckets (Polypropylene) FDA approved, Sanitary Delrin

rollers en chain-—r
chain hushings where lubrication is not possible. Section-
s i alized uni-frame ronstruction permits casy changes in height
; or horizontal run —allows for case in cleaning and inspec-
tion. Available as standard with conventianal frame or sani-
tary open tubular frame design. Capacities to 4000 cu. ft./hr.

\ o 5

DELEIN ROLLERS 3% "

uce [riction and wear. Pre-lubricated

Write for Bulletin CAL-50

USDA APPROVLD
OPEN TUBULAR FRAME
POLY-STAMLESS OR ALUMINUM

]

Vibrating Conveyors: Ideal for conveying materials gently
without breakage. One pieco stainless steel trays which are
sell cleaning meet the most stringent sanitation requirements.
All units utilize corrosion free “Scotch Ply™ reactor springs
which can be wa<iaed down plus simple maintenance free
positive eccent’ c drives. Capacities of up to 2500 cu. ft. hr.
vith lengths ¢ cer 60 feet,

hulletin cve-30

T
it iedyt

L

T

'1" & m—wum-mm-my‘.‘“\’c

The NMimfu-Tran IE Vilseat
g Comvevor fesslds prasduct
sidewavs as well as i the
normal forward dired ion
This unigue development Iy
Aseevn Corporation makes it
possibile 10 split a stream of
pronduct, to any rates of low
desired. with sanitary esthetis
“, cally designed vibrators
Unitscanbe installed in seties
to distribute prostuct to mul-
tiple packaging machines or
to several use points simulta.
neotisly on demand,

bulletn e, T20

- ST FOR "MON FREE FLOWING” ITEMS SUCH AB1
8 f | : o otsio chps + Cersdly - cookes - Sachy

T remonet ot st

+ pot hoods « brosem loods. 'l*

jaRsERsEAEAl

Plant g:mmlnp_nd Layout
services offered: Electr En%im«mg and Control Panels
Erection and Start-up

ASEECO 8887 W. Olympic Beulevard, Beverly Mills, Calif. 90211
213 s52-5780 TWX 510-480-2101
Juy, 1981
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Extrusion
{Continued from poge 8)

should be compensated with regula-
tors or feed tanks. A positive dis-
placement pump driven by the same
drive as the four feeder allows ad-
justments of the capacity with one
single control knob. Any fluctuations
of the drive will influence the two
feeders equally. Still, a special ad-
justment capability of the water feed
is necessary to correct uneven mois-
ture contents of the raw materials,
In pumlr. the stroke adjustment will
accomplish this task,

Air
i A Asniration
] 4 System
o W81 4 |
N
L) 4
. / Ieeder connected to

' small bhin
- (continuous feeding)

Wy
- —

-
o

In regard to the water used, we
nute that warmer water helps to
shorten the absorption time of the
semolina. A provision to use “warm”
mixing water should be provided. As
a rule, never use water with temper-
atures absve 90°F. and during a
production run, use water of the
same temperature 2t all times. Warm
water might also be recommended
during the wintertime especially
when semolina is stored outside.

Feeders for Additives

If vitamins a'e added, a micro-
feeder is most uiten used. The vita-
mins (s ‘::Pucd mix) are added to
the flour betore the press bin. In most
cases, flov: :an be ordered from the
mill with 5o necessary ingredients.

The additives of egg products are
usually added in the pasta plant. The
question of egg slurry (soup) or dry
egg powder is still the debate. Judg-
ing by new installations, the tenden-
cy clearly favors the dry powder
feed systems. Color a cooking
gu:.lily remain basically the same for

nal products made with either ad-
ditive. There is a definite difference
in texture and color between extruded
noodles and a sheeted noodles. This
comparison is incorrect, because these
are two ("ﬂl‘ﬂ'llt p“K‘.“m.

10

Sanitary requirements, case of op-
cration and control are clearly favor-
able to the Wﬂ. Contamina-
tion of this r in the dry stage
is minimal, even in the warm press.
room environment.  Nevertheless,
n;nnumm have to ual:::' llut‘a
“free- ng” powder to be
used for lsﬁ:vsglcu operation. Such
powder has to be stored in cool
rooms (40°C) and used within ap-
proximately eight weeks after pur.
chase. The free-Rowing agent will
dissipate or at least lose its charac-
teristic to keep the egg product from
caking and sticking. For an even dis-
tribution of egg powder to the floor,
we strongly recommend a pre-blen-
der before the water is added to as-
sure an even distribution of the ad.
ditive.

Egg Soup Requirements

Egg soups require absolute clean
lndggnre{ur .

preparation to rent
contamination. The soup

must be kept in an insulated contain-
er at a temperature at or below 40°F.
Container and pipes have to be clean-
ed at 8 hour intervals to guarantee a
bacteria-free final product.

Due to the tendency of egg addi-
tives (soup or dry egg) to piolong ‘he
absorption time of water in the sem-
olina cles, a slightly lower capa-
city of the machine should be consid-
ered (when operating at top capacity),
or the addition of lsmml;xerp:hmld
be evaluated.

(3) Mixing

As noted carlier, mixers cannot be
built with unlimited dimensions to
guaraniee a top mixing job under all
conditions. In new machines, mixers
are designed to te at relatively
high s to achieve a good result
uéhct Pedlml umdltiom.g

Additives or pushing machines to
full capacities, which is possible due
to the rugged machine construction,
might require additional mixers or a
premixer. High speed mixer: or con-
ventional mixers offer more time to
equally absorb water and semolina
particles.

An even mix is essential to achieve
a nice product with a smooth surface.
The mix has to be free of lumps
(lumps generally have a wet or dry
center, uneven moisture distribution).
Product build up on mixer walls, es-
pecially at the infeed section, has to

be kept to a minimum. Such build ip
causes problems such as wet lun n
bacteria  contamination and ¢ 4,
mold. Mixer walls, specially desig 1
in new machines to minimize |
duct hang up, should be clea
(scraped off) at regular inten s
Easy accessibility of mixers help- to
accomplish this task.

Uneven feed of components or un-
even moisture distribution shows up
31:::1)' in the mixer. Moisture

ges of 1% can be noticed im.
mediately by a trained press opera-
tor. Careful corrections at the feed-
er are required to adjust such
changes. Additions of flour or water
(with bucket) into the mixer have to
be avoided at all times. A fully auto-
matic operation cannot be achieved
with such practice but product build
up on mixer walls, shafts and pad-
dles need more cleaning time and are
I. mrc;l:s contamination. A .
y press-feeding system (in-
cluding flour mixing), l:‘:arill prevent
such happenings.

To control the mixer level, two
systems operate successfully: one is
with a “seund” level control, the oth-
er with a simple amp-meter of the
mixer drive. If the mix stays very
constant, the amp-meter control can
be rcmmmndu.hcg whereby ]\ligh an-

e igh mixer level or
mgdo:!: of l:t'g‘cr. Low amp -
low mixer or start up of feeder. $1ch

an operation a  minin um
amount of supervision and gua an
tees 3 good final product,

(4) Vacuum Systems

There are several vacuum sys ms
on the market. All have one thir in
common — to de-acrate the pro ud
before kneading and extrusion.

Is the vacuum really needed? o
it definitely is and today with ~ igh
temperature dryers”, it is neces an
for two reasons:

a) the de-acrated product is 1 or
compact, transparent and tl 'r~
fore more appealing in colo .

b) high temperature dryers {(oor
ventional type as well as mico
wave dryers) require a high v+
cuum or "whit:ﬂanm' appears it
the product. Even the smallest
alr enclosure expands rapidly
when exposed to higher tempers

(Continued on poge 14)
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For its outstanding cortribution

to the macaroni industry

through achieveiment of a

widespread reputation

for quality pasta among thousands

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

ROMANELLO'™ 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.

.‘"

— v .‘}? -_\

Seaboard Allied Milling Corporation
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¢ .orth Dakota Mill, there are

m. v factors that make it one of

th- ‘op mills in the nation. The

wi d's finest durum wheat is milled
w the most modern milling

eq pment. Superior laboratory and
te: ng facilities assure you of

qu ity control. And, one of the

gt test contributing factors is team-

wo '« Everyone at North Dakota
Mil works together to insure the
highest level of quality production

When you order your durum
products from North Dakota Mill,
you become part of a team where
each member is doing his or her
best to insure that your products
are the finest available When you
start with the best durum wheat,
and mill it with the finest milling
equipment, you can’t help but win'

Because at North Dakota Mill, we
deliver teamwork

We Delive

Ly s e e DL S

Shown below are three of the North
Dakota Mill people working together
on some common goals. Left to right:
‘Skip* Peterson, Leo Cantwell and
Howard Berg.

the durum people

lt!l‘ﬂl.m\l(‘)‘rA MILL

Grand Forks North Dakota 58201
Phone (T01) 795-7224




tures. This can be ud::.;’uliud
in ryers, where uct s
si‘llll:::dtlw lastic stage but where

the short drying time results in a
hardened surface.

The two more common vacuum
systems in use are:
— mixer-vacuum (main mixer or
separate vacuum mixer)
— vacuum-chamber built into ex-
trusion components (mostly end
of main screw)

Both systems fulfill their purpose.
The advantages and disadvantages
of each system are:

Mixer-Vacuum Systems
To de-acrate a loose mix, the va-
cuum applied can be at a "lower
than for a compacted pro-
uct. Mixer vacuum systems work
most effectively at 18 to 20" mercury.
Still, with the relatively complicated
infeed of components via an airlock,
all the seal areas of the mixed (cover,
shafts) and the feed into the main
screws require a “high air How"
Pumps (drive and seal media) as
well as the piping have to be sized
accordingly. Maintenance is high and
energy consumption is up to three
times higher than for a simple
“screw” vacuum.

Nevertheless, other advantages in-
cluding possibilities of building ex-
truders for high capacities (up to four
extrusion screws) justify this system.

Extrusion-Screw Vacuum Systems
(Buhler V8)

The mix is slightly pressed and
compacted in the feed screw. At the
end of the main screw, the vacuum
is applied. To obtain the necessary
vacuum effect on the product, slices
have to be cut from the “compacted
mix” or a thin wall dough has to be
de-aerated. A high vacuum is essen-
tial but, due to the small seal arcas,
systems operating at 25 to 27" mer-
cury are obtained with small pumps.
Easy supervision and minimum sani-
tation and maintenance requirements
make this system favored in the
United States.

(5) Extrusion Components, Cylinder
& Screws

In the extrusion clements, the mix
will be transported to the extrusion
head, pressure is built up to push the
dough through the die openings and
the mix is kncaded and “mixed” to a
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homogeneous dough. Energy Is need-
ﬂltofulﬂllllldrgwusb.l-'mﬂw
main motor, energy used is approxi-
mately:
10% of energy to move product
6% of energy to build up the
pressure
Up to 80% of energy to knead
and mix the uct

up to 25% is “lost™ or
used in mechanical components
(motor  efficiency, friction of
gears, belts, etc.)

The high energy input into the
dou w.llld'nmltlnwmnpuu of the
uct if not con proper-
y can be a major cause of gluten de-
struction. It is, however, imperative
that part of the product heat is car-
ried away with a cooling system. All
screw extruders are therefore equip-
ped with a “cylinder-cocling™,

The most efficient cooling of dough
via a cylinder wall can be accom
lished with water of approximately
70° to 80°F. This “lukewarm” water
has to be flushed through a cylinder
at a relatively high to achieve
the desired cooling effect. A pump is
necessary with a regulated water sys-
tem.

\Why lukewann water for cooling
and not cold water from the at}l’:‘
Dough is a temperature insula-
tor. l:‘.l‘.':m toﬁm;l cylim will build
up a film of dough along the wall,
increasing the friction factor and
causing an irregular extrusion pat-
tem.

The cylinder walls in a new ex-
truder are machined extremely
smooth to minimize friction and
dough build-up along the walls. Due
to larger contact area of dough
along the screw, the dough has a ten-

Cylinder

cylinder wall. This is the only s0
tion to k the lb\lgh pu(.'kl'h from
turning keep them in a strai, o
forward movement.

Cylinders will wear out with tii .,
grooves will disa (especially i
the front part). A in capacity of
the machine can be realized (hish
back flow of product) as well as shon
and long ucts can show up, s
pecially w “wet dough” or “vzg
dough” is produced. Regrooving or
better replacement of the cylinder is
the answer.

Do old cylisders hold up longer?
New designs feature front bearings
or wear for the main screw as
well as cylinder cast materials

for prolonged life, Due to the higher
capacity m‘.!::ut of new machines and
the necessary higher screw speeds,
a slightly shorter life span of the com-
ponents can be expected, Hard weld-
ing (stellite) of the circumference of
the screw minimizes the wear on this
part considerably.

Importance of Extrusion Screw

The extrusion screw is the {mml
important component in the machine.
Movement of the dough, sure
build-up and kneading are the “job
of the screw. The continuous, e
stant volume winding of the flights
around the core should move the

uct (theoretically) with each 1+-
olution the length of one pitch to-
wards the press head. Friction and
knea however, will hold the
dough . The moving of be
dough under ure creates a ¢
lar motion within the pockets wh n~
by the front part of the flight « ©
the major part of the kneading To
minimize friction, the core as we a
the back side of the flights are te on

-

Friction area cylin 1.

'
1 N "
. i
I
N

dency to tum around with it result-
ing in uneven extrusion lengths of
product. (In the worst case, no extru-
sion at all.)

To climinate the “pumping” effect,
longitudinal grooves are cut into the

////(/'///// S S ‘

7l

Friction area screw

coated. Minimized friction = mini-
mum head build up. Nevertheless
due to the fact that the screw is not
cooled and because of dough friction
along its fights, there is a consider-
able temperature difference between

THE MACARONI JOURNAL

tl product along the cylinder wall
a ' the screw core. Flight interrup-

ti o (especially in the front part of

I screws) help to mix and level out

Cylinder

p
¥ il

raw materials are used. Better equali-
zing effects with products of uneven
moisture distribution. Better knead-
ing and absorption of water by im-

cool

{
Dough temp.

=\
Flow of Dough e

temperature differences and assure an
even extrusion pattern.

What is the influence of “high tem-
perature”  extrusion? The  gluten
structure can he destroyed resulting
in poor cooking qualities. Tests as well
as practice have shown that espec-
ially dough at a “high temperature”,
is extremely sensitive to shear forces.
In any friction area, shear forces are
produced, The highest shear forces
ocour at the circumference of the
urew. Play between cylinder and

ity

Extruder
Eﬁ:c/hr.l
|
1]

Point of maximm
pressure, shear force

il

s result in a large dough How-
ba.  exposing more product to the
hig pressure zone. 1¥|e main screw
al. had to tum faster to get the
N capacity out of the wylinder.
Hi; cr revolutions at the same capa-
utt need a higher encrgy input and
u tuently tum out a warmer
do-h, The play btween screw and
Sliuder should be kept at a mini-
mui, the capacity of the extruder
Prduced per screw revolution at a
mavimum,

Questionable advantages of main
“rews with “play” are: better mixing
and kneading especially when coarse
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Screw b=
purities in raw materials, less white
:rnu in final products. Nevertheless,
clean raw materials and good extru.
sion components guarantee the first-
class product you and your customers
expect.

How can one see the influence of
“high™ temperature extrusion? Only
micro-section photographs will show
details. The result however can be re-
alized at once in a cooking test. The
following pictures were made in the
Buhler ratories in Switzerland
during a study of “The Influence of

Extrusion Teml:raluws to Finished
Goods Products™,

] SAR G e ] 15 e

Dough extruded at 40°C shows a
compact protein - structure  (protein-
matrix), those extruded at 80°C have
a ruined structure, The borderline be-
tween these two extremes is fluid.

(6) Extrusion-Head Dies

The extrusion heads for short cut
products as well as the distribut-
ing tube for long goods are de-
signed to:

a) provide back pressure for a
good kneading effect

b provide best possible distribu-
tion of dough over total die area

¢) minimize friction for even
dough temperature and good
extrusion pattern.

o nergy inmut in product

. 1fficiency curves of worn,
ol screw

= lrive WP
Srew A

The back pressure is guaranteed
by the throat holding the dough in
the main cylinder (as well as by the
die). Change in How directions from
horizontal to vertical is achieved at
the same time.

The cone or chamber above the
die is teflon lined to minimize fric-
tion. Cooling is normally not provid
ed. To minimize temperature differ-
ences of dough during start up, long
good tubes guite often are equipped
with heating chambers. The extrusion
pattem however, cannot be corree-
ted effectively at this stage.

Dies & Filter Plates: at this stage,
it is dmportant to know that filter
plates may help to equalize the ex-
trusion pattern. Due to the additional
friction, a higher back pressure may
oceur cutting down on the capacity
of the extruder. Sereens on top of
the die are necessary to prevent any
hard particles from plugging the dic
outlets. Some corrections on a bad
extrusion pattern can be accomplish-

(Continued on page 18)




-LU‘STUCRU Macaroni Co. - Grenoble, Fronce

BRAIBANTI! has in operation a new high tempercture dryiny

o e s

line for a wide variety of short pasta shapes:

—Cobra 1000 press with two 16" diameter die holdsrs

— Shaker type TM/1000 AT

—2 Metal rotary dryers model Romet 24/8
=1 Finish dryer type Teless ATR/17/4 .i'
=1 Cooling shaker j
:
' @® & . | i
f&l AI\ ! T ) |
DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1 § el TR :’1:{\\_ ) '
: } ‘ | l : i i H , w\\.\]
Braibanticorporation id TR - .

* 60 E. 42nd S¢. - Suite 2040 * New York, NY 10165 * Phone (212) 682/6407-682/6408 * Telex 12-6797 BRANY' o




Extrusion
(Continued from poge 15)

ed by use of double layers of
screens, a practice we recommend.
Dies are a speciality. In the United

Screw front

Screw, flight
interruption for mixing
of

States they are made almost exclu-
sively by D. Maldari & Sons. We
shall not elaborate on this subject but
note:

.- Cone, ideal desi

I T A Y (TR Y
FESATI OO S B

= the shape of products are made by Macaroni and Chili Dinner

the die, The extruder has no in-
fluence. A clean die is an absolute
necessity, Dies should be warm
when inserted for start up.

—the extrusion length (patterm) is

flight

-~ Throat, close enawh to create

back pressure.

1o nininize
stale dourh pockets, hest dough
distribution, minimm of friction

made by the extruder, the die (if
clean) has no influence,

—dies can be corrected for the hest
extrusion.

Durum Market

Semolina ranged from $16.85 to
$17.75, Minneapolis, in May; gran-
ular 81670 to $17.55; fancy patent
durum four $168.45 to $17.69.

No. 1 Hard Amber Durum dropped
from a high of $7.00 to $8.00 at the
top. Low end of the range was $4.45
to $5.30.

Egg Products

May price range from U. S. De-
partment of Agriculture.

Central States Nest Run $12.60 to
$11.00.

Southeast Nest Run

$12.30 to $10.50

Frozen Whole 39¢ to 47.5¢

Frozen Whites 24¢ to 30¢

Dried Whole $1.66 to $1.79

Dried Yolks $1.77 to $1.85

The nation’s laying flocks produc-
ed 572 billion eggs during April
1981, virtually the same as a year
carlier.

Tax Aid Urged
For Small Firms
The chairman of the Senate Small
Business Committee is urging Con-
gress to include incentives for small
finns in upcoming tax legislation.
Sen. Lowell Weicker (R-Conn.)
made the recommendation to the
Senate Finance Commiittee while tes-
tifying on his own bill, the Small
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Business Capital Formation Act. The
measure is being considered by the
committee as part of the 1981 tax
bill.

The tax measure that is drafted,
Weicker said, “must be properly tail.
ored to fit the problems and poten-
tial of our economy. 1 strongly urge
the committee not to overlook small
business.”

Six capital-investment tax incen-
tives, totaling $3 billion, should be
incorporated in the tax bill, Weicker
said. They include: coroparte tax-rate
reduction; capital-gains rollover; es-
tate- and gift-tax changes; invest-
ment-tax credits for used equipment;
cash-accounting  methods for small
firms; and creation of small-business
participating debentures.

“I believe $3 hillion for small busi-
ness is most appropriate,” Weicker
said.

Catelli Buys Meat Plant
Catelli Habitant Inc., a division of
John Labatt Ltd. of Canada, said it
has acquired the Portland, Maine,
ant of Cudahy Co. from General
lost Cor. Catelli sai! it will manu-
facture and distridaw o Jine of meat
products in Maive é also will dis-
tribute certain Cvdaly products,
Catelli is a !=aliri. ~14ua:‘lian food
Company making pasta and a range
of In!:dn products. Other Labatt op-
erations include Ogilvie Mills.

Golden Grain Macaroni Co., Sa
Leandro, Calif,, is introducing ma
aroni-and-chili package dinners 1,
northern California. Ads in 16 nort! .
em California, newspapers break th ,
month, and more than one-:ml-l-lu f
million buy-one-get one free coi.-

will {u- distributed. Follow.»
ads in June will feature 12 cents-oil
coupons.

—————

Pillshury Stock Offering
Pillsbury Co. announced the pul-
lic offering of 1.5 million shares of
common at $41.75 each.
Proceeds will be used to increase
the concern's equity base and to fund

'”IISIO“.

Pillsbury is a food, restaurant ad
agribusiness concern. Underwriters
are led by Goldman, Sachs & Co.
and Kidder, Peabody Co.

RHM Fresh Foods

Ranks Hovis McDougall Ltd. has
formed a new company to be called
RHM Fresh Foods, to be headed by
Roy F. Lister, a member of the main
company’s board. Mr. Lister is chair-
man of the new company and its
other directors are T, S, Howden and
). G. Rose.

Principal components of the new
company are British Bakeries, whi h
Mr. Lister has headed for a numb-r
of years, and other parts of RHV's
baking business as well as in ‘3' -
tions in food manufacturing e
tering.

Mr. Howden has been nan d
divisional managing director of B: t-
ish Bakeries. He previously was m »
aging director of RHM Foods. 0
cﬁ-nge is planned in the responsib i-
ties of others in top management pr i-
tions at British Bakeries.

Mr. Rose has been appointed ch. r-
man of the units wh uce &
market packed cake (Manor Bal r
ies), frozen meat products (Baugha: ),
and the catering company (Manor ¢ -
terers).

B. R. Cibbs has been tod
managing director of RHM Fools,
succeeding Mr. Howden. Mr. Gilbs
previously was managing director of
McDougalls Catering Foods, where
l'll'}lalﬁtﬂliumdedh)' P. G. he-
berts. In addition, D. Baines has been
named marketing director of RIM
Foods.
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5, MI Says: 1980
V ry Soft Year

ireenbacks moved through super
m kets at a faster rate Fnt yrar,
i products didn't, according to
w. chouse withdrawal figures releas-
ed iy SAMI (Selling Areas - Market-
in. Inc.) which bases its data on a
la; ¢ national sample.

\fter discounting the effect of in-
flation, actual gains in tonnage for
the 32 weeks ending in mid-Novem.
ber were:

e Dry grocery, food: +0.3%

o Dry grocery, non-food: +0.4%

e Frozens: +03%

o Refrigerated: +8%

o Health & Beauty Aids: +5%

The weakness in sales was not
limited to a few categorics. Among
the 213 dry food items track-
:Leb’y SAM]I, six n:;;ol 10 showed

in tonnage in the reporting per-
iod p('f:dlr weehﬂn de:.e‘rglod ll-lli'&))
tom to same in 1379,

Nevertheless, a diverse group of
products held their heads high by
showing tonnage These in-
cduded: bottled water, canned Mexi-
can food, semi-moist cat food, sell-
polishing waxes, motoc ofl, refriger-
ated juices and drinks, frozen Mexi-
can food, frozen pizza, roll-on deod-
orants, stick deodorants and 2
hair conditioning rinses and hand
anl body creams and lotions.

FMi Meets in Dallas

I'cently hordes of food people at-
ten d the Food Marketing Institute
o ~ntion in Dallas and picked up
son  tools which, if used properly,
mi; t enable them to struggle suc.
s lly through the treacherous,
ctitive, and economic shoals
wre characterizing supermarket-
n the 1860's, according to Steve
stein of Supermarket News,

\ cinstein writes: “Probably not
S the excitement of those years
fari in the last decade when scan.
her nade their first appearance here,
hav. there been so many new items
of iste. Many have dealt with im-
rrm ing the scanning or other
actts of the important front end op-
emation”

Some of the wo were
Perennials, but in addition there were
timely newcomers. These included
sesions on catering to the needs of
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older persons; new store formats;
generics and private label (tenmed
essential for a retailer's survival in to-
day’s environment, because the cus-
tomer wants them); a host of work-
slm?:rdesigmil to cater to the needs
of the great many independents that
have joined the FMI.

There were some good sessions on
store categories and greater empha-
sis on merchandising. The main point
in the latter seemed to be the advice
not to follow the herd but rather to
map out and put into effect individu-
al marketing positions and workshops
by strategies. The great need for this
was spelled out by Ed Epstein who
wamed that, in the past, “you didn't
need sharpness in marketing decis-
ions to be successful. But today you
have to be right the Arst time and
every time, and there is very little
margin for error.”

And while nobody was kno-Xing
the appeal of price merchandising, a
number of speakers wamned that only
a few operators can survive on price
alone, Create a position that “puts
your chain a little above the price
wars,” Zal Venet, of Venet advertis-
ing suggested at another workshap.

FMI Speaks

Although  declining  productivity
again was a knotty pmh[rm for the
food industry in 1980, retailers are
beginning to make some headway in
reversing this trend, according to
Timothy M. Hammonds, Food Mar-
keting Institute senior vice president,

Hammonds  said  the  industry’s
overall strong  performance  last
year — coupled with its willingness
to experiment with new formats amd
products — indicates that, unlike
other sectors of the economy, it has
good resilience and should weather
any future economic storms.

Examining the three  standand
vardsticks for determining produc
tivity, Hammonds said 1980 on the
surface was not a banner year for the
food industry.

Sales per square foot stood at
$68.84 in 1980, a 6.9% increase over
the $649 recorded as the average
during 1979. However, after adjust-
ing for inflation, real sales per square
foot were $2.76, or L1% below
1979's $2.83.

This was the fifth consecutive de-
cline in sales per square foot, and

PRGN PR 2 e

the biggest decline during this per-
i,

Similarly, sales  per  transaction
rose to $1210 in 1980, a 43% in-
crease over SILGO a year earlier.
However, after discounting inflation,
sales per transaction declined 3.4% ,
to $4.81 last year from $5.05 in 1979
Only sales per labor dollar showed
improvement both before and after
inflation. In current dollar tenms, this
indicator rose to $87.27 in 1950, a
13.7% increase over 1979,

Ater discounting inflation, Ham.
moids noted real sales per labor
hour had risen 52%, to $M.67 last
year from $33.44 in 1979. The 1980
FMI Speaks survey was based on in-
formation suprlird by 321 companies,
compared with the 231 that provided
this data in 1979,

Explanation

Attempting to explain the fod in-
dusty’s  continuing  productivity
nlumil. Hammonds mlh-J. "A ot of
what's happening in this industry on
the productivity side results in part
from consumens’ demands for ser-
vices.

“Look at what's most  popular
when doing remaodeling or Imi‘diug
stores — service delis or bakeries,
both of which are very labor inten-
sive,”

However, Hammonds said, retail-
ers a ently took  some  concrete
steps last year to boost their produc-
tivity. “The number of items carried
by the average supermarket in 1980
was 11,021, down considerably from
the 12,745 carried a year carlier.

Over the years the proliferation in
the number of items carried caused
a decline in productivity, since it re-
quires more labor to stock  these
items — and more labor to maintain
them — as well as hHHg up more
space.”

Although the growth of warchouse
and  limited  assortment  stores  did
contribute to the overall reduction of
items stocked by food stores, the
FMI official said supermarket inven.
tories were lower in 1980 than 1979,
even after discounting these two
other types of operations,

Given shoppers’ demands, Ham-
monds said retailers should seck to
improve productivity by concentra-
ting on both the front and back ends

(Continued on page 24)




20

P A e A T

(BUHLER-MIAIFHORT GOODS LINES. ..

Performance YoWan Depend On!

fficlent Energy-Saving Design QTR )
+High temperature and high humidity drying, requiring a mini- *t}_;_\,:.;‘..:\._ ; --1}‘(,1?‘
%~ S

5
¥

mum volume of fresh air. The most energy-elficient design!

+Panels 1%" thick with polyurethane foam core. Aluminum lining
oninside for heat reflection and absolute vapor barrier. No heat
bridges.

+Smaller, high-efficiency units require less floor space.

+Girculating air fan motors are mounted inside dryers, utilizing

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

+Built-in heat recovery system (optional) utilizes exhaust air heat.

Yo v

4

f‘mducl conveyor belt made of special heavy

teria and Sanitation Control Py amee. i iiruded: sliminim atioy
“§" shaped el s dized alumi
*High temperature drying controls bacteria. Dry bulb product side guides. Automalic conveyor chain
lemperature adjustable from 100°F to 180°F. tensioner and lubrication system.

*Doors ara in front panel for product control during operation.
They also give easy accessibility for weekly cleanouts. Swing-
oul side panels extend entire dryer length, allowing fast
cleanout and service.

'ar.y:r Is absolutely tight, yet easy to clean, maintain and super-

op Quality Product

*Each oryer is equipped with a patented, U.S.-buill BUHLER-MIAG
Deit2-T Control System that allows the product to adjust its own
dyir 7 climate. The result is a stress-free, nice yellow-colored
final -roduct.

*High drying temperatures, in combination with ideal drying
time ncrease cooking quality of final product.

Prod :t losses are minimized through the entire production
proc s, including startups, shutdowns, production interrup-
tions ind die changes.

Each dryer is equipped with two drive sta-

10c ict Quality is What Really Counts! [ Seecial sately enice protects arves
099 de quality is yours from BUHLER-MIAG equip-  'fe and easy service. AC or DC variable

\ g speeds. Standard US built drive com-
ity: up to 10,00 b Nl. “our customer recognizes and deserves it. Can ponents.
Models TRBB and TTBB  Capacily: up Ouat yrd to give him less?

"&tu for information on BUHLER-MIAG Short Goods Lines and other Macaroni Processing Equipment

PRE-DRYERMOD:ILNAL DRYER | CAPACITY,LBS/HR In tegrity e é’//////

TRT T 500- 2,000

®
] in design S 7 BUHLER-MIAR)

TRNC TTNC 2,000- 6,000 I n construc ti on., ._ BUHLER-MIAG, INC., P.O. Box 9497, Minneapolis, MN 55440 (612) 545-1401

TRBB TTBB 4,000-10,000 BUHLER-MIAG (Canada) LTD., Ontario (416) 4456910
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FMI Speaks
(Continued from poge 19)
of their stores. For cnm. he said
ker pro-

scanners can improve

ductivity and enable the store per-
sonnel to manage their operations
better.

Scanning systems he said, have
been “a big help” in tracking product
movement and improving  labor
scheduling,

Hammonds said FMI, in conjunc-
tion with the Grocery Manufacturers
of America, by this summer
to publish a guideline for im ng
dlrerzlt-stum dﬁ:\’ﬂ}‘ of r|'|erclprn:\-“dlu-’l
Moreover, he is confident a Uniform
Commnunication System, being de-
veloped jointly by FMI five
other food-trade assoclations would
wurk to improve overall industry
productivity.

The FMI Executive, though, said
that in spite of mixed uctivity
results last year, he is encouraged
since, “despite the difficult economic
environment faced by supermarkets
during the past three years, a lot of
stores have experimented with new
store formats and products, including
limited assortment, superstores and
generics.

*That's worthy of some note, since
the history of business in America
has been the failure of some compan-
ies to take note of changes and to
change their own operations — and
(consequently) they went out of busi-
ness.

“Su ets have been remark-
ably responsive, which is the only
reason the industry has been able to
hold its own in a tight, sometimes ad-
verse economy,” he added.

Other Economic Data

Rounding out the industry perfor-
mance figures, Hammond and Byron
Allumbaugh, chainman of Ralphs
Grocery Co., detailed other economic
data.

The typical food retailer, Allum-
baugh said, had a 1980 sales gain of
slightly more than 14%, down from
the 15% gain posted for 1979. After
inflation, Enwwﬂ. the real sales in-
crease in 1980 was 5.6%, down from
6.5% real gain of 1979, he said.

Comparing 1950 and 1979 figures
for the same store, Allumbaugh noted
there was a sales gain of 114%,
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about on par with the gains during
the s two years. After infla-
tion, the sales gain was 45%.

Tuming to two key indicators, the
Ralphs executive said return on total
assets was 9.1%, down from 99%
a year earlier, and the lowest level
since 1976, In addition, he said re-
tum on net worth was 148%, up
from 14.4% in 1979,

This data was based on by
Forbes magazine of publicly held
finns' annual reports. FMI's Annual
Financial Review will be published
later this year.

Tuming to individual company
performance, Allumbaugh said the
average price for the 11,021 items
carried by food markets last year
climbed 23¢ to $1.17. Meanwhile, the
uverage store size increased from
20350 sqp. ft. in 1979 to 23,000 sq. ft.
last year.

Hammond said gross margins for
companies without their own ware-
house rose to 208% from 20.5% in
1979, while companies with their own
warchouse had gross profit margins
of 224%, up 0.1% from 1979.

Hammonds further noted the store-
door margin had marginally
to 18.7%, while total invertory shrink
averaged 06% of sales in 1950. The
mid-range was 0.4-08% of sales.

While gmss margins remained
stable, net profit margins before taxes
decreased to 15% last year from
19% of sales in 1979. The poorest
performance came during the third
quarter, when the net profit margin

ined to 1.2% of sales, Hammonds
noted,

Morcover, he said, the average
hourly labor cost rose a steep 11%,
to $8.57 an hour in 1980. This ex-
cveded the 105% increase measured
in 1979. Direct labor costs rose to
8.4% of sales and fringe benefits to
19% for total-store labor costs of
103% of sales.

FMI Releases Energy
Management System Survey

A published survey done by the
Food Marketing Institute shows that
more than half of all supermarkets in
the United States are not achieving
the energy savings they should be
from their Energy Management Sys-
tem (EMS).

The report, issued at FMI's Cor
vention in Dallas, also indicates th:
a majority of respondents to the su:
vey said that EMS salesmen koo
little about supermarket operatio
or the importance of refrigeration an
the “interrelationship that  exis
among rate  energy  system
such as refrigeration, hmun]i. venti-
lation, air conditioning. lighting
cooking and baking.

“EMS suppliers need to accumu-
late more experience with the oper-
ating requirements of supermarkets,”
said FMI Research Manager Todd
Mann, director of the EMS survey
project.

The major purpose of the EMS is
to reduce energy costs by efficiently
controlling the function of the store’s
energy-using equipment.

“The survey tells us that virtually
all respondents had problems evalu-
ating the efficiency of their system,”
Mann noted.

He said that factors such as
weather  changes, utility rate in-
creases, equipment additions or de-
letions and changes in store houn,
made it very difficult to estimate the
dollar savings from encrgy manage-
ment systems. Also complicating the
issue are the tendencies of store em-
ployees to override the electronic
controls, insufficient time to mmitor
EMS, inadequate maintenance of
equipment being contrulled, chang s
in  merchandising  techniques anl
mechanical and  electronic  brea' -
downs.

Mann said that those compani .
that removed EMS after installati
did so because of operating or mai -
tenance problems, failure to app
the system effectively and poor su
plier scivicing,

“Operators need to understand ¢
actly what they are buying. The fc -
mation of user/supplier conferenc .
for example, may provide usel |
avenues to channel and articuls *
problems with existing systems
well as aid in formulating new, mo ¢
efficient energy conservation pr -
grams,” he said.

Two hundred and forty-six mt;
panies representing a data base
15,450 supcrmnic%s were surveyed
to evaluate their experience with
EMS.

The cost is $7.50 for FMI members
and $15.00 for non-members.
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Consumer Survey Finds
Cents-off Coupons More
Popular Than Ever

A new national consumer survey
has found that cents-off coupons are
being used by more families than
ever before. More than 60 million
households, or 76% of all U.S. house-
holds, are now using cou an in-
crease of 115 from the 65% found
in 1975 and up nearly 20% from the
58% found in 1971,

The reasons behind this growing
popularity appear in comments made
by respondents:

“They save me money.”

“They reduce the cost of products
1 buy,”

113..-,-':.- helpful in combatting ris-
ing prices.”

comments reflect an increas-
ingly positive view of coupons by
consumers. In fact, the survey found
that nearly three-fourths of coupons
users liked coupons “very much” and
that 57% of users actively sought out
coupons. In addition, over half of the
users indicated they were using ~a
lot more™ or "somewhat more”™ cou-
pons now than they were a year ago.

Among the findings of the survey
were: Strong Coupon Usage Among
Minority Groups, Newly developed
information revealed that contrary to
the charges of some critics, non-white
and hispanic households are substan-
tial users of coupons. Among non-
white families contacted for the sur-
vey, 57% indicated they use coupons.
Within the “Hispanic and Other”
group, 8% said they use coupons.

Men Also Use Coupons. In house-
holds where the principal grocery
shopper was male, 35% said they use
coupons. This contrasts with 80% in
houscholds with a female prinicpal
shopper.

Most Use Cou, Every Week.
The survey established that 70% of
coupon users redeemed a coupon in
the week prior to the survey. This
contrasts with less than half in 1971,

Most Feel Eliminating Coupons
Won't Cut Prices. When asked wheth-
er eliminating coupons would help
reduce prices, about one out of six
coupon users (17%) said they felt
prices would drop with the discon-
tinuation of coupons. However, near-
ly half (48%) felt prices would re-
main the same, while 25% thought
prices might increase.
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The actual relationship between
couponing and prices was recently
identified in a report by Dr. Roger
A. Strang. Assistant Professor of Mar-
keting, University of Southem Cali-
fornia. The report, entitled The Fco-
nomic Impact of Cents-Off Coupons,
states that eliminating all coupon ac-
tivity would reduce consumer costs
by less than one-fourth of one per-
cent.

In Summary: Each major finding
of the survey temds to emphasize one
point: American are aware
of cou and have a positive atti-
tude toward them. According to re-
sporddents, coupons represent one
more way to increase buying power
and help stretch the budget,

The reason behind  popularity of
coupons were perhaps best identified
by two United States Department of
Agriculture economists who noted,
“To the consumer, coupons offer a
form of direct involveinent in price
reduction” and “The high percentage
of Americans taking advantage of
coupons are paying less than list price
for some items.”

Coupon Efficiency Study
To Be Commissioned
By Grocery Industry

Seven industry associa.
tions have announced that they have
undertaken a rescarch ject to
study coupon handling efficiency as
a total system starting from the manu-
facturer’s decision to issue coupons
through handling in the retail store
to final redemption.

Scheduled to begin in the spring
of 1881, the study will be sponsored
by the Cooperative Food Distribu-
tors of America (CFDA), the Fouxl
Industry  Association  Executives
(FIAE),. the Food Marketing Insti-
tute (FMI), the Grocery Manufactur-
ers of America (GMA), the National
Association of Chain Drug Stores
(NACDS), the National Association
of Retail Grocers of the United States
(NARGUS), and the National Ameri-
can Wholesalers Grocers Association
(NAWGA); it will examine issues
ranging from coupon sizes to ac
counting controls to physical hand-
ling techniques. Arthur Andersen and
Company will conduct the actual re-

search and prepare the report.

The study is being commission (|
to identify those areas where dist .
buting, handling and processing ¢ ..
ciency can he improved while
maining sensitive to other conpon ¢
issues, such as the need to redy ¢
misredemption.

The joint association group fe s
that as a result of this study, oper.:.
ing costs for manufacturers, distril. ..
tors and retailers could be controll
and the entire grocery industry could
benefit from innovative ideas regard.
ing coupon efficiency.

They added the consumer interest
will be best served if the grocery in-
dustry wor' « together in dealing with
(mupom.

Seek Employee Input

To achieve productivity increase
in human rather than technological
terms, management must abandon its
traditional role of telling employees
what to do and begin soliciting their
individual advice.

That was a  recommendation
Martein Rabkin, vice president of
SHR Intemnational management con-
sultant in Mill Valley Calif., made at
the 8lst annual California Grocers
Association convention.

“People who grew up with the Puri-
tan work ethic (and believe in) telling
their employees how to run their b
ness must today work with their ¢
ployees to find out what they th &
might work best,” Rabkin explain 1

Will Stop Listening

“If you insist on managing from ¢
top down, telling them what to o,
they will eventually stop listening o
you, and the productivity will sul r.

Workers want to know why to ¥
when they're told to do someth:
Rabkin noted. “Oldscyle manag n
tell them, ‘Because 1 told you so, th s
why." But enlightened managers t ¢
the time to explain why.”

The most enlightened manag .
he added, will take lems to t! -ir
employes and ask for their help in
solving them, “which may mean * m
have to take the time and invest he
money to educate workers so they -
derstand the business and can m.\e
recommendations.”

A&P has made a commitment to in-
volve employees in its Altoona, Pa., di-
vision by adopting a quality-of-work:

(Continued on poge 27)
THE MACARONI JOURNAL

Se 'k Employee Input
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lite program — similar to the Japanese
qu ity control circles. Based on its
sk oss in Altoona. A&P plans to ex-
ter. - the program to its Long Island,
N, division, Rabkin said.

| nder the program, five managers
and. five shop stewards meet regularly
to (iscuss uctivity problems amd
possible solutions. Shop stewards also
sit m on division management meet.

“Because labor and management
are constantly meeting with each
other on a nonconfrontation basis,”
Rabkin said each side understands
better where the other is coming
from, and the constant battle over mis.
understandings  between them have
been eliminated.”

One result has been a reduction in
the number of union grievances from
130 a year to zero, Rabkin said, “If a
work rule is deemed to be poor, now
there’s a place they can discuss it and
determine if it is counterproductive,”
he explained.

New Head of FDA

Dr. Arthur Hull Hayes, Jr., chief
of the Division of Clinical Pharmna-
wlogy at Peunsylvania State Univer-
sity College of Medicine, has bheen
choeen FDA Commissioner, succeed-
ing jere Goyan, who left the FDA in
Jumiary to become a pharmacy
sch | dean. In addition to his cur-
tent wosition at Penn State, Dr. Hayes
i a ending physidan and director
die H ension Clinic at the
Uni: rsity’s Hershey Medical Center,
and resident of the American Socie-
%o Clinical Pharmacology & Ther-
aper ics.

Risl . Not Benefit

To ie FDA Guide
E u though he believes the Food,
and Cosmetic Act may need
upd ing and clarification, the new
Foor and Drug Commissioner in-
:L'nd to make risk, rather than bene-
% U e primary bases for agency ac-

tion egarding food. '

_Tvwo weeks on the job, Commis-
Somcr Arthur Hull Hayes, Jr., in his
Congresisonal appearance before
Senate  Appropriations Commit-
tr, said the prevention of health
fls to the consumer is the basic
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purpose of the statute, including the
so-called Delaney amendments.

“It is hand to assess  coomomic
benefits against sometimes uncertain
or low-level health hazards.” Haves
ranted,

He cited the possible case of a new
food preservative that might have
substantial ~ economic  advantages
both for industry and for consumers,
compared with a simall health risk.

“It may seem easy to make such a
choice,” the FDA chief declared. “On
the other hand, there are many wide-
ly used naturally produced foods that
contain substances we know can be
injurious to health for some people,
and which could not be removed
without major changes in the food
\uprl_\'. “I would certainly not want
to be in the position of having to
measure the “benefit’ to consumers of
a naturally produced fomd which they
(uite simply enjoy consuming.”

Proceed Cautiously

Hayes emphasized the need for
FDA to proceed cautiously in deter-
mining health risks. He pointed out
that studies of saccharin have yvet to
produce any general consensus on
risk/benefit data. Congress legislated
specifically to prevent FDA and the
Agriculture  Department from mov-
ing to take saccharin off the market
and out of food and heverages. It
may repeat that performance when
the issue again comes to a head.

Hayes sces nitrites as an equally
complicated issue, with any further
Bovernment  action  awaiting  more
study. He noted nitrite has “a distinct
role” in preventing a serious health
risk — botulism — and science does
not know whether effective alterna-
tives are available.

“The fact remains, however, that
if further data suggest that nitrite is
in fact carcinogenic, we will be re.
sjuired by the law to propose its elimi-
nation as a food additive,” Haves re-
ported. “FDA operates very much “in
the public eve, and we would be re
miss in any case if we did not bring
forward the information that is
known to us, as it is known to us.”

Update FDC Act
The FDA commisisoner is aware
of Congressional interest in updating
the Food, Drug and Cosmetic At
especially  to rellect  technology
changes related to food safety. But

R R e T e e s S

he pointed out that the  Delanes
amendment does not affect many ol

FDA's decisions, and many scientific

and deregulatory questions wonld re-
main because of the general fod-
safety provision of the Food, Deng
andd Cosmetic: Act. even if Delaney
were eliminated.

He added that FDA, by acting or
declining to act, must make regula.
tory  decisions hased  on the hest
available scientific knowledge —
often when wo scientific consensis
has developed.

Calfeine Controversy

Another ongoing controy eny swirls
round caffeine, a component of col-
fee, tea and some soft drinks. FDA
is proposing to change the standard
for soda drinks so as to emphasize
the fact that caffeine is optional and
to encourage bottlers to declare on
the labels when i has heen added.
The proposal was prompted by pre-
liminary  data suggesting  caffeine
may cause hirth defects if consumed
during pregnancy.

Hayes reported his agency is try.
ing to develop new guidelines for
evaluating trace constituents of in-
direct food additives. Last year, the
agency was directed in court to ap-
ply the “de minimis™ concept to acry-
Iunilrih- monomers that occur in ac
rylonitrile  copolyimer  packing  ma-
terials,

Sodum Cutback Urged

Commissioner Hays of FDA is en-
couraging food processors on a vol-
untary basis. to reduce the amount
of salt in processed fonds. As a part
of this program FDA will also en-
wourage more rescarch into the of-
fects of sodium on health.

New mles will e proposed to in-
clude quantitative  sodium - declara-
tion as an element of natrition label-
ing. "Low sodinm™ and “Reduced So-
dinm™ will have to be defined.

Throngh the FDA Total Lier An.
alysis Program, changes will i sys-
tematically monitored in sodium con-
sumption to see whether progress is
being made toward cutting down so-
dium ntake.

A meeting of indistry representa-
tives was convened in Washington,
D.Coon June 30,

Muearoni is low in sddium: 15 mg.
per 1 grams of product.
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The Byerly Bag

Byeily Foods of Edina, Minnesota
recently marked the tenth anniver-
sary of the Byerly Bag, which began
as a four-page bimonthly bag stuffer
and has grown to a 12-page monthly
newsletter with a circulation of 51.-
B00.

The publication acuaints Byerly
sh rs with the four-store opera-
u::?ﬂun and services, also inFl‘:nI-
ing articles on events and personali-
ties in the Twin Cities area.

Publication of the Bag, Byerly
said, is “a team effort on the part of
our home economists, our depart-
ment and store managers, a writer.
editor and an art director.”

Each issue appears a few days be-
fore the beginning of the month at
stands just inside the stores’ main
entrances.

A full page of artwork on its front
cover states the theme of the issue.
In Fehruary sketches of spaghetti,
noodles and  lasagna framed the
headline, The Joy of Pasta. January's
issue, a particularly popular one,
centered on ways fo use the food
processor.

Last August, a four-color spread
of Mexican dishes carried the title
Viva las Cocinas (kitchens) de Mexi-
co. Ethnic foods have provided
themes for more than 23 issues of the
Hag.

Recipes Featured

Recipes tested by Byerly's home
economists are a regular Ihﬁ:’nlum
Each of the eight to 10 dishes listed
has a title printed in color bars for
casy reference. Appetizers, desserts
and entrees usually are included in
cach issue. Last October’s Bag had
recipes for stuffed mushrooms, Cor-
nish pasties, Veggie Burgers and
applesauce bars,

Don Byerly's column, which ap-
pears on the second ragr of cach is-
sur, centers on Dyerly services. One
column discussed the chain’s Special
Foods for Special People Program—
a combination of recipes, shopping
lists and product identification for
customers on special diets.

Another column explained Fast
Bank, a service that permits shop-
pers to transact bank business auto-
matically through a computer termi-
nal in ecach store. A third column
described the extensive Byerly pri-

vate-label line,
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Bag articles are short and illus-
trated with photos and other art
work. A recent interview with a By-
erly employe concerned his love of
Italian cooking. It included a photo
of the employe and a family recipe
for canneloni.

Some articles deal with food-rela-
ted items such as cookbooks.

The arrival of the Shriners” Circus
aml the Peking Opera-Theater and
a gala reception at an art gallery
have been written up in the Bag,

Since last year, features on Wood's
Chocolates, the Byerly Gallery and
the Wine and Spirits Shop have ap-
wared regularly. They are in the

rm’s newest outlet in St. Louis Park.

Wine Society

A recent story concerned the By-
erly Wine Society’s latest wine-test.
ing party. Customers were told how
they might become members of the
group. Another issue carried an inter-
view with Arthur Norby, sculptor,
who was appearing at Byerly's Gal-
lery with an exhibit from his Mirue-
sota Heritage series.

Not an advertising sheet, the Bag
does not mention in its articles brand
names, prices or | | deals. There
are no coupons. tone of the pub-
lication is informational. Its heavy-
stock paper, professional art and
photography are consistent with the
quality image Byerly works to main.
tain. The chain does not run regular-
newspaper ads.

Publication of the Bag, Byerly
saic, costs “well under 15¢ an issue.”
Customer enthusiasin for the news-
letter runs high. “People really let
us know about it if the Bag comes
out a day late,” said Barbara Hansen,
editor,

Convenience Stores to
Continue Strong Growth

Though expansion will not ap-
proach the dizzying levels attained
during the 1960-79 period, conven-
ience food stores will nonetheless
remain “the most viable growth seg-
ment of the food retailing industry”
throughout the current decade, says
a report by Forst & Sullivan, Inc.

Based on a 8% compounded annu-
al inflation rate, total sales of con-
venience stores (excluding gasoline)
will grow 188% from $10.7 billion
in 1979 to $29.7 billion in 1989, the

marketing research  firm  predi:
With that, the sector’s share of t
food store revenues will swell fr m
6.0% to 104%

Intregral to this progress is ¢
tinned physical expansion, as ¢
number of stores in the US. increa =
% from 35,000 to 54,000 during 1

. “There is little indication 1
vet that the civilian market is ary-
where near saturation in respect to
numbers of convenience stores, evin
in the regions of maximum present
penetration,” the  485-page  study
notes.

Indeed, the convenience store mar-
ket is presently highly skewed geo-
graphically, with 57% of all units lo-
cated in four of the nation’s nine cen-
sus regions (South Atlantic, East
South Central, West South Central
and  Mountain). Collectively, these
regions account for only 37% of the
nation’s population. As such, rapid ex-
pansion is anticipated in regions
where penetration is low in relation
to total houscholds: Middle Atlantic,
Midwest and Pacific.

Target Center Cities

Target areas include center ritinu-l
virtually unta at present—ar
smallw} hmmﬁ“:d the Sunbelt and
West. Migration to smaller towns and
villages “will strongly buttress the
expansion of convenience stores. Mist
of these places have ilno few houe
holds to support a single supermar’ et
with tmhyi:mhigh hregnk-cvm poir .
Frost & Sulivan points out. A tr. le
arca of 1,000 households is requi- d
to support a convenience store tod ¥,
sources say,

Other demographic factors fav -
able to the expansion of convenic:
stores include the increase in work 12
wives and the emergence of yo i
adults (20 to H years) as the n st
rapidly growing population segm« it.
That age group currently compr s
61% of the composite of all ¢
venience store buyers.

Other factors seen influencing e
industry’s mcmndudc: |

o Rapidly uct L e
Sales nlpdry drink Elll?fum&s ond
yogurt are cumrently exploding in
convenience stores, the study notes.
What's more, escalating home owner:
ship of microwave ovens is seen wh-
ering in a wave of new convenience
foods (along with frozen red meats)
to convenience stores,

(Continued on poge 32)
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Weigh and package
faster in bags,
jars or cartons.

Attention macaroni, noodle and pasta manufacturers.

Wright Machinery’s complete line of automatic weigh-
ing and packaging systems offers you a choice without
sacrificing high speed filling accuracy.

a Write today for techmcal bulieting
"~ Specity English, German, French or Spansh
Vice Pressdent Martin D. Cicchell
Wrght Machinery Division
/ Resham Cotporation
Bos 3811, Dwham North Carokna 27702 USA
Telephone 1919) 682 B161
Twx 510 927 0925

\ right Modular In-Line Net Weighers  Wright Rotary Net Weighers for pack-
! ' packaging in jars, cans and cartons.  aging in rigid containers at extremely
high speeds.

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

WRIGHT MACHINERY DIVISION
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Convenience Store Growth
(Continued from poge 30)

e The growth of food service.
Convenience stores are rapidly em-
bracing food service, as young adults
—their primary audience—are major
food service Jntmm. Beyond this,
long hours of convenience stores fav-
or the substantial breakfast and
luncheon trades. Products seen bene-
fiting most Include hot and cold bev-
erages, sandwiches, pizza, snacks,
slush and convenience food offerings
cooked in in-store microwaves.

e The food packaging revolution.
“The retort pouch will eventually
open convenience stores lo a vast
array of entrees and complete meals
no longer requiring frozen cabinet
space (which most of these units lack
totally or in any depth. Also, collap-
siblr tubes will make jans, butter,
spriad and cheeses available in the
kind of impulse packaging so vital
to convenience stores,” the report
comments,

o Changing trade ices. A
shift to whg‘l:salen and mnl ware-
housing is expected %o cut distribu-
tion costs materially and eliminate
the necessity of buying full cases.
Concurrently,  systemized llalullunl
order procedures should put a dent
in  out-of-stocks. Thuep' changes
should enhance gross margins and
net margins—presently 29% and 4%,
respectively. About half of conven-
ience store deliveries are still on a
direct (store=door) basis from route
vendors,

Against this background, Frost &
Sullivan suggests that aggressive
food will step up development of
convenience take-home foods, fast
foods, private label products and
staple traffic-builder items for con-
venience stores. These efforts will be
accompanied by new pricing. pack-
aging, promotion, advertising and in-
store  merchandising  strategies de-
signed to increase sales to this grow-
ing market.

For further information, contact:
Customer Service, Frost & Sullivan,
Inc., 108 Fulton Street, New York,
NY 10038, (212) 233-1080. Report
2772,

Pantry Queen Foods

The management of Pantry Queen
Food Products, Inc., announced that
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it has completed installation of a new,
fully automated, multi product, pro-
duction line and oversize nitrogen
freezer tunnel at its newly renovated
Chicago location.

The building at 1800 5. Kostner
Avenue, in Chicago, was originally a
Borden Company plant that provided
them with excellent freezer and cool-
er facilities. In this new location they
will manufacture, to specifications,
Lasagna, Manicotti, Ravioli, Shells
and Pasta Sheets, for private label or
on contract. For the further packer
or co-packer, their facilities will offer
relief of a highly intensified labor
operation,

Their freezing capabilities will al-
so offer a service to the Sea Food in-
dustry.

Information can be obtained by
calling 312-445-3049.

Private Label on

Frozen Foods

Frozen dinuers of all types, on foil
trays with three or more compart-
ments, were valued at $580 million in
retail in 1979, Of this amount nearly
25% were frozen chicken dinners, the
chicken being breaded and fried. Yet
of all this market, only 1.6%, as re-
corded by SAMI, was in private label
of any type. Further, the percentage
has remained constant over the pre-
vious year.

What kept dinners from achieving
any penetration into private label
were the low prices of the big adver-
tised brands, Swanson, Morton's and
Banquet. During the sixties, it was

ible to purchase all of these major
rands, at one time or another when
on special, at prices as cheap as three
for a dollar! Furthermore, the quality
was quite acceptable. There was no
way a private label brand of com.
parable quality could come in under
those prices or even make much of
an impression against the stickers of
39 cents to 69 cents, depending upon
the brand and the ingredients, that
were the standard price range for
these products. Most of the large food
chains tried to private label them at
one time or another, some even mised
the prices of the national brand so
that their own brands would appear
to be cheaper.

Since the great food inflation of
1973 frozen dinners have gone w
high, that anything under $1.0t i
considered a “special.” Given 1l s
circumstances, it again becomes |
sible to produce private label of o n-
irﬁti\'e quality at lower prices. a
rom hurting the dinner business, * is
may help it, for frozen dinners e
been slowly losing ground to sin:le.
serving entrees, pizza, packaged frud
chicken and various other products
that are suitable for single-person
households or lunches for childien
as well as adults.

lhlinn-st)':;“l;mun foods b:u- be-
ning to s growth in both pri-
E:e label and generic, though lhiis is
highly — taainly in the
Greater New York and Boston areas.
The product which has shown up
generically is ravioli, in the smaller
sizes. The Northeast has a very large
Italian population which has made
introduction of private label products
practical. It is not possible to deter-
mine the exact percentage of Italian
frozen foods that are private label
because SAMI does not break them
out separately, but it is presently
quite small.

Every indication is that there will
be a spread of pastas — Italian items
like lasagna, ravioli, manicotti and
stuffed shells, The big item is going
to be lasagna (several layers of vvn
broad, ridged noodles, stuffed v ith
cheese, tomato sauce and metl
Some lasagna is meatless, with
tomato sauce and cheese layers. be
broad, convulated pasta are ¢ ol
“noodles,” and there are compa ©
that specialize in making noodles or
use in lasagna. These can be purc
ed in bulk, but the filling operatic is
usually manual. Private label las. m
is practical for a processor who «
not form and bake the noodles a1 it
is a growth product that is in tune ith
current eating trends. Lasagna iw
happens to be an extremely nutrit s
pﬂﬂ:ct, which is why it is a stan «wd
item on many school lunch prog: ms
and in school cafeteria. The pote: ia!
for pasta products is immense. for
there are many areas of the naton
where they have not yet been inin-
duced — and just filling the pipelies
is going to greatly increase the \ok
ume. Of all the pasta products tlere
is no question that lasagna will be
the greatest volume mover.
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whose President
knows
how to cook
PASTA
999
different
ways?
THEN CALL

(201) 635-7900

Robert J. Milo Associates
\E 6 Roosevelt Avenue, Chatham, N.J. 07928

SALVATORE DI

Exclusive Sales Representative for:

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

Long ond short goods macaroni
Cereals, rice, dried vegetables,
coffee, cocoa, nuts, dried fruits,
spices, etc.

BASSANO:
Complete posta lines equipment
Rolinox patented processing equipment

BRAMBATI:

Systems for pneumatically conveyi
semolina and flour. a

Storage for noodles ond short goods
Macoroni products.
Dry pasta mill grinders.

Address:

R.R. 1, Richmond Hill, Ontario LAC 4X7
Canade
Phone: (416) 773-4033
1§ No Answer, Call Alessandro Di Cecco,
8981911

Telex No. 06-986963

Put o feether in your Cop!
Send a copy to @ key man.

The MACARONI JOURNAL
F 2. BOX 336
FALATINE, ILLINOIS

b -ase enter one year subscription:

$13.00 [ $16.50 Foreign
MName__
ke :____
Address e
City and State . Zip
Renewal __ _ New Subscription _____

LABORATORIES, Inc.

LST. 1920

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

1—Vitomins and Minerels Enrichment Assays.
z—&,m-uc.ms:min kggs ond
sedles.

3—Semolina and Flour Analysis.
4—Micro-snalysis for extransous metter.
S—Senitery Plant Surveys.

&—Pasticides Analysis.

T—Beacterielegical Tests for Salmonelle, etc.
8—Nutritiensl Analysis.

JAMES and MARVIN WINSTON, DIRECTORS
P.O. Box 361, 25 Mt. Vemon St.,
Ridgefield Park, NJ 07660
(201) 440-0022
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Spielman Debunks
Celebrity Ad Myths

In his February 25 address to
Association of National Advertisers
Conference at the Plaza Hotel, New
York City, Harold M. Spielman,
President of McCuttuh/Spiclman/&
Co. Communications Research de-
bunked mytth about celebrity com-
mercials and presented research fad-
ing that shed common sense and logic
on this much lionized advertising de-
vice.

The crux of Mr. Spielman's talk,
“Star Power=Will Force Be
With You", was that the presence of
a celebrity in a commercial does not
automatically guarantee high brand
awareness and increased sales. “A
celebrity is nothing more than a
shorthand communication  device,”
Spielman said. “Success is not tied to
the mere presence of a celebrity in
your commercial but, rather, to how
well that celebrity’s image has been
matched to your product and selling
proposition.”

"For example,” Spielman con-
tinued, = a great deal of money and
effort have gone into the making and
marketing of a star. A star comes to
you with a well established set of per-
sonality traits and images which the

blic automatically assoclates with

im or her: Pat Boone is clean-living
and deeply religious; Bob Hope is
Mr. America; Don Rickles is obnox-
jous and insulting; Joan Rivers is a
knucklehead; Elisha Belushi is a slob.
The advertiser must closely scruti-
nize, all those images and associations
that the consumer instantly conjures
up when a given star appears, and
determine how well these images fit
the product and selling story.”

Will It Fit

“Unfortunately,” said Spielman,
“too many advertisers put the cart be-
fore the horse, Theyll hire a celebrity
first, without regard to appropriate-
ness or fit. In fact such advertiser may
not even need be celebrity. Caution-
ing advertisers to “heware of the
mushrooming  celebrity  mythology
and the Circean lures of those whose
business it is to package and sell
stars,” Spiclman noted that “every-
body is not using celebrities. The
phenomenon is not as extensive as
commonly believed. Major studies

conducted by M/S/C and other re- hable, and their voices are imitable.”

n

searchers have disclosed that the in-
cidence of celebrity commercials on
air is no more than 10% of all com-
mercials.”

“Moreover,” Spielman added, “as
many celebrities fail as succeed.”
Citing an extensive M/S/C investi-
gation of celebrity commerdials, en-
compassing hundreds of examples
tested over the past 12 years, Spil-
man revealed that less than half
achieved above average scores on in-
dividual measurements  of  brand
Clutter/Awareness and Attitude/Mo-
tivation change, and that only 1 out
of every 5 scored high on hoth evalu-
ative measurements.

Although M/S/C’s resicle indi-
cated that certain types of celebrities
had better track records than others
(entetainment  personalities  were
more effective than non-entertain-
ment personalities; women were more
successful than men; athletes and
veteran dramatic actors surpassed
youthful males and comedians),
Spielman emphasized that there is no
magic formula for picking a celebrity
presented “a given celebrity may be
very popular and have an outstand-
ing Performer Q score, but the im-
ages and associations projected by
that star may be totally unfit for your
brand and key selling propositions.”

Matching Process

To illustrate the matching process,
Spielman reviewed several case his-
tories. Starting with four indisputah-
ly beautiful women ting female
gmomi:s aid, he ed how two

desirious high styles and
values llutulﬁi the message and ap-
pealed to the ucts’ target audi-
ences, while other two failed
abysmally because women regarded
these particular female stars as
threatening  and  predatory.  Other
good-versus - bad examples were
shown for athletes, comedians and
dramatic actors.

Among the cxamples shown by
Spielman were several pre-tests
which he noted are “an economical,
inexpensive way of determining if
you've got a good match prior to in-
vesting—and wasting—thou-
sands of ad dollars in star fees and
production costs.” He added that “an-
imatics have proven by predictive
of their finish of counterparts. Draw-
ings of celebrities are easily identi-

Spielman concluded his talk w h
a set of identifiable good hosts | «
‘pruing the most out of the celebr
evice.

Talk of the Trade

“Talk of the Trade — A Food B: -
ker Glossary™ has just been publish. 4
by the NFBA Education Foundatic.u.
It is one of the most practical aid
useful reference guides available tor
those involved or interested in the
industry.

Inside the bright red cover of this
book are hundreds of definitions for
terms commonly used in all aspedts
of the food business from retail to
commodities.

The glossary’s use is by no meas
limited to the food broker firm. Man-
ufacturers, rs, distributors,
wholesalers, and retailers will all find
“Talk of the Trade™ an invaluable ref-
erence source for their offices.

Terms such as “plus out, bingo
card, reach and frequency, purge,
work-back calculation™ are just a few
examples of the glossary’s contents. It
also spells out commonly used abbre-
viations for teyms and trade associa-
tions, “Talk of the Trade” can elimi-
nate much of the time lost by an em-
ployee searching for an explanation
of an unfamiliar terin. Space is pro-
vided in the hook for the user to -
sert additional terms.

“Talk of the Trade™ will also b ol

t value to school and univer ty
ibraries for students of the food -
dustry.

The new glossary is another ¢f it
by the NFBA Education Founda' m
to advance professionalism in e
food industry. The NFBA Educa
Foundation is a non-profit orgar -
tion founded by the National I
Brokers Association to work for he
benefit of the industry. Produ g
teaching, training and educati. ul
aids are just some of the activitic of
the NFBA Education Foundatio I

Copies of the 72-page, s 1
bound, “Talk of the 'l'rurt}ur av ik
able from the NFBA Educaon
Foundation at $5.00 per copy.

To obtain copies, send order: 1
the NFBA Education Foundation.
1916 M Street, N.\V., Washington
D.C. 20036, Checks should be made
payable to the NFBA Edvcation
Foundation.
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HOW TO S-T-R-E-T-C-H YOUR PACKACING DOLLAR
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Corrugated Board Test Labs
Offered Program to Evaluate
Accuracy and Uniformity

A new ‘Fadts’ program to periodi-
ally check the .E:"gﬂfw nmlpt:nilnr-
mity of corrugated board tests is be-
ing . fered by the Fibre Box Associa-
tion «nd Collaborative Testing Serv-
ey Inc. ‘Facts’ is an acronym for
the o sponsoring agencies.

T - program will include compari-
wn [ bursting strength, flat crush
ad dge compression test results.
Part pants will be able to sign up
for . v or all tests and for any num-
ber f[lalvuralnry instruments, The
anm | fee of $150 test per in-
stru: nt will m\'rrp?t'mr uE:irrly
wets f test data, Additional instru-
men' or tests can be added at any

Pa ticipating laboratories will re-
e ten 127 x 127 samples of board,
fandmly selected from a control run,
for vach test. They will run their
My 1411!.} and submit their results

g with details on equipment,
methods and other factors. Iln !'“dum.

' will receive a complete printout
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RALPH RIGATONI
RECOMMENDS —

Call Today and Find Out
COOLEY SALES, INC

9715

362 6120

v Tt B0 MARTAAT MISSION =Y bb20)

of test averages and standard devia-
tions for all participants. Each par-
ticipant will be identified by a code
number, with only the laboratory
knowing its own identity. ’

Advantages

The program offers these advan.
tages to participants:

= Serves as a chedk of instrument
calibration and  operator test
technique;

— Compares the level and preci-
sion of each laboratony's testing
with other laboratories;

— Reduces unnecessary instrument
calibration costs by signaling
when re-calibration or overhaul
is needed;

= Reduces  the risk of  disputes
caused by testing errors;

= lmproves levels of quality con-
trol by assuring uniform and
accurate testing: and

— Provides documentation of test-
ing capabilities.

Independent test laboratories, the
test facilities of both FBA member
and  non-member  cormugated  box
makers, and quality control labora-

tories: maintained by cormigated hox
users are invited to participate in the
program.  Laboratories  outside  the
North American continent are asked
to pay an additional $5 per instru-
ment (total $155) to cover Lighf:r pos-
tage.
Sponsors

The Fibre Box Association, repre-
senting hox makers, is co-sponsoring
the program in the interest of cus-
tomer confidence in the industry's
product. One of the 40-year-old na-
tional trade group’s basic objectives
is to cooperate in the maintenance of
a high standard of prduct quality.

The other co-sponsar, (:&l'tllllr:l-
tive Testing Services, Ine., will con-
duct the test program with assistance
from its Research Associate Program
at the National Bureau of Standards.
CTS is a non-profit organization of
associations offering a wide range of
collaborative testing programs.

Brochure Available

A brochure on the program and
application forms are available from
CTS, S3IN Greenshoro Drive, Me-
Lean, VA 22102, phone (T03) 442-0433

KX}




‘ People who want to stay trim
should realize the nutritional value

« nd low caloric content of pasta products.

« products in thas country tave inhented o« Pasta producls are Ao excelient soufoes of
reputation This is an undeserved compiea carbobydrates The new HEW g o804
r utation. — totally out of line with the 1etary Guidehines suggest That mcteasing 1

Y pOYItive

p ven facts. ntake of comples carbotydr,

nealth me )
ts time somebody et the record stragnt by eMthimeasute
ning the weight (onsGous and Adil (o ous Plus pasta prodects car Nelp o preoaot fose aege!

of the real nutntional value of pasta produts AN wAntThine i Dy providimg the botk

Qo Dunger pangs

neceary

£ ned pasta produtts can provide 4 sgriticant

e on of an individudl y Recommended Daily The cAOnc YAt o 1Al pasta producty compare

4  wance of riacn nbotiavin tamme ronr anad tavorably i cAlorey Wit yoguft The art Deioa
. min B AMOWS The Actudl camparisor

e
155 a0
“g'-‘a 11 calones

C

ot 288 L0
W

not 100 calonie’

ot 155 catone?

ot 190 catore?

not 158 catone?

ADM Milling — supplying Breadwinners since 1902

ADM - K

5% 10910 Street STaeaner Wi wed ALRIECRC AL o 1 ‘

ADM also supplies quality Fakers shortening. corn sweetners
CO,. 10y protein and vital wheat gluten for the baking industry




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

Thomos £ Drohen

Thomas E. Drohan is president
and chief executive officer of Fore-
most-McKesson, Inc., a major US.
corporation headquartered in - San
Francisco, California.

With net sales of over $3.7 billion,
Foremost-McKesson's business inter-
ests include foods, distribution of
drugs and health care  products,
chemicals, wines and spirits, and land
development,

A native of Massachusetts, Mr.
Drohan received a B.A. degree with
honors from Harvard University in
1949. Following two years as an offi-
cer in the US. Army Signal Corps,
he joined Best Foods Company in
New York as a sales and marketing

36
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Derle Tuite

Darla Tufto, Nutrition Specialist
for the North Dakota State Wheat
Commission for the past three years,
is certified by the American Dietetic
Association,

A graduate of North Dakota State
University, she is active in several
Lmk-uluml socicties: She is Legis-

tive Chairman of the North Dukota
Nutrition Home Economics Associ-
ation Newsletter; Secretary of the
Bismark Arca Dictetics Association.

She writes a bi-monthly  column
“Nutrition News™, for the North Da-
kota Electrical Cooperative, and
“Nutrition ‘817 for the North Dakota
Wheat Commission Progress Report.

C. Joan Reynolds, Executive Direc
tor of the newly formed Wheat In-
dustry Council, Rockville, Maryland,
was formerly vice-president and di-
rector of the Wheat Flour Institute,
a division of the Millers’ National
Federation in Washington, D.C.

She has directed the [Institute’s
Bread Fair program, Sandwich Con-
test, and other flour promotion ac-
tivities. She previously was executive
national advertising and promotion

trainee, and two years later was made
manager.

Following assignments as Director
of Marketing. General Manager of
Foremost Grocery Products Division
and Marketing Vice President, Mr.
Drohan became a Viee President of
Foremost McKesson, Inc., which re.
sulted from a merger of Foremost
Dairies Inc., and McKesson Robbins,
Inc. He was named President of
Foremost Foods Company in 1972,
in 1974 became a director of the
Corporation, in 1978 he became
President and Chief Executive Offi-
cer of Foremost-McKesson, Inc.

e @ s

C. Joan Reymelds

director of the Dairy Council of
CGreater Kansas City.

She is a graduate of lowa State
University with a BS. in foods and
nutrition, and served a dictetics’ in-
ternship at Yaie-New Haven Medical
Center. She received a master’s de-
gree from the Univensity of Missouri
at Kansas City. She is a native of
lowa and was raised in Montana.

Utilizing the membership v
survey of last fall, the in-put at
Boca Raton convention, and meeti
with the Executive Committee,
Stevan R. Holmberg, Assoclate |
fessor of Management at the An
can University, Washington, D.C., il
present plans which will include be |8
association’s mission statement; ‘or
mulation of the association’s gen
objectives; planning the ram inix
and services; determining general re
source or financial strategies over the
next five years.

These plans will first be presented
to the Board of Directors and after
their review, to the entire member-
ship.

e Fe R A
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9:00 a.m.
6:30 p.m.
7:00 p.m.
8:00 p.m.
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77TH ANNUAL MEETING

National Macaroni Manufacturers Association
La Costa, Carlsbad, California

Sunday, July 12

Board of Directors Meeting in Lindora Room.

Welcoming Reception for New-Comers at Poolside.

Welcoming Reception for Everyone.

Dinner with Presidential Address by Lester R. Thurston, Jr. in the Vallarta Room

Monday, July 13

8:00 a.m.

2:00 p.m.
7:.00 p.m.
8:00 p.m.

Breakfast of C « = sions for Everybody in the Vallarta Room, featuri
Dr. Phil Smith, Medical Director, La Costa Spa. e

Dr. Stevan R. Holmberg, American University, and

Representatives of Burson, Inc.:
Don Egensteiner, V.P./WorldWide Creative Director;
Bert Rounber? V/.P./Director of Account Management;
Alan Campbell, V.P./Management Supervisor;;
Don Green, Account Supervisor;

From Burson-Marsteller:
Elinor Ehrman, V.P./Senior Counselor, Food Division;
Andy Cooper, V.P./General Manager, Creative Services;
David Canty, Marketing Group Nutritionist.

Golf Tournament — See Golf Pro

Suppliers’ Social in the Palmas Room.
Italion Dinner in the Vallorta Room.

Tu: day, July 14

9:0 am.

29 pm.

7: ) pm.

8:(0 a.m.
9:() a.m.
9:(9 a.m.
9:30 a.m.
10:00 o.m.

Y, 1981

0:30 a.m.
11:30 a.m.
g-gg noon Directors’ Organizational Meeting in Palmas Room.
W p.m.
8:00 p.m.

Implementing Long-Range Plans Committees and Special Interest
Groups — Vallarta Room, o S
Tennis Mixer.

Afterncon at leisure — golf tournoment.

Suppliers’ Social at Poolside.
Evening open to dine in a room of your choice.

i We nesday, July 15

Macaroni Manufacturers’ Breakfast Meeting in Vallarta Room.

General Session on Product Promotion in the Theatre.

Elinor Ehrman, Senior Vice President, Burson-Marsteller.

Darla Tufto, Nutrition Specialist, North Dakota Wheat Commission.

C. Joan Reynolds, Executive Director, Wheat Industry Council.

Thomas E. Drohan, President, Chief Executive Officer, Foremost McKesson, Inc.
Convention Committee Reports.

Suppliers’ Social in Palmas Foyer.
Banquet in the Vallarta Room.
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Food Processing Can Cut
Fuel Bills $152 Million

More than $152 million or the
equivalent of 5 million barrels of im-
ported oil can be saved annually in
the food processing industry, a pri-
vate study shows.

By using microprocessor control
systems for industrial process steam
boilers, the industry can save from
$100,000 to $2 million avnually in en-
ergy costs per boiler, says a study by
Honeywell's Energy Management In-
formation Center.

The microprocessors, linked to
boilers by & network of sensors,
monitor and control the fuel-air mix
wlhnt%lll’m!operﬂl e at peak effi-
ci A m rocessor system
m!p conho?opt:)ﬂulion and im-
proves boiler safety by in-vrnling a
dangerous buildup of unbumed fuel,
the Center said.

“Use of this tedhno ogy does not
require major  equipment  replace-
ment or refitting, additional opera-
tors or large capital investment,” said
Roger N. Schmidt, a esman for
the Information Center. “The 1878
tax credit for purchase of these mod-
ern control systems, coupled with
immediate energy savings and short
paybacks of less than a year, makes
these control systems fnancially at-
tractive to industry.”

In 50 working installations of mi-
croprocessor-controlled boilerz in en-
ergy-intensive industrics across the
country, the typical energy saving has
been 5 percent, Schinidt said. Based
on that saving, the Honeywell study
found that:

o The potential annual energy
cost savings from microproces-
sor control of boilers in the food
processing industry, which in-
cludes canned and frozen foods,
soft drinks, and milk and meat
products, are $152 million.

e Microprocessor control of bail-
ers in the food processing in-
dustry can save the equivalent
of 5 million barrels of imported
nil each year—enough energy to
heat 182000 Americans homes.

o Potential annual British thermal
unit savings from microproces-
sor hoiler control for the food
rnmtiug industry are 28 tril-

ion Btu's.

k.

e Annual energy cost savings for
boilers of different sizes and
fuel types range from $100,000
to $2 million.

Individual Boilers

The amount an hrdlvklu;lmlioﬂer
can save depends on age or ition
of the boiler, its capacity and load de-
mands, fuel type, number and com-
plexity of functions controlled and its
present control system, the study
said.

Fach boiler must be evaluated in-
dividually to detenmine what type of
control system is the most cost-cffec-
tive to manage energy use. Frequent
shifts in Joad requireme its, usually
the most difficult boiler vondition to
control for energy use, will often
bring the highest savings.

“Fuel is the largest part of the an-
nual operating and  maintenance
costs of process steam boilers. It's not
unusal for annual fuel costs to exceed
the purchase price of a boiler in large
energy consuming  industries,
Schmidt said. "With an average boil-
er life of 40 years, the potential for
energy savings through modemized
controls is great.”

Large Users

The food processing industry is the
sixth largest industrial energy con-
sumer. Sixty-nine percent of all the
energy used in this industry is depen-
dent on natural gas and oil-two fos-
sil fuels highly vulnerable to price in-
creases and supply shortages.

The Honeywell study examines in-
dustrial energy costs reported for
1979, along with data from the US.
Departments of Energy and Com-
merce. Other sources for the study
include: Oak Ridge Associated Uni-
versities, General Energy Associates,
the National Association of Manufac-
turers and the report of the Harvard
Business School Energy  Project—-
“Energy Future.”

Industry Has Gone on

Energy Diet

The ten US. industries which are
the most voracious consumers of en-
ergy are leaming gradually how to
curb their appetites, on industrial
energy efficiency from the Depart.
ment of Energy notes. Between 1972
and the end of 1979, the report says,
these industries improved their en-

efficiency by 154 percent. | ve
?the industries—chemicals, IF 0-
leum, food, tnnmathn equipn -t
and machinery-| surpassed t! eir
1980 efficiency targets hy the end of
1979, The others will cither meet t' cir
targets shortly or come close, ~he
ten industries, DOE says, have req ac-
ed their demands for energy siwce
1972 by the tqulvn!mt of more than
one million barrels oll:I; a dn{d ¢|1 -
to the energy they would huve
!::;.ledll 1972 efficiencies.

Accentuating the Obvious:
Some Often-Overlooked
Energy Lsaks

Source: Modern Materials Handling

@ Outdoor air dampers not airtight

o Dirty air filters.

o Thermostats that aren’t adjusted
for cloudy days, evenings, weel-
ends or little-used areas.

@ Signs that are too bright or lit at
unnecessary times.

o Oversized or improperly main
tained electrical motors.

e Equipment that runs when not
-

o Off-peak clectrical rates that are
not fully taken advantage of be
cause of improper scheduling.

o Steam of hot-water boiler leaks.

o Cas pilot I:E':! that stay on ir
warm weather.

o Steam-pressure or water-flow « ite
that are too high.

o Efficiency analyses that arent nm
daily.

@ Hot water that's used unnecess rih

@ Mechanical feeds that can v re
placed with gravity feeds.

Water Meter

A new, low-priced “Catcha- ‘a-
ta” water meter designed to in ibi
malicious water wasting in indiv. ual
apartments and/or special area o
industrial plants, is now n]\;’.ﬂ \b‘:
from the Jerman Com . v
sex Street, Hukmnr.‘d.]. 07 Ol
lclephone 201-487-T444.

Created from components imjort:
ed from Israel, assembled &
Hackensack, N.J., the "Catcha-\Vusts
meter can be casily installed by ant
plumber, or handyman with H::‘b'
ing savvy, on any size water line, B
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a  apartment or industrial area.

ccording to state law, landlords
ha + every legal right to install a
( ‘cha-Wasta™ meter in any apant-
me t they desire, and tenants have
no vay of tampering with its silent
op ation.

“his unique bronze-encased  unit
ha: a proven value in inhibiting
wa:tage of water in apartments, aml
encouraging conservation and better
maintenance in industrial areas.

Smce the water shortage crisis
shows no sign of any immediate al-
leviation, and both homes and in-
dustry are groaning under the pen-
alty of water company fines, the
“Catcha-Wasta™ is helping volume
water users to find relief from their
current water bill dilemma.

———— e e e

Optical Monitoring System

Key instruments, Inc., of Gardena,
California, has introduced an optical
monitoring system for the food pro-
cesing  industry which can “read”
labels, analyze registration, or any-
thing else coming off a press or down
4 conveyor belt. In fact, with the
Visual  Opticul  Quality  Monitor,
100%  non-stop unattended inspec-
tion is possible in three separate lo-
ations at the same time.

Eich camera in the Visual system
tan le “taught™ to sec at any angle,
inchy ling upside down. And since no
pnt f the sytem ever gets near the
Beld eing monitored, it's ideal for
read g wet ink, moving webs, or ob-
Fets wing conveyed.

A 1 piece comes off the press or
tho b the line, the camera freezes
the  age and reports it to the com-
pute - which in turn reads the image
for « ors or other desired informa-
tion. In this way, Visual can read
any mt; color, ink starvation, and
‘mes ; find cracks, pits, and breaks:
ud  heck serial numbers for se
quer. . Acording to Key Instruments
Chie  Executive Officer, Jim Green,
The Visual system can greatly re-
duce rrors, limit down time, and in-
‘Tras - productivity while showing an
Umo ¢ immediate retun on invest.
aent

“In mramon with human moni-
tors, Visuall outperforms by as much
8100 to 1" states Green. “For in-
“ir, @ human’s attention span is

hay, 1981
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about 12 minutes and his effedtive
working day is just 32 hours, while
Visuall's attention is non-stop. And
Visuall's - memory  is  permanent,
whether discerning colors or reading
uimbers.”

Operating a Visuall system e
quires no in=depth employvee tain-
ing, and all initial in\t.lll.xliun anl in-
struction is provided by Key Instru-
ments” factory technicians.

For more information on the Vis-
uall Optical Quality Monitor, contact
Key  DIistruments, Inc.. 1320 \West
Rosecrans  Avenue, Gardena, Cali-
fornia 90249, Phone 213-324-1194.

Protection from
Wet, Hard Floors

New  Dri-Dek interlocking  NMoor
tiles from Kendall Plastics, Inc. offer
two benefits in one floor covering —
protection from wet, slippery floors
plus relief from fatigue.

For wet areas, Dri-Dek  drains
liquids and dirt while elevating feet
above these unsafe materials. Dri-
Dek’s  anti-skid,  self<draining  sur-
face tums wet, hazardous floors into
safe, comfortable surfaces. And Dri-
Dek's special vinyl contains fungus
inhibitors to fight bacteria even in the
weltest conditions.

In stand-up operations, Dri-Dek's
flexible design cushions against the
pain and mental strain of standing,

Dri-Dek stands up to ails, acids,
grease, alkalies, salt, and a lot of sol-
vents. The square-foot tile design lets
you choose the exact length, width, or
shape you want to cover. And it
doesn’t take any special skill (or added
cost) to install Dri-Dek. The tiles
qquickly interlock without special tools
or parts.

Dri-Dek tiles come in siv safety
culors.

For more information and a free
Dri-Dek sample,  contact Kendall
Plastics, Ine., PO, Box T8TNR. Ken-
dallville, IN 46755, or call 214
ATATTIND,

Russo Selected IPW
Council Chairman for 1981

Joseph Russo is the newly named
chairman of the Intemational Pack.
aging Week Council. Russo, the chicl
representative of  the  Society 4
Packaging and Handling  Engineers
on the IPW Coundil, is manager of
the Eastern Sales office of Chicago
Mill and Lumber,

ternational — Packaging ~ Week
Pack Info 81, this year to be held in
Philadelphia’s Civie Center Novem.
ber 912, will include a new PMAMI
Machinery Engineering and Prcduct
Information  Show, meetings,  semi-
vars and the traditional “Packaging
Man of the Year™ hampuet held by
the  Packaging  Education  Founda-
tion.

Russo said that approximately 65
seminars are being planned  during
the Tuesday-Thursday dates. Mon-
day, November 9 will he reserved for
individual organizations” meetings.

The five sponsoring organizations
of the week are the American Man-
agement Association, Packaging Edu-
cation Foundation, Packaging Insti-
tute, Packaging Machinery Manufac-
turers lustitute, and the Society of
Packaging and Handling Engineers.,

For registration or further infor-
mation about Pack Info 81, write
Richard Akagi at the American Man.
agement Associations, 135 West 50
Street, New York, NY 10020, O
telephone (212) 556-5100,

Buyers’ Guide Correction

The listing for Food Engineering
Corporation on page 42 of the April
issue was incorredt.

Their correct address is: Fod En-
gineering Corporation, 2765 Niagara
Lane, Minneapolis. MN 55440, Phone
(612) 559-5200.

They design and  build  custom
made machines, coolers, drvers, stor-
age and accumulating systems and
diverse equipment. Mr. Ralph Bur-
geas, president.

KL

oy e O i

3 Py by et ST M e




WITH EACH NMICHOWAVE
i DRYEH
i M Up to 4 tmes the production in
2 the same feet of floor space a bar-
: gain in itself with construction
costs in the $40 sqg It range

2 Free production 542% with a
5-day week

B Save energy Tesls prove over
50% total energy savings com-
pared to some compelitive dryers
‘ ® Santtation savings Minimum
$100 each cleaning Most easily
sanitized dryer hose it down or
steam clean it

M Save on instailaton Fabricated
and assembled at our plant Up 1o
‘ 5 000 man-hours savings
3 M Other factors of increased fiex-

bility less waste from spillage
more exact moisture control
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A BETTER PRODUCT

Finally we have the capability
we ve been trying to achieve for
hundreds of years—drying maca-
roni products from the inside out
Until now we have had to wait for
the product to sweat or rest so
that the moisture would migrate to
the surface when we could agamn
dry some more in small stages
We had to be careful not to case
harden the product so the moist-
ure would not get trapped. thereby
causing the product to keep drying
on the outside but not properly
and to check at a later date
when that moisture hinally did
make its escape

Microdry actually produce a b4
ter product than does con. g Y [
processing The superior

the cooking strength an
when ready to eat and t' :
enhancement and micrc
when presented inthe p
We will be pleased 10 subr
ples of product made on t!
press same die samerawr
but dried in conventionraly
Microdry units You will rea tily
the color difference cook i
taste the bite differences @
measure for yoursell the star
slulf ot each product

#'d dryng operation from

..hon line comparisons by two
cpeccessors. Shows total energy
8]

B Kills all weevils- eggs &
and adults

B Kills all salmonella Stape
Coh and Coliforms Great,
duces total microbial coun’
B Makes a product witt
color

i v g

i
i MM.A;AM.;..;.MMH_A“.‘_“‘..-_.H, il
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WHAT USERS SAY:

B Lowes! downtime We keep an
accurate record of all downtime
and express it as a percentage of
time down to ime scheduled
2{"5'0"'7 leads the hist at less than

v
Plant Manager of a leading mic
west operation '

B All future equipment will be
Microdry

Technical director of a large pasta
plant

B | guess the greatest compliment
| can pay to Microdry is that f we
were going to install another Short
Cut line in our Operation it would
definitely be a Microdry Micro-
wave Dryer

Execulive Vice President pasta
manufacturer

SAVE OVER $1 MILEN IN TEN YEARS!

UMNITS IN THESE LBS HR
CAPACITIES 1500 2500 AND
4 000 ARE OPERATING TODAY
OR ARE ON ORDER FOR

L GOLDEMN GRAIN PLANTS

7 units

Chicago Seattle San Leandro
® DAMICO 1 unit

Chicago

B CATELL! Y unit

Montreal

® GOOCH 2 units

Lincoln Nebraska

mOB 'umn

Fort Worth Tewxas

W LIPTON 2 units

Toronto Canacta

B GILSTER MARY LEF 2 ne
Chester Hhnoss

B \WESTERN GLOBE 2 uno.
Los Angeles

| PILLSBURY CO Amarcan
Beauty Division 2 uniry
Kansas City. Kansds

B SKINNER 1 unit
Omaha Nebraska

M Diewasher by Microdry More
compact 2.000p s i water nozzie
pressures

MICAODRY Corp World ieader
nondustnal microwave heating

MICRODRY

3111 Fostraia Way
San Ramon CA 95581 415/817 9106

i
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Pasta Express

Gleaming and contem , Pas-
ta Express is designed to look like a
chic spot on the Via Vencto although
it is actually a quick-service restaur-
ant aimed at the lunch market in
Providence, Rhode Island.

The restaurant was built in the
Providence Arcade, a 150-year-old
structure where the first floor tenants
are all restaurants, food stores, or
food-oriented stores.

“Our challenge,” said interior de-
signer Robert J. Dil.eonardo “was to
create a isticated Italian-Euro-

n atmosphere in a marvelous old
I::i'ldin that looks like a Greek Tem-
le. I think both Socrates and Sophia
ren would be pleased with the re-
sults.”

Aimed to Lunch Market

With Pasta Express, which is aimed
at a quick-serve, lunch market, Di-
Leonardo was asked to create a mod-
ern atmosphere that was “wholesome,
airy, uncluttered, and had a crisp
feeling for diners.” DiLeonardo is the
founder and president of an award.
winning firm which bears his name.

The restaurant’'s owners who also
operate Capriccio’s in Providence, see
Pasta Express as an alternative to
the fast-food burger and sandwich
retail outlet. The menu consists of
moderately priced  cooked-to-order
Italian cuisine to reach the market
that has a half- to three-quarter hour
lunch break.

Avoid “Herd™ Lines

The 2,300-sq-ft. restaurant is di-
vided into ordering, dining and take-
out service areas. Because of the buf-
fet-style serving line and take-out pro-
cedures of ordering and receiving
food, the owners wanted to be sure
people did not feel “herded’ in line.
For the designer, traffic flow became
a major corsideration.

What developed was an ordering
station and pickup station where cus-
tomers move ng an L-shaped
counter behind which are fresh fruits,
antipasto salads, ltalian desserts and
beverages.

The restaurant, which opened last
October, generates a monthly sales
volume of about $60,000 on an aver-
age check of about $2 or $3. i

The dining area is predominantly
white with l?ainlm steel and touches
of green and red. Pasta is made on

42

Fiag ¥ e UBEEL F RS Ry e N M PR

site by a woman visible in the front
window and is sold to eat in, take
out or buy by the pound. The pasta
maker draws customers, according to
the marketing director Vincent Cim-
ini,

"People have their noses to the
glass, watching, asking questions™
and eventually bhuying the pasta, he
said.

In addition to pasta, the restaurant
serves fish, poultry, and pocket sand-
wiches, which are specially created
Italian breads stuffed with sausage
and meatballs. For people on their
way to work. Pasta Express features
cappuccino, espresso, tries, gra-
nola, fruit, omelets, brioche and
orange juice.

Pasta Express is a prototype of sev-
cral more to come. Cimini said. The
owners hope to have four restaurants
located in malls within a year.

Malls are preferred “because you
have a captive audience. Downiown
you have to fight to keep people
around after 6 p.m., but not in a
mall,” Cimini said.

R & F Sales Manager

i)

Williem J. Pazesk

William J. i szal has been named
Sales Managyv of fix arino & Freschi
Macaroni  Products  Company, St
Louis, Missouri, it was announced
recently by Ben ]. Muhlenkamp,
President of the Company, Mr, Pazak
will be respousible for the sales of
R-F, Red Cross, and New Mill
Brands. He will report directly to Jim
Masterson, Vice-President of Sales
and Marketing.

Prior to joining Ravarino & Fres-
chi, Mr. Pazak served as District
Sales Manager for Durkee Foods,

Consumer Food Group, St. Li s,
Missouri. Prior to that he server a
Regional Sales Manager for Fr ok
Foods, Cincinnati, Ohio and as 7 ue
Sales Manager for McCormich &
Company, Grocery Products | i
sion,

Mr. Pazak is a member of the \lL
lied Food Club of St. Louis and the
National Food Brokers Associatic.

ie is a graduate of the Unives.ity
of Illinois at Champaign. Mr. Pazal
and his wife reside in Ballwin, \lis-
souri with their three children.

Ravarino & Freschi  Macwoni
Company manufactures a t.nt:r!rtr
line of pnnnm!xoduds marketed un-
der the brand names of R-F, Hhed
Cross, and New Mill Kluski.

Buitoni Launching
Consumer-Targeted
Promotion Campaigns

Huitoni Foods Corporation will i
launching extensive promotion cam.
paigns during the balance of 1951, it
was announced by William P. Smaol.
ka, Buitoni Vice President of Sale
and Marketing.

The company will focus on con
sumer-targeted promotions as it turm
towards a classical marketing ap-
proach for its diversified Italian food
product line,

As a first step, marking its dedca
tion to becoming a marketer of .ig-
nificant size and importance « 2
national basis, Buitoni recenth as-
signed its frozen food, pasta ad
sauce accounts to Compton A er-
tis'ng, Inc.

Initially, the major portion o the
advertising budget wll‘lmbe sper in
*a half dozen Eastern markets,” ¢ wl-
ka reported. “The budget has o
increased significantly this year wd
our efforts will go towards ow <
markets,” he said. Baltimore/\' b
ington was identified as a prin pa!
focus market under consideratic -

Buitoni will rely more heavil ov
newspap couponing than in the
past, during the months new ac.er
tising copy is being developed. | aw
for Baltimore/Was ingl:tn.] includ ;“
major coupons totaling 5.140-
Impl5¢ cs:‘ dm}::'lhe Washintoo
Post ﬁ Baltimore Sun/News All{-f“‘
can a $1.00 t-of -purchast
refund offer to engulnuge multiple
purchases by consumers.
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fFoc 1 Concerns in the
fes aurant Business

A wt 8% of American fooe)
sper ing in 1979 was in restaurants,
wle: says Ronald Paul of Technomic
Con: Itants, a Chicago-based consult-
g m whose clients include res.
taur. s,

M: Paul says, and that rate could
wach 50% by the late 1980s. He
does 't expect @ sharp rise in meals
may from home, but predicts con.
samers will cat better, moving up in
“dining experiences.”

Consumers  eschewing  fast  food
will find company in General Mills,
lnc., perhaps the most successful res-
taurant operator in the food industry.
(hairman E. Robert Kinney aims for
good, basic food at low prices, hoping
to emerge as “the Bisquick of family
restaurants. He favors sticking to the
middle, providing “no fast food aml
m white tablecloths.”

Mr. Kinney also argues against
tanchising. To avoid problems with
srvice and foadd, “we believe in own-
mg our restaurasts,” he says. “We
hive better coutrol.”

Growth has been a major attraction
of restaurants. At General Mills, res-
twrant camings have surged roughly
3% a year over the past five years,
wearhy double of 16%  hold a av-
mage. Eamings of Pillsubry restaur-
ats, including Burger King, grew at a
A3% compound rate the past five
tears,

At ' cublein Inc., o well, a recov-
m I its Kentucky Fried Chicken
mmits 1y boost eamings. After a ma-
B qu o aty-improvement and redecor-
ding  ogram, earnings at the suhsi.
‘h}'! v rising rapidly. William Ma-
zare,  food analyst at Merrill Lynch,
"'r!x? Fenner & Smith, says Heu-
Hlein unn‘llbuml annual camings
W:t could shoot up to 15% from
3% the past five years if Kentue
' Fri | Chicken is turned around.
Mai gement technique is at issue,
:]l;- M guire says. “You can’t manage

fe aurant industry like you man-
2 bl he declares. “You don't
rt ith massive advertising and
el rybody to come on in and cat
‘r Lurgers. Heublein had to learn
t the hard way, but once they did,
<Y st their employes to school to
:ﬂm\-' service, cleanliness and qual-

hiy, jog)
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$250,000 to $500,000
fo start...for your

TV Ad Campaigns.

Television Capital Comporation can fund your TV advertising campaigns

In many cifferent markefing arecs,

for several cifferent product ines

Our funding s not a loan, but an investment in your growth. We require no
repayment of principal. no coliateral, and no equity. We're not on od
ogency. barler hause. media buying senvice or focion. We are unique
Our mium pays for el becouse it comes from a reasonable and
affordabie perceniage of only your increcsed sales in only the

req where your

are odvertised. phs O wse of money

charge 08 low a8 6'%. You con relecse your Vod ond
Choe o budgeted money

Just a3 imporiand ... we pay the media of your odvertising

drect

Mmrlmdmmm.meummrmn
makes NO cifference If you are now advertising on TV or aboul 1o, our
funding can be a whole lot cheaper than using your own maonay. And
you don't diule yOur @amings o net worth O3 you do when you spend
your funcs for acvertising We pay Al costs for your TV commercials ond
TV media aif fime. You and your od agency handie all the credtive and

media buying.

Esiablished companies with quality consumer products. good
distribution and eflective maonagement should inguire. Our moin interest

jeans. eic.

Cail or send for information and our enlighlening brochure. (516) 829-9600.

THEVISION CAPITAL CORPORATION
11 Groce Ave.. Great Neck, NY 11021

Our only business ls sxponding yours.

For now, the going will be rough.
But William lla“mwk. a consultant
who doctors up faltering chains, gives
food companies the preatest chance
for survival in the restaurant business.

=

“The strong will survive, the weak
will die,” says Mr. Babeock, “But it's
the food companies that have the
strength, the sophistication and the
capital to make it.”
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Amy Levin, Editor-in-Chief of
Mademoiselle Magazine, announced
the appointment of Vicki Poth as
Food 'Nutrition editor. The position
is a new one at the magazine and
marks the first time that Mademoi-
selle has established a te food
department. The move, designed to
centralize all food and nutrition in-
formation, is indicative of the maga-
zine's commitment to providing more
extensive coverage of the food mar-
ket. In the first three months of 1981,
Mademoiselle  devoted  thirty-three
editorial pages to food and nutrition.

Ms. Poth will edit all food fea-
tures within the magazine's new
“Living Well” section. This section,
which began in the June issue, un-
derscores the magazine's swi:f to a
more lively, more defined editorial
style. It will open with a cover page
introducing the main features within
the section and will include “Flash
in the Pan™ — a forum for freelance
food writers, and the Diet News
column to be written by Stephanie
Young. June food features include
“Pizzas with Pizzazz"; “Sorbels —
Fast Fruit lees™ and “Steam Heat.”

Mademoizelle’'s  Home/Entertain-
ing Editor Bo Niles will continue to
present entertairing  ideas, home
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decorating news and wines and spir-
its information.

Releases on home decorating and
wines and spirits should be sent to
Ms. Niles; food, nutrition and diet
news to Ms. Poth,

Lean 'n?cvlsh Cookbook

Dart & Kraft, Glenview, Ill., for
its Light n’ Lively processed cheese
is offering a Lean n' Lavish cookbook,
The cookbook contains 30 reci
for low-calorie reducing diets and is
free with a of purchase from
any size age of Light o' Lively

-cheese product. Full-page
ads in Better Homes and Gardens,
McCall's, Family Circle, Southem
Living and Sunset magazines are be-
ing used for the promotion. The ads
inclde a cents-off coupon.

Campbell Sales

Campbell Soup Company sales
for the third quarter, which ended
May 3, 13% to $706,005,000
from $626,396,000 in the third quar-
ter last year. Net eamings for the
third quarter, however, declined to
$29,652,000, or 92¢ a share from $33,-
42,000, or $1.03 a share, a year
earlier.

For the first nine months of Camp-
bell's 1981 fiscal year, sales advanced
13% to $2,190,372,000 from $1.840,-
635,000. Eamings for this nine-month
period increased to $104,015,000 from
the $103,633,000 reported in the Arst
nine months of fiscal 198. Earnsings
per share increased 2% from $3.14 to
$1.20,

. Gordon McGovemn, President,
said the results for 1981 include
Swilt-Armour  S.A.  Argentina, the
South America meat ucer and
Campbell's major supplier of cooked
beef which was acquired at the end
of last year. This acquisition, which
accounts for a major portion of the
sales increase, has continued to gen-
erate losses which during the third-
quarter period were approximately
7¢ per share; the impact for the nine-
month period was approximately 20¢
per share. “We recognize upon ac-
quiring Swift-Armour that we would
have to improve its results, and we
are making significant progress,” Mr.
McGovern said.

In addition to the impact of Swift-
Armour, the Company continued its

increased level of marketing expe: |-
tures in an eflort to broaden
maintain consumer awareness of
Campbell brands. Volume, exclu ve
of Swift-Armour, which dedinec iy
the Company’s first and second ¢ u.
ters, increased in the third per
representing about 20% of the « les
gain.

The per share figures were uiso,
exclusive of Swift-Armour, adverse
ly affected by foreign cwrency trans.
lation adjustments between yeans Iy
7¢ in the quarter and 4¢ in the nine
months.

Whey Products Vice President

Charles H. Roach has been pm-
moted to vice ident — whey pro-
ducts of the Food Ingredients Divi-
sion of Foremost-McKesson  Foods
Group.

Roach joined the company in
1966 as manager of marketing sen.
ices. Prior to that, he was division
manager of advertising and sale
promotion at Crown Zellerbach Cor-
poration. In 1978, he became diredor
of marketing and sales for the Fonl
Ingredients Division.

In his new position, Roach will di.
rect the procurement, production.
marketing and sales of whey pro-
ducts used as nutritional ingredients
in a wide range of food and pharma.
ceutical products. Foremost-M Kew
son Foods Group is the world’s '-ad-
er in whey processing technology and
is a principal operating unit of ! e
most-NMcKesson, Inc.

New Member

The Douglas Company of Tc do.
Ohio is a group of architects, ogh
neers and contractors. Their in-| s
staff of talented and experiencer -
fessionals solves problems am l'-"“‘
direct from feasi' litn.
through Elne‘:rg:.‘iu completion.

The company’s philosophy of otal
service has been applied succes ulh
to three areas of construction: Dﬂd"
merdial s involving son *
the mtiml:nml successful reta lens.
industrial projects of varied scop: and
size, and both high-rise and ga:dew
type multi-family housing projots

Directors of Marketing ). s
Butler and his associate, Stanley Tre
gillis, will be attending the NAMMA
convention in La Costa.
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Ct rles C. Rossotti, President

ROSSOTTI

LEADING CONSULTANTS TO THE MACARONI INDUSTRY
SINCE 1898

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

PACKAGING —we believe we have undoubtedly

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

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

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

MERCHANDISING — We can point the way towards new

profitable products and lay out mer-
chandising methods.

We have experience in these oreas.

George Leroy, Vice President and Marketing Director

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

2083 Center Avenue
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898

Jack E. Rossotti, Vice President
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