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tlhe premicer Paste
PRACIKAgEREE

by Fold-Pak
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<olor offset, rotogra-
vure or flexographic

printing, Fold-Pak

el

CORPORATION

superior package.
For an added touch

of elegance, packages can be

varnished, waxed or polycoated

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 pas
package that your produ

richly deserves

... A premier

pasta package

by Fold-Pak.

Mewark, New York 14513 315331 3200
Englewood Cliffs Sales Offics 110 Chartotte Place, Englewood Chiffs. New Jersey 07611 Phone (201) 568-7800
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i's the National Pasta Association

{Continued from page 3)

cwt, of raw material converted into
finished Other classes of mem-
bership are to be defined and a dues
schedule established by the Member-
ship Committee reporting to the
Board. The immediate new revenues
will be expended as follows for the
first year: Product Promtion ex-
penditures wil be increased from
$186,000 to $400,000 in line with last
::{ll; membershi l:'umr;rry which call-

or uct '
Other will bepumwmp.mlcd
from the present $260,000 to $339-
000. Provision for new staff has been
budgeted at §75,000 for salary, bene-
fits, overhead and travel. A reserve
account at 25% will be established
to provide reserve at $2,500 annually.

Plan Committee Commended

President Lester R. Thurston, Jr.
commended the Executive Commit-
tee which had functioned as the Long
Range Planning Committee durin
the past year for the work they
done under the leadership of Dr. Ste-
van R. Holmberg, Associate Professor
of Management at the American Uni-
versity, Washington, D.C. He said,
“We will become an organization
that and acts on a planned pro-
pmﬂ"n‘t;xcr than reacting to crisis
as they arise. In this manner we will
be in & better position to control our
destinies.”

Product Promotion

In the area of product ion

a team from ltli:!m.\lamr ler sht;'-
ed the potential in expanded ic
rrlulimtr:tnd advertising, It wup:ottd
that even though the J:m industry
best publi-

has enjoyed perha
city results ever achieved in the past
sales of a na-

five year

tionwide have been flat, A SAMI
analysis of dry pasta sales through
Cmoel?' stores  indicates  volume
growth in 1980 was only five ts
over 1975, actually less than mpd;er
cent a year.

The objectives of increased promo-
tion are ﬁ?m increaso the overall
consumption of pasta products; (2)
counter the jon that pasta
is fattening; (3) Increase awareness
of pasta’s attributes: cnergy value, nu-
trition, economy, convenlence, versa-
tility, Ravor. Strategies will be aimed
at medium/light users of all ages,
middle income, average family size,
across the nation with light users in
the South. Public relations strategy
will be to associate pasta with sports
and recreation, and postion pasta as
a w:iun-hnentng. nutritions  energy
f

Examples were given of a Pasta
Sports Profile which would correlate
sports/fitness programs with pasta/
nutrition messages. Advertising would
pick up the theme of Pasta Power.

Circulstion No. Circulation
Total July-Dec. 1980

But as we cannot afford adver ng
at lhh time ﬂle Pﬂ)dllﬂ Pron \on
Committee will take the ideas
to the drawing board.

Opening Breakfast

At the opening Breakfast of t  un.
pions, Dr. Phil Smith, Director  the
Spa at La Costa, stated that - cri-
cans are not a particularly b lthy
nation. Overweight with conse. uent
attacks in heart trouble, stres. and
lack of exercise are common prob-
lems. Improved health can come (rom
a balanced diet with basic good nu-
trition and a sensible schedule of
daily exercise.

Stewardship Report
In her stewardship report on pro-
duct promotion, I-:hmu:

Burson-Marsteller said it will

Hkasr Bbrmen

No. Circrlation

Box Score Results No. Jan.-June, 19*1
Consumer Magazine— 107 351,471,088 53 173,608,432 54 177 16%
Women's, Youth, Romance
Shelter, Farm, Black,
Special Interest
Newspaper S 143 774838909 71 402150,119 72 372 W
{)llly and Weekly B/W 18 468,000,000 9 234,000,000 9 2344 )00
Newspa
g Sy1||dll::l'd Newspaper 11 164,607,046 6 81,445,402 5 83, L6H
Ssupplements
ews Color Pa 154 39855241 ' 20,428,043 T 195 28
Hlsck Toes Releass 8 oTIoe 4 198,632 4 [RGS
Radio Releases 4 2800 stations 2 1,400 stations 2 1,400 st tion
Cooperative publicity 88 companics & 20  companies 18 cmnb i;::;
& organizations organiz !
Trade Releases 8 : 480 2 “a20 1 160
ications blications publicatit.
Television Kits 1 Whm stations 1 P&l shows
New York Pn(s‘!l.unch 2l’wnkitwilhfo;rnnlcm S i
Supermarket Consumers 117,000 recipe 35,000 1
Specialists nationwide leaflets leaflets
tension Home Economs. 1 1,700 recipe leaflets
Foodservice Publications 2 1,389 12 760,498 10 61956
Meals per Day 609,995,000 316,234,000 29,761,009
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) top the break in the July issue
ser's Digest (18,0000 read-
“The GCreat American Pasta
by Jack Denton Scott.
1a Tufto, Nutrition Specialist
. e North Dakota Wheat Com-
n, gave an excellent report of
wganization's activities which
.ppear in the Macaroni Journal.
Joan Reynolds, Executive Direc-
of the newly formed Wheat In-
y Council described the aspira-
tions of that group in promoting con-
sumption of wheat based foods.

Anchor Man

Tom Drohan, president and chief
ecutive officer of Foremost-McKes-
wan, Imm&dlrd"d that Indlt‘Lom are
being by prerent day con-
ditions and we must move as an in-
dustry to meet thase challenges. He
dted as examples computer to com-
poter ordering: omni-stores replacing
m:eb; tele-shopping- when

g and retailing become in-

the growth of gener-

i and private label, with the future

possibility that retailers will rent

space to manufacturers to sell their
branded

He stated that pasta is an enetgy
food that contributes to physical fit-
ness and we should sell it as such. He
undudcdstlut the ndopﬁlnln h:‘ the
strategic five-year will help us
push nasta fotwud.le 2

Projects
It s reported that Collies, Shan-
won, il & Scott in Washington, D.C.
will . .tinue to pursue the matter of
subs s on Italian a imports
with
the

Ta2EEToFCE

g

e US. Trade Representative
t the Association will support

ject.

T. Standards Committee is de-
vlo, 2 a protocol for the Food &
m- «Iministration on moisture loss

m pasta packa materials.
A yon mf:mk%l be made
inth - to six cities for one year start-
ing . ut the first of the year. Ques-
tioni, .ires will be mailed out shortly.

Thanks goes to the hosts of the
Suppliers’ ‘Socials which
cach evening's dinner function:
A D M Milling Com
Shawnee {lmg..nigmm
Amber Milling Company
St. Paul, Minnesota

SerTEMBER, 1981

Buhler-Miag Corporation
Minncapolis, Minnesota
Commercial Creamery
Spokane, Washington
Cooley Sales Company, Inc.
Kansas City, Missouri
The Douglas Company
Toledo, Ohio
DeFrancisei Machine Corporation
Brooklyn, New York
Faust Packaging Corporation
Central Islip, New York
Fold-Pak Corporation
Englewood Cliffs, New Jersey
General Mills, Inc.
Los Angeles, California
Hoskins Company
Libertyville, 1llinois
International Multifoods
Minneapolis, Minnesota
1 T T Paniplus
Olathe, Kansas
Kerr Pacific Milling Corporation
Pendleton, Oregon
D. Maldari & Sons, Inc
Brooklyn, New York
Microdry Corporation
San Leandro, California
Monark Egg Corporation
Kansas City, Missouri
North Dakota Mill & Elevator
Grand Forks, North Dakota
Wm. H. Oldach Inc.
Cherry Hill, New Jersey
Package Machinery Company
East Longmeadow, Mass.
Peavey Company
Minneapolis, Minnesota
Seaboard Allied Milling Corporation
Shawnee Mission, Kansas
Rossotti Consultants Associates
Fort Lee, New Jersey
Milton G. Waldbaum Company
Wakefield, Nebraska

Stratogic Five Year Plan

The 1980 will bring new chal.
It'::fcs and opportunities to the pasta
and related industries and the busi-
ness firms engaged therein, In order
to ensure that the National Macaroni
Manufacturers  Association (NMMA)
provides programs and services that
are responsive to the diverse needs
of its members in the 19807, the
Board of Directors voted to initiate
the development of a long-range
PMan. This action was sven as critical
to enhance and help ensure the asso-
ciation's capabilities to  effectively
meet rapidly evolving member needs
and the challenges facing the pasta
and related industries during  the
1980's.

NMMA's members feel they are
likely to face major changes in the
1950's due to higher energy costs, in-
creased costs of transportation, em-
ployee productivity, increasing con-
sumer acceptance of pasta products
for at-home consumption, inflation,
the ability to attract and retain key
supervisory/management ptrmnm-l
and worker attitudes towards their
jobs and management.

The area of promotion and adver-
tising of pasta and related products
was also seen as a major industry
challenge in the 1080°s. In addition,
the increasing use of pasta as a con-
venience food was seen as a very im-
portant future trend.

These and other challenges are
likely to be significant to the viability
and success of NMMA's members,
the pasta and related  industries.
Hence, they provide the backdrop
against  which NMMA's objedtives
and program plans are to be develop-
ed in order to achieve the maximium
benefit for its members,

The Board of Directors charged
NMMA's Planning Committee, chair-
ed by Mr. laster L Thurston, Jr.,
with the responsibility of systemati-
aally developing a  recommended
comprehensive  NMMA Five-Year
Long-Range Plan, The members of
NMMAS Planning  Committee and
their organization afliliation are:

Lester R, Thurston, Jr.,
NMMA President

Chairman of the Board

C. F. Mucller Company

‘Continued on poge &)
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Strategic Five Year Plan
‘Continued from poge 5)

Joseph P. Viviano
President
San Giorgio Macaroni

Anthony H. Gioia
President
Gioia Macaroni Company

John D. Herrick
Chairman
Ceneral Mills Canada, Ltd.

Paul A. Vermylen
President

A. Zerega's Sons

NMMA Staff
Mr. Robert M. Green
Executive Director

Counsel
Mr. Gary ). Kushner
Collier, Shannon, Rill and Scott

Association Planning Consultant
Dr. Stevan R. Holm

College of Business Administration
The American University
Washington, D.C.

Mission Statement
NMMA's  Planning  Committee
recommended the folﬁxwing propos-
ed mission statements for adoption.

The purpose of the Association is:

o to serve all phases of the indus-
try by promoting the develop-
ment and use of pasta and re-
lated products for the benefit of
consumers; and

e lo serve lu.m manufacturers
and related industries by pro-
viding pro, and services
that will their eficiency
and effectiveness.

As refiected in the above proposed
mission stztement an integral part of
this new direction and scope of ac-
tivities for the association is the
parallel recommendation by the Plan-
ning Committee that the association’s
named be changed to the National
Pasta Association.

On the basis of the NMMA Plan-
ning Committee’s analysis of the re-
sults of the membership need survey,
the Planning Committee identifiec
five areas in which NMMA should
focus its efforts over the next five
years. All five of these general ob-

]

jectives are well within the scope of

activities specified in the mission

statement,

For cach of these general objec
tives arcas, the Planning Committee
developed a statement which repre-
sents the results toward which future
programs and services should be di-
rected. The resulting general nlrlto
tive statements were then rank order-
ed for of identifying their
relative importance in contributing
to the fulfillment of NMMA's recom-
mended mission statement. The fve
general objective statements, listed
in order of priority. are identified be-
low:

o Consumer Affairs . . . to pro-
mote the increased sale and use
of pasta and related products, to
provide consumer education con-
cerning  the value, nulrlliom‘:
and other aspects of pasta, an
to maintain gm ludep::lntlom.

o Government Affairs . . . to rep-
resent the pasta industry before
the executive, legislative, and
judicial branches of government
and to monitor, analyze and dis-
seminate legislative and regula-
tory information.

@ Technical Afizirs . . . to develop
and support activities designed
to improve the technical, stand-
ards, research and nutritional
aspects related to all phases of
the pasta industry.

e Internal Affairs . . . to attract
and retain members, to effec
tively manage the communica-
tion, information, and meetings
of the association and to de-
velop education and other
grams focused on the operation-
al aspects of the pasta industry.

o Industry Advisory . . . To coor-
dinate activities with and re-
ceive input and guidance from

roducers, processors and manu-
acturers on industry-wide issues
and concemns.

The Organization Structure
1. CONSUMER AFFAIRS
COUNCIL
A. Product Promotion
Committee
B. Trade Relations Committee

Il. GOVERNMENT AFFAIRS
COUNCIL

A. Government  Relation
Committee
1. Legislation
2 Regulation

B. Small Business Helat:
Committee

11l. TECHNICAL AFFAIRS
COUNCIL

A. Technical amd  Stano indy
Committee

B. Research and Develop-
ment Committee

C. Nutrition Committee

IV. INTERNAL AFFAIRS
COUNCIL

A. Membership Committee
B. Administration Committee
1. Communications
2 Meetings
3. Information aml
Statistics
C. Operations Committee
1. Machinery
Manufacturing
2. Packaging
3. Distribution
4. Alli=d Suppliers

V. INDUSTRY ADVISORY
COUNCIL

A. Producers Committee
B. Processors Committer
C. Manufacturers Commniitter

The chairman of each of the five
councils will report to the Exes tive
Committee. The councils will ave
overall responsibility for recom: nd-
ing policy, monitoring program- and
ensuring that the agreed upo ol
jectives were being accomplish: by
the relevant committee in their  eas
of responsibility. A member o the
munclr:vmld serve as the comn tee
chairman for each of the comm s
which report to the council. Co «l
members would typically hold . op
executive position with member | s
Each council would have twi or
more committees reporting tr it
Committees would have fic as-
signments and responsibilities in t wir |
respective topic areas. In contras! to
primarily top management at the
council level, the committees wou
largely draw from specialists with |
member firms related to the commit-
tee's topic areas. The new committee
format will greatly facilitate bring:

Continued on poge 13)
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That's why at North Dakota Mill,
we say, “we deliver quality”

the durum people

can be assured of top quality
durum products.

Skip wants you to deliver the
finest macaroni products. To do
that, you begin with the finest
quality Durakota No 1 Semolina,
Perfecto Durum Granular, and
Excello Fancy Durum Patent
Flour from North Dakota Al

eliver

ki Ueterson, durum sales

ma ager, knows that quality is
the 'umber one priority at North
Da ta Mill. And when the

wo d's finest durum wheat is

mil »«d with the nation’s most

mo ‘etn milling equipment, and
the « shipped by North Dakota’s
ow:: airslide railroad cars, you

T gt e e

NORTH DAKOTA MILL
Grand Forks North Dakota 58201
Phone (701) 795-7000
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CONSTITUTION AND BYLAWS

G}.

NATIONAL PASTA ASSOCIATION
as amended in Convention assembled July 13, 1981

Article 1| — NAME — The name of
the organization shall be the National
Pasta Association (NPA).

Article 11 — PURPOSES

Section 1 — PURPOSES — The

purposes of Assocation shall be:

(a) to serve all phases of the in-
duls;:y by promlingot[he de-
ve! t and use
uu.lp::;:)lrd products !urm
benefit of consumers; and

(b) to serve manufacturers

and related industries by pro-
viding r rams and services
that wil nce their efficien-

cy and effectiveness.

Section 2 — RESTRICTIONS -

All policies and activites of the

Association shall be consistent

with:

(a) applicable Federal, state, and
local antitrust, trade regulation
or other legal requirements;
al

(b) applicable tax exemption re-
quirements that the Association
not be organized for profit and
that no part of its net eamings
inure to the benefit of any pri-
vate individual.

Article 111 — MEMBERSHIP
Section 1 — ELIGIBILITY — The
membership of the Association shall
consist of individuals, partnerships,
corporations, association or other en-
tities engaged in the manufacture of
ta products or aswciated with or
ving interest in the development of
the pasta industry. Such membership
shall include the following classes:

(a) MANUFACTURERS M E M-
BERS — Limited to those actu-
ally engaged in the manufac.
ture of pasta products;
PROCESSOR MEMBERS -
Limited to those actually en-
gaged in mllllnr or processing
raw materials for use in the
manufacture of pasta products;
(d) SUPPLIER AND SERVICES
MEMBERS — Limited to those
engaged in the manufacture of
equipment or supplies for use
in the manufacture of pasta
products as well as those who

(c]

fumish services to the pasta
manufacturing industry; and
(e) ASSOCIATE MEMBERS -
Limited to those who, while
not satisfying the criteria for
membership in one of the
above memberhip classifica-
tions, have interest in the de-

velopment of the pasta indus-
try.

Section 2 — APFLICATION AND
ELECTION — Membership shall be
conferred on all eligible applicants
who, having filed appropriate appli-
cation forms wtih the Association’s
Board of Directors, receive a ma-
jority vote of the Board of Directors.

Section 3 —= TERMINATION AND
REINSTATEMENTS

(a) RESIGNATIONS — Resigna-
tions of members in good
standing shall be submitted in
writing to the Association’s
Board of Directors; however,
resignation does not relieve a
member from liability for dues
accrued and unpaid or other f-
nancial obligations owing to
the Association as of the date
of resignation.

(b) EXPULSIONS - Members
may be expelled for cause by a
three-fourths vote of the Board
of Directors, or of the Associa-
tion.

() SUSPENSIONS — Members in
arrears for dues for a period of
aix months shall be suspended
autoraatically.
REINSTATEMENTS — Rein-
statement of members can be
made only upon full payment
of any former indebtedness to
the Association, application for
reinstatement having been dulv
aproved by a majority vote of
the Association or its Board
of Directors.

Article IV — PRIVILEGES OF
MEMBERS

Section 1 — Manufacturer members
in good standing shall have full mem-
bership richts. Only Manufacturer
members shall have the right to vote
at general annual or Special member-

(d)

ship meetings, sit ‘n executive
sions and to hold office.

{a) Each member shall be ent ol
to one vote only. If men 1
ship is in the name of a 1.m,
corporation, or other legal en-
tty, it shall be entitledgtu one
votv only, imespective of the
number of branches, plants. or
subjidiaries it may have.
Producer, Processor, Supplier
and Services and Assodate
members may serve on and
chair Association comniittees
and councils and may vote at
meetings of such committees
and councils.

(c) All members shall have the
right to be heard at genenl
annual or Special memEmhlp
meetings.

Adticle V — BOARD OF
DIRECTORS

Section 1 = GOVERNING BODY-
The Association shall be governed by
a Board of 13 Directors selected from
among the Association’s Manufac
turer members,

(a) Membership of the Boanl of
Directors shall be limited to
one Board member for ar. one
pasta manufacturing comjuny.

For purpuses of 24+ tion,
one pasta manufetuny om-

pany means one 2 en
tity or one individﬁly v ned

company.

(b) The immediate Past Pro lent
shall autmomatically @ 2
member of the Board.

(c) Past Presidents, still acti in
management in a dues [ N8
pasta manufacturing con
shall have the right to ho!
status of Board Member |
tus without vote.

Section 2 — ELECTION -
Directors shall be elected at th
nual meeting of the Association
majority of the votes of Manufa: ur
ing members and voting. /he
term of office of each director >hull
be for one year. Any vacancies ocur
ring in the interval between auual
meetings shall be flled by the Boarl

'‘Continued on poge 10)
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Vibrating Conveyors: Il for conveying materials gently
withuut breakage. One piece stainless steel trays which am
self cleaning meet the most stringent sanitation requirements,
Al units utilize corrosion free “Scotch Ply™ reactor springs
whith can be washed down plus simple maintenance free
puritive ecrentric drives. Capacities of up ta 2500 cu. 1. hr.,
wit' lengths over il feet.

SErTEMaE, 198)

Services offered: Electr ineering and Control Panels

@13 882-8700

hullztin cve-30

USDA APPROVED

OPEN TUBULAR FRAME
POLY-STAIMLESS OR ALLMINUM

SEECO

BUCK:.. ELEVATOR

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

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

Write for Fylletin CAL-50

The Modu-Tran 1T Vibrat-
ing Convevor feeds product
sideways as well as in the
normal forwand direction.
This unique development by
Aseeco Corporation makes it
pussible to split a stream of
product, 1o any rates of flow
desired. with sanitary estheti-
cally designed vibrators.
Units can beinstalled in series
1 distribute product to mul-
tiple packaging machines or

to several use points simulta.
neously on demand,
bulletn cm/TI0

- : A
|SGNENERRERREEE

ion and Start-up

ASEECO 8887 W. Olympis Beulevard, Beverly Hills, Calif. 30211
TWK 590-450-2901

i1
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NPA Constitution

Continued from poge 8)

Section 3 = QUORUM
(a) BOARD QUORUM — At any

meeting of the Board of Direc-
tors, a majority of the Board
shall be necessary to constitute
a quorum for the transaction of
business.

(b) ASSOCIATION QUORUM -

At annual or Special meetings
of the Association, 20% of the
Manufacturer members in good
standing shall constitute a
quorum for the transaction of
business.

(c) PROXIES — Proxies shall not

be permitted or accepted in
any vote of the Association
or the Board of Directors.

Section 4 — DUTIES AND POWERS
(a) The Board of Directors shall

have the control, management
and direction of the affairs of
the Association and all the pow-
ers thus implied. They shall in
all cases act as a Board regular-
ly convened and, in the trans-
action of business, the act of a
majority of a quorum present
at a meeting duly assembled
shall be the act of the Board.

(1) Any Director may resign
his office at any time, such
resignation to be made in
writing and to take effect
immediately without accep-
tance.

(b) The Board of Directors may
appoint an Excotive Com-
mittee of five Directors in-
l.'llllll:l: thy President and
immediate Past President.
Three members shall con-
stitute a quorum of the Ex-
eccutive  Committee.  The
Assoviation’s Executive Di-
rector, Executive Secretary,
or other such person who
is responsible for manage-
ment of the Association
may serve as Ex Officio
member of the Executive
Committee. ‘The Board
may delegate any of its
powers to the Executive
Committee including  the
filling of vacandies occur-
ring on the Board in the in-
terval  between  annual
meetings, provided, how-
ever, that a decision of the

Ezxecutive Committee to fll
such a vacancy must be ra-
tifed by a majority vote
of the Boarnd of Directors
at its next scheduled meet-
ing, at a Special meeting
called for that purpose or
by mail ballot.

Section 5 — SPECIAL ACTIVI-
TIES — The Board of Directors in
furtherance of the Purposes and ob-
jectives of the Association, may, in
addition to performing the duties and
services customary to the Board of
Directors of a corporation.

(a) form, create, organize and es-
tablish special departments,
committees, subsidiaries
and other entities out-

side or within the Associa-
tion and appoint, elect or
designate officers therefor;
and

(b) contract with, employ or

engage persons, COTpora-
tions, associations or others
to perform special functions
and activities.

Article VI — OFFICERS

Section 1 — OFFICERS — The
Officers of the Association shall be a
Presiden?; First Vice President; Sec-
ond Vicr President; Third Viece Presi-
dent; Secretary and Treasurer.

Section 2 — ELECTION

(a) The Officers of the Association
shall be elected by the Board
of Directors immediately fol-
lowing the annual meeting of
the Association. The election
shall be by ballot by a plurality
of votes of the Directors pres-
ent.

(b) The Directors shall clect the
officers from their own number
only, except that the offices of
bcmh:l:ly ba;nd Treasurer may

¢ one person who
need not be a Director or mem-
ber of the Association.

(¢) Officers shall hold office for a
period of one year or until suc-
cessors are elected.

(d) Any vacancy occurring in the
interval between meetings shail
be filled by the Board or the
Exccutive Committee.

Section 3 — DUTIES — Each offi-
cer shall perform the duties custo-
mary to his office, unless the Board
of Directors otherwise determines.

B, L

-

Article VII — REVENUE - =
T Ry 0 T

ember 1s « » 4
g ] lex (ime scheduling

cordance with a ducs structure 1 be
established by resolution of the | ard
of Directors, such resolution + be
ratified at the Associations winual

. 4 - s
pinpoint delivery” tinye!
L]
meeting, at a Special meeting called y . .
forluchpuqxncsorbymlﬁhih
by a two-thirds vote of the Manufas. Al f
turer members present and voling st i
a meeting or by a two-thirds vote of i \
the Manufacturer members voting if )
by mail ballot.
Article VIII — MEETINGS
Section 1 — The annual meeting of
the Association shall be held at such
time and place as the Board of Di-
rectors shall designate. Written no-
tice of such meeting shall be given
all members at least 30 days in ad- |
vance thereol, :
Section 2 — The President shall
call a Special meeting of the Associs-*
ion upon the request of the Board of
Direclors or up the wrilten request’
of at least 20% of the Manufacturen
in good standing. {
Section 3 — The Board of Direo |
tors shall meet for organization cach.
year immediately after clection st
annual meetings of the Association, -
Section 4 — The Board of Directon
shall also meet upon the call of the
President or five Directors. %
Section 5 — The Executive Com
mittee shall meet upon the all of !
the President. ;
Section 68 — Regional n ctingi]
may be called by any Vice P: ~$
or Director for the ol -
ation and remmmm ) the
Board. 3
Article IX — COMMITTEES - Th
Board of Directors shall appo : suck]
councils, committees and : o]
mittees as are necersary o cany
forth the purposes ard objec: /e o
the Association.
Atticle X~CORPORATE SEA. -Th
corporate seal of this Associatic 1
have engraved thereon “Nation |l P
ta Association” and in the cenier 5%
word “Seal.” It shall be kept by B¢
official responsible for the mansg®
ment of the Association and Gl
to all papers and documents rovuired
!Continued on poge 13)
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PRODUCT PROMOTION REPORT
by Elinor Ehrman, Burston-Marsteller,

At the 77th Annual Meeting

Macaron! Manufacturers Association
gets a double mention. It's definitely
an upbeat article for pasta and even
an editorial emor is in our favor. I
must call your attention to the fol-
lowing cﬁ.ph: “Pasta is NOT a
weight E{l. , unless served with a
rich sauce. One of the world's per-
fect foods, ltlllowlnlalmdhlgh
in digestibility. Four ounces of cook-
ed pasta contain just 210 calories,

about the same as one medium-sized
apple.” The should have read
'Ml.upl " 8o, if you are

thinking of quoting the Reader's Di-
est, on the subject of pasta nutrition,
forewamed. No one Is perfect.
And there are plenty of red faces in

O‘And now, for a quhhi-mr}-thmu
other promotional highlights for
the first 6 months: ol

In the consumer program:

This year our theme plays up the
lan-uloriemdvmalﬂlg‘nqrdso{
pasta products:

Eat Light With Pasta

This slogan will be incorporated in-
to wr.:E:vhtm kit in preparation

for National Macaroni Week in Oc-
tober, And it is also the headline of
our new leaflet, just out, which in-
cludes nine calorie-counted recipes.

Early in the new promotional year
we distributed a picture story to the
grocery trade headlined Eat Light
With Pasta. American Grocer, Food
Promotions and bunches of state
magazines carried the photo and
story reminding retailers of pasta’s
versetile role in the “Light™ eating
trend,

In addition, our 19680 theme:
Pasta Means More For Less
still gamers headlines in major pub-
lications, and we'll continue to get

playback for months to come.

A secondary theme continues to be
Pasta . . . Food For Athletes and tho

nutrition | ting complex
clrbohydls':togsm\-.g& includ-
ed in all of our press releases.

Tying in with our “Eat Light With
Pasta” is this cover story in the

June issue of Ladies Home Joumal:

“Summer Pasta® Newest on the
Salad Scene.” “Go beyond the old
picnic staple-Macaroni with mayo—
to the best salad ideas in years: Main
dish pastas. Highly imaginative mak-
ing use of summer's hounty and a
wide variety of pastas ;tubes, s_piuls)
from family fare to very fancy.” Nine
recipes. Recipes shown: Tropical
Macaroni Curry, Pasta Tonnato,
Crab Luigi, Beef 'N Horseradish Sal.
ad. Circulation: 5,500,000,

Bride’s — June issue — “Pasta for
a Bridal Party” — don't hesitate to
serve pasta. It's everyone's favorite.
Five recipes courtesy of National
Macaroni  Association. Circulation:
333,470 Bride's-known as the qual-
ity book for this special market.

True Story — June. Leaflet offer —
“If you're one of the thousands of
Kcople who've discovered the bene-

ts of regular physical activity, you
know that it should be accompanied
by proper nutrition for masimum re-
sults in performance. Pasta-Food for
Athletes is a leaflet which explains
the role of pasta in a healthy, high-
energy diet. Easy-to-prepare recipes
which feature the goodness of pasta
are also included.”

Circulation: 1,400,000, We've had
several hundred request to date,

Ladies Home jJoumal — March.
Entertaining story on an economy
theme "One Pound (of meat, that is)
Entertains Eight.” Lasagna Rollups
recipe.

Good Housekeeping in February
and again the March issuc — featured
pasta in the sections: 30 minute en-
tree — Fettucini  Florentine-Franks
and Spaghetti. Circulation: 5,138,948,

Cosmopolitan — March. Instant
Pasta Magic. Pesto Genovese recipe.
Circulation: 2837325, Quick and
Easy,

Forecast for Home Economics —
March, Issue is the Food and Nutri-
tion Special noted on cover — also
healthy snacking noted on cover for
story-turn anytime snacking in a nu-
tritious food plan. Lasagna chips as
a crisp treat-photo and recipe. Cir-
culation: 66,403.

(Continued on page 16)
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On the syndicated Sunday

' — Parade & Family Week-
y for a combined circulation of 83,-
161,644. Four Family Weekly breaks
~ January 11, March 22, April 19,
May 24; one Parade — January 4.
Economy, ethnic foods, 30-minute
meals, low calorie are themes. Family
Weekly — 357 papers; Parade-129.

Color pages full page spreads —
Appleton Post Crescent Two photos—
Spaghetti with Marinara  Sauce:
Spaghetti Cabbage Roll Dinner. Cir-
culation: 50,160.

Tallahassee Democrat — January
8. Three photos: Slow cooker chicken
cacciatore, baked macaroni and
cheese, macaroni-ham-vegetable cas-
serole (7 recipes total). Circulation:
47,152,

Mem Commercial Appeal —
]munrypilul’. Noodle Zucchini Bisque
a winter double page spread.

Ma Market N = the
NN?;*I[H—NC\V:OI“M—
February 22. Continues its love affair
with pasta. “More than once we have
mnled out that Italian cookery, at

g last, is coming into its own in
this country. Much of the public has
been weaned oﬂathe m:.ljlon il;:.t':;xul
prepared by a fine Italian is
lpuﬁl::ﬁ and meatballs or oven-hak-
ed The greatest discovery
in this direction is that a good many
ingredients can be turned into a sub-
lime sauce for pasta ranging from
acini di (which means pepper-
corns) mp'-'l‘:‘ (which means bride-
grooms”. Chicken livers and Mush-
rooms with spinach noodles in color
photo; other recipes — Sweetbreads
with Fettuccine; Kidneys with Buca-
tini. Circulation: 1,430,355,

New York Sunday News — May
10 — Blowup — “Pasta doesn’t mean
I;ut linguine or tagliatelle but em-

races a whole world of shapes,
tastes and textures that make enter-
taining with pasta a constant and
\'ariuf delight. Headline — Put
Some Shape in Your Pasta. Twelve
serving suggestions are given using
tubetti, shells, ziti, rotelle, macaroni,
Circulation: 2,125,000

New York Post — June 3. Quick
summer meals — bake ahead pasta’s
ideal for last-minute gatherings. Six
recipes. Circulation: 640,000.

Newspaper Headlines — Highlight
economy, ease of preparation, nutri-
tion, low-calorie, microwave. S
ling of papers: Columbus Dispal
Denver E.octy Mountain News, Syra-
cuse Post Standard, Chicago Sun
Times, Albany Times Union, Cleve-
land Press, Fort Worth Star Tele-
gram, Bridgeport Post, Portland Ore-
gonian, Wichita Eagle, Chattanvoga

Times.

N Syndicates — Poten-
tial circulition: 372,686,880. Repre-
sented are: NEA, AP, King Features,
Chicago Sun-Times, Economist News-
papers, Amalgamated Publishers,
Afro-American, black — At-
lanta World, Houston Informer.

And coming up in the next few
months; here are some dates to re-
member:

September 168 — Fifteenth Annual
Macaroni Family reunion at Tiro a

Sego

October 1-10 - National Macaroni
Week — October 1-10 — Or should
we call it National Pasta Week?

October Placements: ;‘:dﬂmiullr
— “Pasta Toppings-Dou e col-
or; Lady's (ﬁ:‘-‘- Ecmwml;l%heme.
Everywoman — “The Magic of Pas-
ta~ Womans World — Economy
Theme; Associated Press, NEA, TV
kit; Supermarket leaflet — “Eat light
with Pasta™; Distribution

Moving along to the Foodservice
Industry, we serve  magazines
reaching operators of 6 major seg-
ments: Fast Food Chains, White
tablecloth restaurants; School Cafe-
terias; Company Cafeterias; Hospi-
tals; Nursing Homes.

In every category, Foodservice ap-
crators are saying over and over
again — pasta is the hottest item
around “Give us new ideas for pas-
ta; how can we take it out of the
Italian kitchen, extend its use and
appeal; serve it fast; raise our
fits with this low-cost item?” We're
sceing pasta specialties appear on
menus as a and demi course,
entree and side dish (replacing po-
tatoe) items; Pasta theme restaurants
are opening up across the country
and pasta is being featured on "Lean
Cuisine™ menus as a specialty that
caters to the current diet trend. This
is a big plus that reinforces our ef-

forts to show how can be pa :
of a reduction and maintenance dii .

To answer the Foodservice indi -
try cry for pasta ideas we've deliver. |
our message in the following pul; .
cations with feature stories and « -
or photos that illustrate what 1 ¢
mean.

The February, 1881 issue of Fo
Service Marketing presented “Tue
Pasta Takeover”, an excellent cxain-
ple of the ng interest for pasta
dishes that have versatility, The fca-
ture demonstrates how to use pastu’s
many shapes combined with low cust
food items to attain a profitable
menu item. reads, =, . . nolong.
er savored only in Italian spaghetti
houses; fast service operations, col.
feeshops and the dinnerhouse sey-
ment of the industry are all realizing
the profit potential of hased
items.” Pasta shells stuffed with tofu
and mushrooms, Zucchini lasague
and linguini tossed with almonds and
prawns are examples shown in full
color. Circulation: 106,689, Meals per
day 31,866,000

Pasta is recognized as a hot new
item in Canada, too. “Pasta Possibili-
ties”, the main food feature in Food-
m-lviu- lmll Hospitality, includes a
ful color 0 and four :ecips
in lEg:tmy lmlghllghu ta as
a priority food in tune with the trend
toward light, yet filling, foods, Copy
says, “Versatility, compatibility, ru-
tritious, low-cost and quick to pie
pare . . . all advantages that «n
make pasta a regular on the menn”
Circulation: 24,000, Meals per d.y:
6,634,300.

Pasta doesnt go to restaur
only. Schools and institutions g
lot of mileage and creativity
pasta at a price they can afford.
cause salad bars are becoming rl
lar in school cafeteria, we develo;
three new pasta salads to add to
salad bar or to serve as cafeteria
or a la cart selections. Each it
mean in one and was developed
give energy and nutrition with
of taste and eye . Headline -
“Pasta salads lead the lite-line mev .

& ys up pasta as being hung 1
myli'rlu; - [: big plus in health
oriented and weight maintenance « it-
ing. Pasta manual offered at ends ol
feature. Circulation: 54,820, Medls
per Day: 45,000,000

We provide pasta information.
story ideas, recipes and product for
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te ing to restaurant business maga-
g %1! results we get are lmuﬂ
su i as the one you see here in the
Ju e issue. With summer salads as
th focus, pasta becomes the star. A

color p?:tn that spans two pages
ill strates a pasta salad with a va-
tie v of dry pasta shapes used as
pr 5. The copy points out pasta’s
co cificiency, nutritious benefits,
ex:c in preparation, adaptability and
variety as all being great advantages
to the foodservice operator. Copy
plays down the fattening myth wh’le
illustrating sophistication with pasta.
Recipe for pasta, bean, ham salad in-
chcled. Blow-up reads — “Pasta has
come full circle in its perceived nu-
tritional value, The favor of pasta
blends readily with all types of
foods.”

Instore Magazine

Pasta Salads featured in Instore
magazine first issue which just
came out.

Two pasta salads are featured in
the pilot issue of a new trade pub-
lication — Instore — whose focus is
on in store retail delicatessen and
bakery foodservice. In-Store delica-
tessens are beginning to surface as an
imrndarlt segment of the foodservice
industry that has long been ignored.
Addressing itself to raising industry
awareness for this segment, the mag-
azive features l'ood:fﬁnl build profits
alovg with merchandising strategies
like cross-merchandising to encour-
ag: retailers to get behind the pro-
du* The first issue appears as an
ins ¢t in Supermarket Business.

color photo illustrates how
a  n be an important food in lr:-n;.
ulk and catering delicatessen serv-
i Two lite line salads are illustra-
ted using pasta shells and rigatoni
mi | with vegetables and cheese.
Co mentions pasta’s  versatility,
coi atibility and low-cal advantage.

I ow-up reads, “Pasta salads are
an cellent example of an exciting
nes menu selection.”

¢ reulation: 92,1 — Supermarket
Bu (-1 %

Food Service Manual

F.usta Foodservice Manual — De-
vehped as an educational tool with
“"'“di'd ;ll:e as a selling tool, the
manual te ‘thing the operator
should knuwmt uslgng pmiru a
E:ﬁuble food. Information includes
to cook, hold, store pasta; avail-

SErTEMBER, 1981
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ability, costs per serving, yields; cre-

ative merchandising tips, menu ideas

gives operator suggestions for cre-
ating his own pasta signature and

Frumollou. Appendix includes manu-

acturers producing equipment suit-
able to pasta cookery.

A color photograph illustrating
several recipes has been produced
for promotional purposes and editor-
ial announcements,

And finally, the new, 6-cand Pasta
recipe card set has heen completed. It
consists of 10 new recipes represent-
ing both traditionally popular menu
items and combinations tying in with
the  current  natural/light  cating
trend. Great new ideas — spineoffs of
popular versions such as Spinach La-
sagne, Pasta Protein Salad, Lite Line
Salad, Caponata with  Spaghetti,
They have been developed with ap-
plicability for all markets, i.c. white
cloth family fast service institution;
with merchandising tips that tell the
operator how he can benefit from
pasta use,

One card is devoted to recipe con-

cepts — How to use pasta with left.
overs, as an extender ete. amd gives
Basic Pasta cooking directions —
something most restauranteurs do not
know how to do. Most popular pasta
shapes, as outlined in the Manual,
have been used. De sure to pick up
a set.
Coming up for pasta Foodservice.
1. Pasta and the microwave — takes
the hottest item around — pasta —
and eliowe how it can be used in
micnivweces: feature geared to fast
service opevotions. Scheduled for
fall issue, Fust Service

Pasta stars — will feature pasta as

the star attraction of a complete

restaurant meal. This will be a

case  history photographed  on

location in NYC — Looking at

Fiorello's: Have made initial con-

tact. Scheduled for fall issue of

Food Service Marketing

Pasta mixes with frozen vegetables

and other frozen foods to make

creative new menu items. We are
doing a cold pasta and shrimp sal-
ad; Restaurants & Institutions —

Fall issue.

3. Showmanship pasta — How res-
taurants make a scene with pasta
~low cost item becomes a high
priced menu item. Scheduled for
Restaurant Hospitality, late fall.

=

Pasta manuals number sold to
date — 355; we've given away an-
other 300! Requests for pasta in-
formation - 1,558,

New V.P. ot Gooch
Foods, Inc.

Harold Wendt, President of Gooch
Foods, Inc., Lincoln Nebraska, an-
nounces the appointment of Boh
Schmohr to Vice President - Adminis-
tration and Controller,

Mr. Schmohr has served the com-
pany, manufacturer of Martha Gooch
pasta and related products, for
yrars.

Wheat Commission
Elects New Chairman

Elmer Dockter, Strecter area far-
mer, was elected chairman of the
North Dakota State Wheat Commis-
sion at its reorganizational meeting
in Mandan, July 1, according to Mel
Maier, NDSWC administrator,

Re-clected to the vice-chainnan po-
sition was George Kubik who farms
near Manning. Dockter and Kubik
will hold these positions for one year.

Four Commission members were
also elected to represent North Da-
kota producers on the US. Wheat
Associates board of directors for the
1981-82 fiscal year. Besides Dockter,
these producer members will include
J. Ole Sampson of Lawton, Ludger
Kadlee of Pisek and George Kubik of

Manning.
U.S. Wheat Associates, Inc. is the

foreign market development arm for
U.S. wheat prducers.
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WORK OF THE NORTH DAKOTA WHEAT COMMISSION

by Darla Tufto, Nutrition Specialist

= l" he world is made up of chains—
we are links in an ecological
chain, we are links in our families
and we provide linkages in the in-
dustry in which we work. Most
chains have a beginning link. In the
network of the wheat indus'ry, that's
where 1 am involved. North Dakota
provides 50-90% of the raw product
for your industry. The North Dakota
Wheat Commission in which 1 am
employed is involved in the sales
promaotion of that product. Today, |
would like to, nt or reacuaint
you with the North Dakota Wheat
Commission and its function.

Formed in 1859

As the North Dakota Wheat Com-
mission was formed in 1859, the pur-
pose of its link to the wheat industry
was to promote, aid, and develop the
orderly marketing and processing of
North Dakota wheats. At that time
the issues facing the North Dakota
farmer were surplus crops, produc-
tion controls, foreign competition,
Those problems still exist. First 1
would like to highlight major admin-
istrative and leadership areas of the
Wheat Commission and then go into
more detail conceming our programs.

The staff of the Commission is di-
rected by seven commissioners. This
Commission was organized by divid-
ing the state into six districts. Dis-
tricts are organized so each repre-
sents about equal wheat production,
Farmers in each district elect one
man to represent them on the Com-
mission. A seventh commissioner-at-
large is appointed by the Govemnor.
County representatives and comnis-
sioners are elected every four years
on staggered terms. The most im-
portant of the law is that it re-
quires all of these commissioners to
be active wheat farmers and since
they are full-time farmers, the seven
commissioners employ an administra-
tor and stafl to carry out the pro-
grams on a day-to-day basis.

Funded by Farmers

Our activities are funded directly
by the 40,000 wheat farmers of Nont
Dakota. For ecach bushel of wheat
sold, the Wheat Connnission fund re-

18
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ceives 3/10 of a cent. The yearly in-
come totals about $750,000 to $800,-
000. In the original act, we received
only 2/10 of a cent. The change to
increase the checkoff to three mills
was made in 1979. This money is sent
from local elevators at which wheat
is sold to the State Wheat Commission
fund. If a producer chooses, he can
receive that wheat tax back, Our re-
fund rate is about 1% of all received
tax; thus the producers of North Da-
kota must believe we are doing a
good job.

As | stated before, our funds go
into the State Treasury, we must ap-
’ﬁy to the biennial legislature fcr our

unds. This is a built-in system of
checks and balances so the farmer is
assured that his wheat tax is being
spent wisely. In plain terminology,
we are under the policies and proce-
dures of the state and they also con-
trol our purse strings, but we do not
use state tax dollars. We use special
fund monies from the wheat produc-
ers of North Dakota. Thus, we quali.
fy as a quasi-state agency.

Five Major Prigrams

The beginning link of the Wheat
Commission has evolved into varied
activities. After 22 vears there are
now five major programs of the North
inkota Wheat Commission. Thuse
peoyrams are International Market-
jaz, Quality Assurance, Transporta-
Vi und Market and Public Informa-
ikta, and Domestic Promotion and
Nutrition.

Each of these programs tou o
an aspect of sales promotion. We 1o
not sell wheat. We assist in ident 3.
ing and maintaining contact w th
purchasers n‘|Noﬂh llt)a%nta whiat,
we also provide ible buyers v ith
technical fnlnﬂmi:‘i't: and assistane,
emphasizing the superior qualities of
our product. I would like to give vou
a brief overview of our other four pro.
grams before | speak specifically 10
my area of domestic promotion and
nutrition.

International Marketing

International Marketing is the
largest share of our budget and pro-
motion effort comprising about 40%
of the total Wheat Commission bud-
get. Without the export market, dur-
um prices would probably fluctuate
so much from year to year that your
purchasing people would be evas
perated in trying to project produc
tion and price variables. This overseas
market is important in assuring a
greater consumption of durum wheat
North Dakota wheat is exported to
70 countries in the world and those
are valuable markets just as the o
mestic market is.

We have currently moved int a
position as one of the top 10 state- in
the exporting of agricultural | -
ducts. Wheat is a large part of tl s
exported products. One of our m. o
activities in the area of internatic 2l
marketing includes hosting seve al
foreign trade teams each year, Tl w
teams tour North Dakota wi a
fields, farms, and elevators to lool at
the current year's crop. For thos: of
vou who attend the US. Durum »
dustry Tour this summer, that tri is
much the same as a trade team t
The teams who enter North Dal ta
are potential buyers of North Dal ta
wheat. They are often in the US a
guests of the Foreign Agricult -l
Service and U.S. Wheat Associa 5.
Inc. US. Wheat Associates, Inc i
the overseas market development «m
of the US. wheat industry. This -
ganization was founded in Janu.ry.
1950 through the merger of Gieat
Plains Wheat and Western Wheat
Associates, We support U.S. Wheat
Associates, Inc. financially as well

[Continued on poge 20)
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Our new lubricant
won’'t improve your pasta.
Just your profits.

Switching 1o Demaco's Tech
Lube synthetic gear oil from the
lubricant you are now using can
reduce the amount of power you
consume by as much as 15%, and
significantly reduce the amovat of
downtime you experience because
of gear-wear and breakdown. It wali
further langthen your lube cycles
by as much as 500%. It can even
decrease the noise your gears
make. It has also been approved
for use in food machinery by the
United States Food and Drug
Administration.

Demaco's Tech Lube Series TD
gear oils stan by clinging 10 the
gears, forming a Alm with a
strength of 100,000 psi and an
excellent coefficient of riction. This
Elm remains on the gears even
after the machine stops — so it’s
there when the machine stans up
again. The gears are, therelore,

Demaco's Tech Lube lulricant
lengihons e cycies by up to SO

Serremer, 1981

the gears, resulting in heat buildup exclusive agent for these excellent
and carbonization of the lubricant lubricants in the macaroni industry
Tech Lube oils are specially We heartily recommend that you
compounded synthetic metallic switch to Tech Lube lubncants
lubricants which exceed the whether you have our machine or
American Gear M.nnulaam‘hg anybody else’s
Association’s specifications and
the requirements of For complete details
Manutacturers of Transmissions call or wnte Joe DeFranaisci at
and Ditferentials. DEMACO. DeFrancisci Machine
DEMACO is using Tech-Lube as Corp.. 280 Wallabout Street,
original equipment in all its new Brooklyn, NY 11206 (212)
machines, and is pleased to be 963-6000.

TECH-LUBE CORP.




North Dakota Wheat
Commission

(Continued from poge 18)

as do 12 other wheat producing
states. U.S, Wheat also receives fund-
ing from the an-lfn Agricultural
Service of the United States Depart-
ment of Agriculture as well as some
money from overseas tors. It
is the purpose of U.S. Wheat Associ-
ates to establish, and main-
tain markets throughout the world
for all classes of wheat grown in the
United States. We provide funds and
to see that N.D. wheat cap-
tures is fair share of the market.

Northem Crops Institute

One of the newest in the
international marketing area is the
new Northemn Institute at
North Dakota State University. The
NCI was conceived as a Iuth.l'r:s
center for foreign millers, bakers,
grain buyers to learn about spring
grains and northemn crops. This in-
stitute received funding from the
1981 N.D. ture and we antici-
pate the building to be Bnished by
the fall of 1982. This building will be
connected to the Cereal y
and Technology Building at North
Dakota State University. The original
conception of the institute was to
serve the foreign market, however,
we realize now that the institute will
also serve the domestic industry. The
Northem Crops Institute will have
a durum milling and pasta uc-
tion plant as well as re areas
for hard red spring wheat, sunflow-
ers, barley, other specialty crops, and
their food products. This institute can
serve as a training center for grain
graders, millers or domestic industry

personnel as well as foreign buyers.

Quality Assurance

The next link in the chain is the
Quality Assurance or Customer Serv-
ice program. This program supports
both the domestic and intemnational
marketing efforts in that the informa-
tion derived from quality assurance
provides technical information on
protein content, milling characteris-
tics, and moisture levels for cach
vear's crop. This information is print-
ed in the yearly Crop Quality Report
and five year Variety Yield Survey.

Many of you have received the
Crop Quality Survey, This survey is
also  distributed widely to foreign
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buyers and US. grain merchants,
This survey is the best source of in-
formation on hard red spring or
durum wheat from North Dakota. In
the future, this will be a regional
survey, thus providing more accurate

information regarding the entire hard

red spring durum wheat crop.
Another division of the Quality

Assurance is the Wheat

Commission contribution as well as
the millers’ and manufacturers’ con-
tributions to North Dakota State Uni-
versity research in the areas of dur-
um and spring wheat variety breed-
ing. The purpose of these programs
is to improve our current product.
The Agronomy scientists work at
breeding new wheats which can meet
the muEﬂ demand. Currently though
scientists are working on producing a
sprout resistant wheat and durum
with a high, stronger gluten level. If
any of you are familiar with the new-
er, stronger gluten varieties of Vic
or Edmore durum, the development
of these varietics were partially fund-
ed by North Dakota Wheat Commis-
sion on your monies.

Transportation

The next link in the North Dakota
Wheat Commission chain is the area
of tion. Some of you know
&um and from North Dakota
is difficult enougn by commercial
transportation but just think if you
were a kemel of wheat. Because of
our land locked, low population area,
transportation systems and ons
are limited. Truck or rail are tl:ngm
ket accesses available to the North
Dakota farmer. Generally, the least

ve route to market is rail car
to Minneapolis. The North Dakota
Wheat Commission emplays a traffic
counsel and contributes to the Upper
Great Plains Institute for traffic re-
search.

The results of transportation re-
scarch and litigation have resulted in
new options of access to markets.
Most recent of these new options is
the 52-car unit trains which travel to
the West Coast.

Current transportation issues con-
cern railroads mainly because that is
how the bulk of our grain is moved.
Currently our rl.ﬂltﬂlfl are planning
the abandonment of up to 1/3 of
N.D. branch rail lines. The conse-
quences of this could mean the clos-
ing of small town clevators. These

small towns cunnot lose a busin: s
such as an elevator and expect to 51 -
vive. We realize this change is co .
ing as maintenance of the bran: «

lines is costly, We ho
altemative methods of il or tn |
service and keep these clevators i
able. We also continue to work
unit train structure and rates for b th
east and westbound shipment.

Market and Public Information

Market and Public Information is
the fourth chain link. This area pro-
vides for the second point in the du-
ties and power section of the Wheat
Commission Act — that point states
that we are to publish and dissemi.
nate reliable information on the value
of wheat and wheat products for any
pu for which they are valuable
and useful to both the processor and
consumer. This is the program that
spreads the news of the other four

p"‘:'1§:m.pmgrlm includes crop and
production information as well as uu-
trition and recipe information for
consumers and r:od service opera-
tors. The “Wheat Market Review”

es information on current and
uture wheat markets. The North Da-
kota Wheat Commission “Progress
Report™ provides the North Dakota
wheat farmer with information on
what we as a Commission are doing
with his wheat tax dollars. This pub-
lication also serves to provide the

news of new devel ts in the
wheat industry. Aumrn service of
this program is that of provid ¢
speakers for various mecti: s
J:mglmut the state. Without mar -t
and public information we would | #
be a Commission with a purpose.

Domestic Promotion

And now to the most import
part — the link that relates to most f
us in this room, The promotion w. k
done in the area of domestice |
motion and nutrition. The dome: ic
promotion and nutrition budget is
about 11% of the total Wheat Cc o
mission budget. Domestic promot W
programs reach a varied number of
people from school children to co ¢
mercial bakers. In an average yeur.
we see about 50,000 people in bocth
exhibits alone.

Where does the domestic pron.c-
tion program begin? It begins with
materials development. To  prepare
a resource library, we determine areas

to devel
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of ced. Current nutrition concerns
an  basic demographics help us de-
ter ine which lnal'::‘inl! mp needed
in ith the consumer and food serv-
ice rarket. We feel that over the past
¢y« years we have established a
we rounded library of materials. The
tyj + of materials we have available
are cecipes for both institutional and
cor-umer use with a nutritional an-
an.vsis of the final product. We have
putsition infomation on a  varied
nuiber of subjects from fiber to so-
dium points; we have classroom edu-
catim materials and product infor-
mation for quantity cookery. We also
circulate filmstrips and Blms dealing
with nutrition and preparation  of
wheat foods and the marketing of
North Dakota wheat. Many of lllgmu‘
AV materials were developed a num-
ber of years ago with the help of the
Durum Wheat Institute and the Na.
timal Macaroni Institute,

Materials are developed by the
stafl but we also utilize students from
North Dakota State University. These
students are cither paid summer in-
terns or dietetics students doing a
pradicum. They provided added
creativity in- materials development
and gain experience in their field as
they prepare for college graduation,

Distribution

Where do these materials go? They
are used primarily in exhibits at a
varety of shows throughout North
Da'na and the nation. The Wheat
Corimission exhibits appear in many
for 5. We have our own standard
el it which you see here. You are
the st group to see this as it is mak-
in. s premier showing at the N.D.
St. Fair on Friday. Commission staff
usi |y man these booths; Commis.
40 s are helpful at in-state events
wh - they can be available for ques-
tic  from other farmers. We feel
th  shows arc important areas of
vis ity for us. The in-state programs
ma it possible for the North Da-
kot farmer to actually see what his
or r dollar is doing for wheat pro-
™o, The out-of-state shows make
it | ssible for the rest of the nation
to alize how important North Da-
kot wheat is to their dict.
¢ work closely with the North
Pal-nla Mill and Elevator at several
M-state meetings. We are actively in-
vulied in promoting Dakota Maid, a

:;.;d flour manufactured by the N.D.
.

-
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On National Scene

On the national scene, we have
joined forces with the North Dakota
Sunflower Council as a Dakota Pro-
duct booth. We promote both sun-
flower and wheat products to die-
titians, school lunch personnel and
many others at their annual meetings.

The in-state shows we attend are
the N.D. Diectetics Association, the
North Dakota Education Association,
the N.D. Food Retailers Association.
the North Dakota Hospitality Show,
the North Dakota Schoaol Food Ser-
vice Association, the North Dakota
State Fair and the North Dakota
Winter Show,

At the national level we exhibit at
the American Dictetics  Association,
the American School Food Serviee
Association, the National Association
of College and University Food Sery-
ice, and the National Association of
Extension Home Economists. The
materials we distribute at these shows
are used all over the country, We feel
it is a valuable way to promote North
Dakota wheat products to the US.
We find that working with institu-
tional food service and extension
gives us a multiplier effect. First of
all we see people who are concerned
with both food production and nu-
trition education and they directly in-
Huence others to use wheat products.
Second of all, these people take
our information back to their local
professional organization amnd refer
their peers to our materials resonree
library.

Television

There is another area of promotion
which reaches the consumer, that is
television promotion. Television talk
shows are an excellent way to educate
the public on nutrition and prepara-
tion of wheat fods. Because North
Dakota produces specialty  wheats
used in breads and pasta, those pro-
ducts are the major emphasis of pro-
motion. We utilize television as a
medium for promotion for such events
as “Hake and Take Day”, “lntema-
tional Day of Bread™ and “Pastaville™,
The shows in North Dakota are view-
ed by a range of 10000 to 22000
people per program depending on the
arca of the state and the type of pre.
gram given. It is a rare occasion « "
we can teach that many people at any
one event in North Dakota.
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In addition to my programs in
North Dakota | am doing wedia
work in the Minncapolis area for the
Minnesota Wheat Council. This is a
joint ellort by che North Dakota
Wheat Commission and the Minne-
sota. Wheat Couneil with shared ex-
penses and salary as well as shared
publicity amd promation for spring
wheat and durum.

Because North Dakota produces a
major share of the US. durnm crop,
we have contributed to some type of
national pasta  promotion prograins
since 1965 when the flin "Macaroni
Nutrition and Numbers™ was produc-
ed by the Durum Wheat Institute
amd  the Wheat  Flour  Institute.
Through the years, the program title
and  contribution has  changed, but
the emphasis  remains the same.
America needs pasta made  from
North Dakota durum and the ND
SWC feels the combined public re-
lations efforts of the producers, mill-
ers and manufacturens to be a profit-
able promotion venture for the N.D.
farmer's dollar.

Product Promotion Committee

As associate of the Durum Product
Promotion  Committee, the Wheat
Commission and staff have participa.
ted in the National Macaroni Manu-
facturers: Association fall press lun-
cheon for New York area food edi-
tors. That same group has had the
opportunity  to see North  Dakota
durum on two  different Spaghetti
Safaris planned by Burson-Marsteller
with the help of the North Dakota
Wheat Commission, Another project
involving the NMMA, North Dakota
Wheat Commission and Minot Cham-
ber of Commerce was  Pastaville
which Elinor described  in detail.
Plans are in the making for Pasta-
ville 11 next fall,

Pastaville has been a tremendous
hack sell to the North Dakota far-
mer. It was a visible activity to let
them know that the North Dakota
Wheat Commission is a working ve-
hicle of wheat promotion in the dur-
um industry,

A final arca of my program is the
many speaking engagements 1 have
in North Dakota. About 40% of the
time the request is for information
on pasta products. Most often people
are interested in new recipes or cook-
ing technigques but 1 also try to sneak

Continued on page 26)
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(BUHLER-MIAI;}0 VG GOODS LINES
Performance Youcan Depend On!

Reliable Performance

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

» Spreader, Dryer and Stick Storage are continuously drivan and
controlled by one variable speed drive.

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

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

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

Efficient Energy-Saving Design

* New dryers are smaller sized. High temperature and high

humidity drying requires a minimum volume of fresh air. Fan
motors for air circulation are mounted inside dryers, utilizing
100% of electrical energy. (New style, energy-efficient motoris
optional). A most energy-efficient design!

* Panels are 1%" thick with polyurethane foam core. Aluminum

Super sanitary design for easy
maintenance. All-plastic panels
swing out lor easy access lo all
machine parts. Extra-thick poly-
urathane insulation and off-the-fioor
construction prevent condensation.

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

Bacteria Control

* High temperature drying controls bacteria growth. Dry bulb
leperature is adjustable from 100°F to 180°F.

* D' eris absolutely tight, yet easy 1o clean, maintain and super-
vi . Swing-out side panels extend entire dryer length, allow-
in fast cleanout and service.

To; Quality Product

* H 1 drying temperatures in both final drying stages improve

: - s £ Pt 1fuct texture, cooking quality and appearance.
s line with maximum capacity of 3000 Ibsmr. Line consists of Double Screw Press T 5U. @ 5. 4y nigh temperature drying ensures a straight product,
'ég?f.g.??gssa. Dryers TDEC-JITDCA-4/TDFB-11, Stick Storage TAGB, Cutter TST and Stick Returr io  for the high speed packers of today. The high humidity

di ng climate gives the product an appealing golden color.

Three Standard Models s 500 to 4500 Ibs ’h' EI:T ct us for information on Buhler-Miag Long Goods

and other Macaronl Processing Equipment,

"4 BUHLER-MIAG)
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Each spaghetti sirand travels exaclly
the same path, 30 you can counl on
consistent drying resulls Positive
control stick elevalor keeps sticks
from rolling or sliding from lransler
point to the drying liers

Product quality and
consistency sell.
Buhler-Miag quality
and reliability give
you the selling edge.

LONG GOODS DRYERS

MODEL CAPACITY
TDECITDCA 500 to 1000 Ibs/r
TDCA/TDCA | 1000 to 2500 Ibs/r.
TDCAITDFA | 2000 to 4500 Ibs/hr

BUHLER-MIAG, INC., P.O. Box 9497, Minneapohis, MN 55440 (612) 545 1401
BUHLER-MIAG (Canada) LTD, Ontario (416) 4456910
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North Dakota Wheat

Commission
‘Continued from poge 21)

some nutrition information in the
back docr. Even in North Dakota,
where durum provides a good amount
of income, we hear farmers them-
selves talking about how spaghetti
is fattening and pasta is all starch. In
fact, in a recent man-on-the street
trivia column in the Bismarck Trib-
une, the question of the day was
“what high calorie food do you most
enjoy?” The first y was you

essed it — © spaghetti”. Obviously
that means there is still work to do.

Changin ization

Thommdnselln in the chain
of the North Dakota Wheat Commis-
sion, We are a changing organization

but maintain our five ion pro-
grams — International Marketing,
Quality Assurance, Trans ion,

Market and Public Information, and
Domestic Promotion and Nutrition.
Wheat production is different from
20 years ago thus wheat promotion
is also. A big change in the future for
us s the fact that the N.D. Legisla-
ture directed us to collect with
three other North Dakota commaodity
organizations by 1983. Thus, we will
be under the same roof as the North
Dakota Sunflower Council, the N.D,
Dairy Products Promotion Board, and
the N.D. Beef Commission. This col-
lection is in the interest of the farmer
and we feel we will be able to coor-
dinate many services with these other
organizations. Our other future plans
also include close involvement with
the Northem Crops Institute and a
better working relationship with the
U.S. Durum Growers Association
and the North Dakota Wheat Produ-
cers Association. \We have also en-
joyed our close relationship with the
National Macaroni  Manufacturers
Association and are looking for a
very successful Pastaville 11 this fall.
Thank you for the chance to be on
your ram and if you have any
questions about North Dakota wheat,
Jun'l hesitate to ask.

Quarterly Durum Report
From Grain Market News
July, 1981

Durum wheat production on July
1, 1981, was forecasted at a record
high 191 million bushels (5.20 million
metric tons), 76 percent more than
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produced in 1980. The increased pro-
duction from a year ago is the result
of 17 percent more acreage for har-
vest and better yield prospects in all
States which average a record high
33.9 bushels per acre, up 11.5 bushels
from last year. By the end of June,
North Dakota durum wheat condi-
tion was mostly good to very good.
In mid-July, the overall crop condi-
tion of durum wheat in North Dako-
ta, according to the North Dakota
Crop and Livestock Reporting Serv-
ice, was still above average with 4

reent of the crop tuming to ripe,
5 percent in ml?l? to :Iauggh sug.
48 percent heading to Bowering, 19
percent in boot and B percent loint.
ing or earlier,

Stocks

According to the Crop Reporting
Board, US. old crop durum wheat
stocks in all positions on June 1,
1981, were 80.8 million bushels (1.66
million metric tons), which was about
the same as last year's 61.0 million
bushels (1.66 million metric tons), but
29 percent less than two years ago.
This year's farm holdings accounted
for 74 it of the total or about
45.2 million bushels (1.23 million met-
ric tons) compared with 48.7 million
bushels (1.32 million metric tons) or
80 percent of the total durum stocks
one year ago. Off-farm stocks totaled
15.7 million bushels (4268 thousand
metric tons) compared with 12.3 mil-
lion bushels (336 thousand metric
tons) last year. April-May disappear-
ance this year totaled 224 million
bushels (610 thousand metric tons)
compared with 24.7 million bushels
(673 thousand metric tons) last year.
June 1950-May 1961 disa nee
totaled 109 million bushels (295 mil-
lion metric tons), which was 17 per-
cent less than the 131 million bushel
(3.58 million metric ton) disappear-
ance a year carlier.

Exports

US. exports of durum wheat for
the past crop year totaled 51.8 million
bushels (1.4 million metric tons),
which decrrased 27.5 million bushels
in comparison with the previous
years' figure of 79.3 million bushels or
2.2 million metric tons. The value of
the US. dollar overseas continued to
show strength which made grains
less attractive to foreign buyers. The
largest importer was Italy with a to-
tal of 206.7 thousand metric tons. Al-

geria, France, Netherlands, Tunis
and Venezuela combined took anot!
er £06.8 thousand metric tons, Duru
expo.ts out of Duluth/Superior sin
the npmlnpi of the shipping seas:
through July 17, 1981 totaled 10,
million bushels compared to 17.2 m, .
lion bushels one year ago, a d .
crease of 6.7 million.

Canadian Situation

Durum wheat, according to Ca.
nadian statistics based on June 1u
findings, increased to 3,750,000 acres
compared to 3,100,000 acres grown in
1980. The visible supply of Canadian
durum in licensed storage and in
transit on July 8, 1981, amounted to
6904.7 thousand metric tons, 118
thousand metric tons greater than last
vear's figure of 6529 thousand. Ca-
nadian exports of durum wheat in
June 1950-May 1981 period increased
to 2.1 million metric tons compared
to L.7 million metric tons during the
same period one year ago. Algeria,
Italy, Poland and the USSR, were
the largest importers taking a total
of 1.9 million metric tons.

Canada Sets Durum
Payments

It was announced by Senator la-
zen Argue, minister with responsibil-
ity for the Canadian Wheat Boarl,
that the initial price to farmers for
1981 crop No. 1 Canadian western
spring wheat, in-store, Thunder Ba',
for the marketing year beginnii ¢
Aug. 1, will be $4.75 a bu (Canadi.
funds), down 50¢ from the adjust:
initial payment for the 1980 cn
The initial payment to farmers |
1981 crop No, 1 Canadian weste
amber durum will be on a
with spring wheat, at $4.75, do
$L.75 from the adjusted initial p. -
ment of 8850 for the 1980 crop.

Translated to US. dollars, the | -
itia] payments on No. 1 Canadi
western spring and No. 1 Canadi
westemn amber durum will both |+
$3.94 a bu, against the adjusted init.
payments for the 1950 crop at $4. |
and $5.40, respectively.

It had generally been t-
ed that lglnm-r initial e;IT:III
would be authorized for the 1951
crop, but the drop was greater than
many private predictions. Initial pay-
ment for 1850 crop spring was fint

‘Continued on poge 34)
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by Thomas E. Drohan,

Themes L Drechen

lumiidrr it a singnlar honor to
have been invited to say a few
words to you this moming. and I'm
most appreciative of Les’ and Bob's
invitation to be your anchorman. 1
do recognize that anchors can often
be planted in shifting sands, and that
the closer to the lunch hour its gets,
the more unstable those sands be
come. So the sight of so many per-
sonal friends from the industry out
there is a doubly welcome reassur-
ance. Under the assumption that they
won't all leave before I'm finished,
Il promise to build my castles with
as much dispatch as possible.

The title of my speech, “The Pasta’s
Prologue,” is, of course, taken from
“The Tempest” and the pun will,
I hope, give no great offense to those
among you who are Shakespeare buffs,
although 1 must admit that when |
submitted the pun to my editorial
board at home, it elicited a rather
narrow spectrum of reaction . . . from
the hoot of derision to the groan of
dismay — with the exception of my
younger son, who is only nine years
old, and therefore, presumably still
believes in me.

But pun aside, the title did seem
particularly appropriate to me be-
cause my topic is, roughly, the future.
And whether one is observing the
foot prints of litzrature, the test tubes
of science, the genes of human life,
the ctucibles of business, or wher-
ever it can be said that progress has
happened, the past is truly prologue

28

THE PASTA’S PROLOGUE

President and Chief Executive Officer,
Foremost-McKennon, Inc., at the 77th Annual Meeting

to that future. The pasta industry, far
from being an exception, an aberra-
tion, or a genus unto itself, is nimost
prototypical.

I'd like to comment rn three main
points: Finst, how the traditions of
our industry are being challenged by
the conditions of our future; second.
ly, some of the early images of that
future as their outlines begin to take
shape, however vague they may be
at the moment; and third, the much
clearer and mmprllir:s need | see
that we move as an industry to meet
these challenges.

While my background has indeed
been basically in food marketing for
the past past twenty-cight years or
so, lest | f: accused of sailing under
false pretenses, 1 will disclaim at the
outset any pretense of being a “mac-
aroni mven.” The things 1 want to
discuss are  universally applicable,
and I'm sure you would all agree that
this food business of ours is a small
universe indeed.

Tradition

Pasta’s prologue in these United
States was in many ways a heritage
shared by other industries: entrepre-
neurial immigrants, strangers in a
strange land  who began  almost
spontancowsly to do something un-
thinkable today — without so much
as a feasability study, a discounted
cash flow analysis, an environmental
impact report or a smidgen of ad-
vice from a paid consultant, these
people actually went ahead and made
macaroni. Marketing was something
you did with a small shop and a push-
cart. Advertising was something you
painted on the side of a building,

Many of these pioneers succeeded,
built their businesses, supported their
families. They even managed to buy
homes of their own, to send their
kids off to educations that they had
never dreamed of having themselves.

This scenario is really a high inci-
dence phenomonon of American busi-
ness history. You don't even have to
go outside of the food business for

many other examples — mayonna: .,
milk, the baking industry, the sup r.
market itself, They all share this he i
tage, and each has in varying degr. s
its own tradition — which is simply
the honor the present rightly acconls
to the past that created it.

1 suppose that what sets the pasa
industry somewhat apart is that for
so long after other segments began
to merge, to conjoin, and to be al-
sorhbed as free-standing  businesses,
the pasta companies continued, amd
still do, as independents, as regional,
or as local entities. I needn’t retrace
what's happened in the industry siice
1978 when Foremost bought the C.
F. Mueller company, or describe the
rash of recent acquisitions by what
one of my friends of long-standing
in the industry calls “Those Giovan-
nis-come-lately.” Suffice it to say that
now we have a melange of enter-

- huge, blidy - owned
E:iq‘:rulimu. and mxlium and small-
er independents, all vying with each
other in the same marketplace. In a
sense, it's a microcosm of all Ameri-
can industry. And to me it's a ven
exciting microcosm indeed! But the
first point I want to make is that 10
matter who we got here, wheth
we were bomn into it, married in -
it, bought into it, or fell ‘into it.
all belong to an industry with an «
viable and an honorable traditi
And the best way of honoring tl
tradition is to make sure that t!
wonderful business continues to flo:
ish. | think 1 can say without p
sumption that those of us in 1
larger corporations have no less de -
cation to this industry and to its t. -
ditions than those who labor might
— and well = in the smaller, and 0
many cases, family-owned business

But if all of us share this «~
thusiasm, 1 believe we also must sh ¢
that broader responsibility to bu d
our industry together. That, after : |l
is the underlying function of this
association — to transcend the cov

itiveness of the parts and to o
hance the future of the whole. The
strategic, long-range plan we are be
ing asked to support is, 1 firmly be
lieve, a huge step toward that future.
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“he next year and the next ten
ye: s have one thing in common.
Th - both begin today! In the spirit
of nderscoring the importance of
thi “shifting of gears™ — as I per-
cei- * the association’s new plans and
atti ades — I thought you might be
inte ested in some of the retailin
and marl_ling changes with whic
For most-McKesson — not as a foods
company, but as the nation’s largest
whilesalers of drugs, health and
beauty aids, liquors, wines, and
chemicals — is grappling as we make
our long-range corporate plans.
They're same momentous issues
which each of the parts of this asso-
cation, as well as the whole, must
face in the future,

Asimov's Predictions

1 had the good fortune recently to
bear Miss Ann Landers speak. One
of the things she said that 1 wished
I had was that "Life is what happens
to you while you're making other
phlll.' There is no doubt that the
pace of life’s events has stepped up
incredibly. Yesterday's science fiction
is today’s ho-hum. For instance, in
1977 — just four years ago — the
famed science fiction writer lsaac
Asimov made some startling predic-
tions aboat the nature of shc retail
scene, and how it will look in 100
years,. Among other interesting
changes:

Frediction: Milk and juice will be
del “ered to the super store in tank
tru: s, Customers will bring their own
cor*iiners, and the beverages, includ-
ing nilk, won't be refrigerated, and
wo ¢ spoil. Even alcoholic beverages
wil e vended in this manner.

1 re Are Facts: Asceptic non-re-
fri. ated ing juice and
mi' is now a reality outside of the
Ui d States: asceptic packaging of
jui is about to begin in Florida;
a tic long-life packaging and dis-
tril tion of non-refrigerated milk is
"™ ping Canada and is about to be
it Juced in the southeast; aqua-
Vei |, our own patented machine, al.
Tea v requires that the customer
pro.ide the containei.

Frediction: The will not

€1l as we know it today. All drugs

will be reted into food pro-
ﬁ:ﬂ (um marked, of course)

casy ingestion. The pharmacist
past. The “food
be the drug center.
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will be a thing of the
center™ will

Doctors will prescribe diet A or diet
B, all sold in the supermarket by the
doctor’s prescription.

Items: There are a number of ex-
amples where supermarkets are al-
ready offering lullrpmcﬁminu seTVe
ices through an in-store pharmacist;
regulation of food and drugs are
both concentrated in one federal
agency; Johnson and Johnson has
been working for years on a “medi-
food™ concept, Foremost Food Group
R&D has participated; will non-pres-
cription food bars, and balanced infant
formulae be the ancestors of this
new medi-foods genre?

Prediction: The year 2023 — that's
44 years out — will see the “drive-in”
market, a kind of computerized con-
venience store, The customer will call
the store by using his own computer,
and make his list. The order will an-
tomatically be picked off the shehves
of a computerized warchouse, pack-
ed and ready for pick-up.

Here are facts: Computer to com-
puter, our retail drug customers are
already doing exactly this; some bank
and S&L systems already handle
computerized money transfers; ex-
periments are already underway in
the United States where customers
review items on their home TV
screens, and order by computer num-
ber: Foremast-McKesson F.‘u a com-
pany-wide computer system, includ-
I“E Srd party payment expertise,
which is now running us 855,000,000
per year. We will soon be bouncing
signals from one computer in Cali-
fommia off a satellite in space to an-
other computer in Michigan, I mean
we're actively working on this pro-
ject right now! !

Archaic Supermarkets

One of Mr. Asimov’s predictions
is that the sy rket will become
archaic, related as it is today to the
concept of food marketing only. The
super store of tomorrow will be a
one-step trip ~ food, drugs, liquor,
general merchandise, Museums will
reproduce quaint replicas  of the
A&P's of the '80's.

There is no doubt that the tradi-
tional lines of demarcation between
the food, the drug, and the wine and
spirits retail store are already becom.
ing blurred. Mr. Asimov’s predictions
are directed primarily toward the
way that g will look from the
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perspective of the supermarket. The
same kinds of influences are opera.
tive on the drug. and department
store retailers. Drug stores go into
auto supplies, and food departments,
departments stores and fast food and
qu'mrt shops, and the lines of de-
incation grow fainter, and less and
less distinguishable. While most ob-
servers of the retail scene agree that
the egu-oriented  specialty  shops,
whose personal service, expert opin-
ion, and customized attention are
part of the merchandise, will continue
to make cconomic ripples, the wave
of the 805 is the food-drug-liquor-
general goods retailer in an outlet
being termed the supersstore. 1 think
a hetter term would be “ommi-store.”
Its this omni-store which represents
a real challenge to all fond marketers,

Fueling all of these changes is,
as always, an admixture of financial
and social ingredients, including the
perception of higher energy costs, the
disappearance of adevpuate margins
in grocery staples, the rise in real es-
tate values, and the basic stock of
every new economic soup, the shif-
ting patterns of consumer values and
habits. The size of the US. house-
hold has been shrinking dramatically.
and so has the number of trips to
the supermarket. Twenty-four per-
cent of today's grocery bill goes for
items which weren't even handled by
the food store in 1985, The dollar
value of time has become a prime
consideration to today’s shopper, who
shops less frequently, but spends
more per stop.

Teleshopping

As if all that were not enough, 1'd
like to show you now a few slides
which 1 recently presented to our
board of directors as we discussed our
planning for the future. They des-
cribe another, almost Orwellian de-
velopment which I predict will have
tremendous impact on the future of
retailing in this country. It's called
“Teleshopping.” What is it?

To illustrate this concept. imagine
yoursell sitting at home in your liv.
ing room. You are thinking about
doing some shopping, but you don't
need to leave your living room be-
cause your television has been adap-
ted for two-way communication and
is connected through the telephone to
a large computer.

{Continued un poge 32)
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- SAVE OVER $1 ML

NITH EACH MICROWAVE
DHYER

M Up to 4 umes the production in
the same feet of floor space (a bar-
gain in itself with construction
costs in the $40 sq /ft range)

M Free production 542% with a
5-day week

M Save energy Tesls prove over
50% total energy savings com-
pared 10 some competitive dryers

M Sanutaton savings Mimimum
$100 each cleaning Most easily
sanitized dryer hose 11 down or
steam clean it

o Save on instaliation Fabricated
and assembled a! our plant Up to
5 000 man-hours savings

M Other tactors of increased fiex:-

bility less waste from spillage
more exact moisture control

i

A BETTER PRODUCT

Finally we have the capabiliy
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 10 sweat or rest so
that the moisture would migrate 10
the surface. when we could again
dry some more n small stages
We had to be careful not to case
harden the product so the moist-
ure would not ge! trapped. thereby
causing the product to keep drying
on the outsiage. but not properly
and 10 check at a later date
when that moisture hinaily did
make I1s escape

Microdry actually produc

ter product than does con  ntige,
processing The superic y 4

the cooking strength ar
when ready 1o eat and

enhancement and micr

when presented in the t
We will be pleased to sut
ples of product made on *
press same die. same raw
but aried 1n conventic @
Microary units You will re.
the color difference c

taste the bite differenc. s i
measure for yourself the starg

sluff otf each product

B Kills all weevils—eggs a4

and adulls

W Kilis all saimonella Stapr i
Coh and Coliforms Greatl, -

duces total microbial coun’

B Makes a product witr
color

Pista drying operation from
:auction ine comparisons by two
30 processors. Shows total energy
Jured

CUbvEER, 19S)

TEN YEA!

WHAT USERS SAY:

@ Lowes! downtime We keep an
accurate record of all downtime
and express i1 as a percentage ol
time down to time scheduled
Microdry leads the hst at less than

2%
Piant Manager ot a leaging mid
wesl operation

W All future equipment will be
Microdry

Technical director of a large pasta
plant

M | guess the greatest compliment
I can pay to Microdry 1s that i 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
manutacturer

i Sup =
UNITS IN THESE LBS HR
CAPACITIES 1500 2500 AND
4 000 ARE OPERATING TODAY
OR ARE ON ORDER FOR

# GOLDEN GRAIN PLANTS

7 units

Chicago. Seattle. San Leandro

W DAMICO 1 unit
Chicago

M CATELLI 1 unit

Montreal

® GOOCH 2 units

Lincoin. Nebrashka

WOB 1unt

Fort Worth, Texas

@ LIPTON 2 units

Toronto. Canada

@ GILSTER MARY LEE 3 umits
Chester. lllinos

BWESTERN GLOBE 2 umits
Los Angeles

@ PILLSBURY CO Amencan
Beauty Division| 2 units
Kansas Crity. Kansas

M SKINNER 1 unit

Omaha, Nebraska

m Diewasher by Microary More
compact. 2.000 p s + water nozzle
pressures

MICRODRY Corp Worla leader
i industnal microwave heating

MICRODRY

A1\ Fostora Way
San Ramon CA 94581 415 817 9106




The Pasta’s Prologue

(Continued from poage 29)

A full typewriter keyboard or a
small remote control numeric  key
pad can be used to communicate di-
rectly with the computer,

You push a button that automati-
cally dials the computer and connects
your television up for accessing any
of the many data banks of informa-
tion or services available,

For example, here is the fist page
of the list of data bases. You can se-
lect news by entering A 17 on your
key pad, or a "#" sign for more cata-
gories. Since you are interested in
shopping. you push “2.”

The television screen  responds
with a list of merchandise "slwppiug‘:
categories that are available throug
this “teleshopping™ service. Let's say
we want to buy a lawn mower, after
a few more screens that further de-
fine your shopping nxjuirements, you
find yourself in the lawn mower sec-
tion of the Sears catalog which you
can peruse in as much or as little de-
tail as you need to make your selec-
tion.

When your selection is made, you
would complete the sale by telling
the computer the quantity you want,
and how you wish to arrange deliv-
cry. The computer would already
know your name, address, Sears
charge account number, and whether
the purchase would be within your
current credit limit.

Viewtron

Ladies and gentlemen, the slides
you are looking at are real. They
describe the fiewtron system which
was just offered to residents of Coral
Gables, Florida, last year. Viewtron
is a joint venture between Knight-
Ridder newspapers and AT&T. Sears,
Penny's, Service Merchandise Cor-
poration, B. Dalton and Grand Un-
ion are among the host of suppliers or
retailers who are already providing
tele-shopping via  Viewtron. There
are a number of other experiments
planned this year, the next in San
Diego. But anyone with a home com-
puter — an apple or Atari — hooked
into “the source”™ knows that prac-
tically this same service is already
available nationwide.

In a recent Harvard Business Re-
view artidle on tele-shopping, profes-

2

sors McNair and May concluded that
the wholesaling and retailing func-
tions in “teleshopping” would “he-
come so fused as to he practically
indistinguishable.” The hasic oper-
ations would be breaking bulk and
delivering to the consumer, thus
shifting more of the promotional re-
sponsibility to the manufacturer and
supplier. Package sizes would be
standandized, and impulse sales
would be handled through the “show
room”  technique successfully  used

by the large catalog houses today.

While a complete analysis of the
economic viability and the impact of
“teleshopping™ is beyond my scope
today, and while we don't really know
when or how fast it will be here,
there is no doubt in my mind but that
it will be = after the Omni Store —
the second major retailing force with
which Foremost-McKesson and every
other purveyor of consumer products,
including pasta, will have to deal in
the 80's. One must ask whether in
this environment the retailer will be-
come a wholesaler; or the wholesaler
will become a retailer. And where
does either trend leave the manufac-
turer?

1 hope that I've made my second
point: That there are some momen-
tous changes coming on the retail
scene which will have a direct bear-
ing on the future of our pasta indus-
try.

Retailers’ New Concept

And these changes don't all have
to do with hardware. Our retail cus-
tomers, having already experienced
some success with generics, are be-
ginning to :.::ll‘ back from their cash
registers conceptualize  their
function. And do you know what
that new concept is? They are “pur-
chasing agents for the consumer.” In-
deed, no less an entity than the FTC
believes that retailers may eventually
use their shelves to display their own
brands and lease shelf space to
manufacturers who want to maintain
their names. Now there’s a challenge
to tradition.

This changing environment, 1 be-
lieve, will demand a much clearer
definition on our part between a com-
modity and a differentiated product.
It gives added weight and a real
sense of urgency to the concept of
recognizing what are the new per-

ceived values of the consumer — ot
only in terms of what motivates s
mode of shopping. but what n i
vates his mode of eating — not  ly
smaller packages, less  cerem .
greater convenience, but a new .
spective on food itself, food as end 1y,
food as nutrition — all those thin « |
see on your agenda for macaroni | ro-
ducts! It will underscore the imj it
ance of new forms of our producis -
cold pasta preparations the con
sumer can  brown bag,  vitamin
and protein-enriched pasta, low.cal
orie macaroni, new main dish meaks.
More importantly, it emphasizes the
husiness opportunity in the “new
look™ of dry pasta. An energy food
that coutributes to physical fitness,
reduces calodes of simple suger i
take and represents an opportunity
to stretch the family food budget. In
another sense, it will put a premium
on consumer franchise, and, | believe,
relegate a broader group of “all
others” to the “one free with three”
mentality of the commodity.

Long Range Planning Needed

But above all, it underscores right
now the need for a strategic, long:
range plan for this industry, and |
congratulate the members of the asso-
ciation for their recognition of and
response to that need. 1 think that
the plan can help us meet these new
challenges, can unite us on industry-
wide problems, the opportunitie: of
basic research, and put ns on at |-t
an equal footing with other imj w-
tant and competitive contributor: to
our economy. The more we can Jo
together, the more cost-effective wr
campaign will become. 1 urge yo to
join in forging closer ties with he
association, to support the new p ta
publicity programs, and to give tl s
cfforts the local and regional ca -
through that will add up to a natic al
impact,

In summary, | speak today no: %0
much to you, but from among )y .
for the strengthening of our inc
try’s tradition is truly a comnon
cause. We're facing some fascinat ng
days of change together, and 1 hope
you share my conviction that when
they look back from the future, the
next generation will say that the past.
inleed, was prologue,
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ity aheays give gond reviews when the cook senves up good tasting, wholesime poodfe dibes

‘The coak with

has to use
her noodie.

iy,
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Sometimes the people hardest to please are

sitting right around the family table. So the smart cook
really uses her head . and serves up good-tasting
noodle dishes.

But the best noodle dishes begin long before they
reach the table. They begin on the farms ot the northemn
plains, where the nation’s best durum wheat is grown

From this durum wheat, Amber Milling mills fine
pasta ingredients...Venezia No. 1 Semolina, Imperia
Durum Granular, or Crestal Fancy Durum Patent Flour,

At Amber Milling. we're serious about pleasing our
customers. We know you're fussy about quality. So we
deliver semolina and durum flour that makes it easier tor
you to please all your “fussy” customers. Specity Amber! '

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATIC

Mulls at Rush City, Munn. o General Ottices at St Paul. Minn 55165, Phone (612) 649411




Canadian Durum Payments
(Continued from poge 26)

announced at $3.75 a bu as of March
1, 1950, subsequently adjusted to
$4.25 in July and then to 85.35 in Jan-
uary 1981. Durum initial payment for
1480 crop was also at $3.75 in March
1980, increased to 85 in July and then
to $6.50 in January 1981. The levels
announced for 1881 crop conform to
recommendations made to the gov-
ermment by the Canadian  \Wheat
Board as a “safe level assessment.”

Canadian Council
Advertises Bread

Plans for a national bread adver-
tising campaign — the first in 13 years
—were unveiled by the Bakery Coun-
cil of Canada at its recent annual
meeting in Toronto. Major milling
companies are joining Canadian bak-
ers in funding the $350,000 program,
which will be conducted under the
theme of “Don’t Forget the Bread.”

“We that we can make in-
roads in ing consumer percep-
tions on the value of a product which
represents more than $1 billion in

es each year,” Joseph J. Beerman,
Council president, :IT at the conven-
tion at the Hotel Four Scasons To-
ronto, “We cannot take it for granted
that Canadians look at bread and
bakery foods and recognire the qual-
ity, nutrition and economy inherent
in them — unless we keep pounding
home the story.”

Mr. Beerman, president of Multi-
marques, Inc, Montreal, said he
hopes that the financial support de-
voted to this year's program “is only
the beginning.™ He added. "We lnok
for inc support by all those
who will benefit }:om the ram —
that is, all bakers in Canada — as it
develops in the future.”

Turkey to Buy U.S. Wheat

Turkey, generally a minor wheat
exporter, is expected to buy 400,000
mt to 450,000 mt (14.7 to 165 mil. bu.)
of U.S. wheat according to European
grain trade sources. Total purchases
may range from 1.2 mmt to L5 mmt
(44.1 to 55.1 mil. bu.) this vear in an
cffort to meet its export commitments
of a similar volume. An average-sized
Turkish wheat harvest of an estima-
ted 135 mmt (496 mil. bu.) is com-
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eted. However, the government is

ving difficulties in securing wheat
for export from ucers due to dis-
satisfaction with the set domestic
prices. A similar situation occurred
several years ago and pushed the
Turkish government into the US,
market. However, once U.S. wheat
was purchased, the Turkish produ-
cers released their crop to the govern-
ment and the emment in tum
promptly cancelled sales contracts
with US. exporters for an estimated
500,000 mmt (18.4 mil. bu.) resulting
in severe Anancial losses to the ex-
I‘mfl”.

For Export

El Salvador, under P.L. 480, hook-
ed 500 tonnes No. 2 amber durum at
15, f.ob. Gulf, July 16-31,

Pilot Flour Mill,
Noodle Plant in China

The U.S. wheat industry. represen-
ted by US. Wheat Associates, Inc.,
will build a pilot flour mill and a
pilot noodle plant in China, it was an-
nounced June 30 at a press confer-
ence in Beijing by Richard E. Lyng,
Deputy Secretary of Agriculture,
who headed a joint govemment-in-
dustry grain team on a tour of that
country.

The two installations will be pri.
marily for training s, provid-
ing the latest in technology, Mr.
Lyng said. US, Wheat Associates,
Inc will plan and coordinate the con-
struction of the new plants with offi-
cials of China’s Ministry of Cereals,
Mr. Lyng said.

Fied Schneiter, US, Wheat Asso-
ciates, Washington, said that plans
for the mill and noodle plant “are in
very preliminary stages.” The pilot
flour mill with daily capacity of l[':)ut
150 cwts most likely will be in Bei-
jing, while the noodle plant is being
considered for Shanghai, he said. Mr.
Schoeiter is preparing to move to
Hong Kong, where will be in
churge of a new office for U.S. Wheat
Associates.

French Connection Split

A break-up of Rivoire et Carret.
Lustucru Ilnrdlng. a company which
had combined two of France's lead-
ing pasta manufacturing companies,

is described in a recent issue of ( ..
nadean’s World Feod Report. 1 -
dissolution of the holding comp. .
ended 12 years of association | .
tween Lustucru and Rivoire et .
ret through the holding comp.
which held 70% of both compan «.

“Animosity over the split has ' |
to a pending court case,” said Wo
Food Report. “Before their assoc .
tion, Lustucru was owned by the C .
ter-Millon family and Rivoire et C.r.
ret by the Cohen-Skalli family. Both
still effectively run their respective
companies and it is thought they will
now revert to their original holdings.

“The two companies are of rough-
ly equal size, with annual sales in the
range of $60 million to $62 million.
They have broadly similar product
ranges.

“Lustucru is the slightly smaller
company of the two. It specializes in
the production of egg-based pasta,
holding over 50% of the market with
its 23 varieties, ahead of Panzani
(BSN-Gervais Danone), Along with
Taureau Aile (Unriz) and Unde
Ben's (Mars), Lustucru also holds a
large share of the pre-cooked rice
market, with 28% of the preflufinl
segment. It also produces eggs, pasta
and rice-based prepared dishes, pre-
pared sauces, sauce mixes and lemon
juice.

“At the same time, Lustucru oper-
ates what is claimed to be Europ
fint high-speed retort pouch lin-,
producing vegetable and fruit iten «
Its capacity is said to be 30 milli
sachets a year, although it curren
operates at far below that level.

“Recent product  innovations
clude the introduction of Fram
first line of pasteurized pasta.

“Rivoire et Carret also produ
some egg-based pasta, holding arou
3.4% of the et in 1950, but ma: -
ly manufactures ordinary pasta. It .
second in this market with 15%, |
hind Panzani with 38%. Rivoire
Carret also produces a range of pr
pared foods, sauces and couscous

“Unlike Lustucru, which has o1 .
a distribution subsidiary in Germa
Rivoire et Carret has manufacturi
interests outside France. Rivoire
Carret Es luces ta a
lli!m'llulﬂ[::": al[:dmpn-pnn-s::ll dishe s,
while Ets Famo, based in Casablan-
ca, Morocco, produces pasta, cous
cous and biscuits under the Famo
and Arba names.”
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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.

Write today for techcal bufieting
. Specity English, German. French or Spansh
Vice Presdent Martn D Crcchethy
Wiight Machinery Dovasion
Resham Corporation
Bos 3811 Dutham Nornth Carobna 27702 USA
Telephone (919) 682 B161
TWX 510 827 092%

Rexham

V ight Modular In-Line Net Weighers
! packaging in jars, cans and cartons.

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

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

WRIGHT MACHINERY DIVISION

Sertenaer, 1981 3




Pilisbury Gains

The Pillsbury Co. in the fiscal year
ended May 31 posted record sales
and eamings for the 10th consecutive
year, it was announced June 25 by
William H. Spoor, chairman. He
pointed out that the company’s Con-
sumer Foods business led the record
results in fiscal 1981 with substantial
gains over the previous year.

“Our balance in three primary seg-
ments of the food industry has again
enabled Pillsbury to achieve record
results despite a disappointing perfor-
mance in the Agri-Products Group,”
Mr. Spoor said.

Mr. Spoor said eamings of the Ag-
rl-l’mdumocmu]l were sharply low-
er than the exceptional results of a
year ago due to an unfavorable in-
dustry environment for the grain
merchandising division. Feed ingre-
dient merchandising, he said, yielded
significantly increased operating pro-
fits over a year ago.

Pillsbury's fiscal year results were
hoosted by a 20% gain in net income
in the fourth quarter.

Net eamings for the year totaled
$1196 million, equal to $5.95 per
share on the common stock, up 14%
from 104.7 million, or $5.22 per share,
in fiscal 1980. Net sales aggregated
$3,301,700,000, up 9% from $3.002.
000,000 In fiscal 1979, Pillshury had
net income of $83.5 million, or $4.62
per share, on sales of $2,166,000,000.

The fiscal 1981 net includes a $12.2
million net gain, or $4.7 million after
taxes, from fhr sale of technology for
ovenseas development and the net

from settlement of antitrust
claims ajainst folding carton manu-
facturers, less a provision for loss on
closing vertain vegetable processing
facilities.

The fucal 1880 net includes a $6.6
million jgain, or $34 million after
taxes, from sale of the company’s
ownership in an affiliate and an in-
surance recovery related to an invol-
untary conversion.

Eamings before taxes on income
in fiscal 1981 totaled $201.9 million,
up 5% from $191.8 million in fiscal
1880. Taxes on income in the year
ended May 31 was $82.3 million, off
6% frons $57.1 million a year ago.
Pillsbury said the reduction relates
to the settlement of an Internal Reve-
nue Service audit.

Net income of Pilsbury in the
fourth quarter of fiscal 1981 totaled
$30.4 million, equal to $1.51 per
share, up 20% from $254 million,
or $1.26 per share, a year ago. Sales
aggregated $861.9 million, up 6%
from $810.8 million in the final quar-
ter of fiscal 1980.

Consumer Foods

In reviewing fiscal 1981 operations,
Mr. Spoor the Consumer Foods
buslnesls. Jlthifvut: jrxywlm results,

icularly in grocery pro-
ms division. In frozen luod:i To-
tino's ained significantly in
wlunwpi::.d gmﬁt lndp:tn'nglhcnﬂl
its number one market share position.

“Our canned vegetable business
posted dramatic improvement over
the previous year, and refrigerated
products also recorded increased op-
erating profits.”

The International Group's consum-
er foods businesses also posted rec-
ord operating results, with cular-
ly strong performances Latin
American and European subsidiaries,
Mr. Spoor said.

Restaurant Sales

The Pillsbury chairman said res-
taurant operations registered gains
over the prior year but at diminished
pace. Burger King opened 272 new
units during the year, bringing the
total to 3,022 units. Steak and Ale,
he said, continued its leadership in
the dinner house segment, and added
14 Bennigan's restaurant units, in-
creasing nationwide total to 46.

Poﬂ:n Fresh Pie S had an ex-
cellent increase in t for the year,
My, Spoor said.

Noting the June 2 sale of 1.5 mil-
lion shares of Pillshury common
stock, Mr. Spoor said, “Net proceeds
of approximately $80 million from
the stock sale will improve Pillsbury's
equity base and provide additional
funding for our growth strategy.”

Pillsbury International

John L. Morrison has been named
vice ‘n'aidenl and general manager
of Pillsbury’s International group.

Morrison formerly was general
manager, Pillsbury Mexico and gen-
eral manager, Pastas Cora, SA.,
Mexico City. He joined Pillsbury in
1975 as assistant treasurer. Before

that he was vice president at Kid r,
Peabody & Co., Inc. in New Yo

Morrison has a bachelor’s dep «
from Yale University and a Ma.
of Business Administsation from H .
vard University Graduate School f
Business Administration.

Hershey Has Strong
Second Quarter

Hershey Foods Corporation .
nounced record consolidated  sules
and eamings for the second quarter
ended July 5, 1881. Net sales were
$296,439,000 compared with $2s3.
958,000 for the second quarter of
1860. Net income for the quarter was
$14.376,000, or $1.02 per common
share, compared with $11,743,000, or
$.83 per common share, fcr the same
quarter last year.

Net sales in the first six months of
1961 were a record $679.650,000 com-

with $615,717,000 in the first

of 19680, Record net income in

the first six months was $35509,000,
or $251 per common share, verus
$24,908,000, or $L.77 per common
share, for the same period last year.

“We are uinely pleased with
our results for the second quarter,
especially in view of the very strong
second quarter posted by the Com-
pany in 1880, said William E. C
Deanden, vice chairman and chief
executive officer.

Dearden continued, "We also were
well satisfied with Hershey Chocol te
Company's results in the face of » 3
nificantly increased competitive pr s
sures on sales. New brands, especi:
Big Block and Reese’s Pieces, she -
ed sustained vigor, Operating n -
;g:s also improved significantly o 1
the second quarter of 1860."

“Friendly Ice Cream Corporat o
had particularly strong second qu r
ter sales resulting from a combinat n
of menu price increases and volu i
increases due to new restaurant >
enings, new menu item introducti
and promotions, as well as the ¢
tinued impact of the restaurant mo -
fication . Friendly also
pmmmﬂmmd operating m.r-

gins,” Dearden said.

NMMA Washington Meeting
Hotel Mayflower

September 17, 1981
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M« naging for Growth

e annual report of Foremost.
Al esson, Ine. carries the caption:
M aging for Growth: Foremost-
M esson's Strategy for the '80's.”

I ieir 1981-85 goals are to increase
car ngs at a rate of 15 percent a
yea achieve an 18 percent return on
beg ining equity, maintain a debt-to-
capital ratio in a range of 30-40 per-
cent. and increase dividends genceral-
ly in line with eamings growth. To
finance this growth, they eapedt to
generate $600-700 million for invest.
menl.

The success of their 1976-80 pro-
gram demonstrated that a large multi-
industry can wtih appropriate stra-
tegies renew itsell dramatically. The
emphasis of the new five-year plan
vdll shift from consolidation and in-
temal efficiencies to outward look-
ing growth thrust based on the ex.
pansion of the products and services
of their current  businesses  and
through  carcfully  selected  acquisi-
tions.

Strategy

Their strategy is based on a set of
priorities that places emphasis first
on the expansion of four principal
businesses — drugs, food, wine and
:l:':ils. and chemicals. Cutting across

¢ groups they see the company as
heing engaged in two distinet cate-
goris of business activities: proprie-
tan products and services nns value-
add ol distribution.

Towir  proprictary  products  and
swen vy consist of well-recognized
bra | names and established market
fra: hises. They include Mueller pas-
1, oremost dairy products, spark-
less md other bottled water hrands,
An v All protectant for automotive
an wme applications, Liquore Gal-
lia  Mount Gay rums, a number of
wit  labels and the preseription
dai 5 services of Phanmaceutical
Ca: System.

I« report states: “Given our capi-
tal sources, our diversity, and “Il‘
posion of market leadership we en.
Py uall of our major business seg-
me s, we have a wide choice of op-
tios as we pursue our goals.
_ “Une way to think about our prior-
#ies is that they represent a strategic

tection of growing outward in ex-
Panding concentric circles from our
Current strong business core.

Serrempeg, 1981

“We are creating a climate where
creativity, intelligent risk-taking, and
innovation can flourish. To  foster
stich a dlimate we have created a fifth
major operating group whose primary
focus will be to identify and develop
new businesses with a potential to
make an important contribution to
the corporation in the nest  five
years.”

RHM Profits Up

Pre-tax profits of Ranks Hovis M-
Dougall Ltd. in the six months ended
Feb, 28 increased 4% over the pre.
vious year on a 6% rise in volume.

RHM's pre-tax profits for the first
half of the current fiscal year amount-
ed o £201655,000 ($41.6 million),
against £20.767.000 ($39.9 million) in
the same period of the previous year.
Profit attributable to RHM ordinan
shareholders, after taxes and other
eapenses, totaled £14.252.000 ($27.4
million), compared with £12,153.000
($23.3 million) in the same period of
the preceding year.

Turmover of the group. which is a
leader in flour milling. Im-.u| baking
and other food operations, for the six
months ended Feh, 28 totaled £753
million (S1,503 million), against £740
million (S1.421 million) in the pre
ceding year. The volume was a net
fign=e after the deduction of £129
million of sales within the group
“for further processing.” which main-
Iy comprises flour sales to the haking
division.

Rationalization  costs,  for  plant
closings, in the first six months of the
1951 fiscal year amounted to £765.-
00 (S1.468000), compared  with
£106,000 (STH0.000) a year carlier.
Interest custs in the fist six months
of the current year totaled £8,079,000
(815.5 million), compared with £9.-
H3.000 ($18.1 million) in the same
period of last year. The interest cost
was down 4%,

Chairman’s Comments

Peter W, ). Reynolds, the chair-
man of RHM, commented on the first-
half results as follows: “Factors con-
tributing towards the profit improve-
ment included better results  from
the Bakeries and from our Grocery
interests  partially  offset by lower
profits from the Cereals Division. In-
terest charges were significantly re-
duced mainly as a result of continued

S ey g2

improvement in onr cash manage-
ment and the disposal of  certain
assets. Other sectors of the group
achieved profits in total slightly be-

low those of last vear”

Looking to the immediate future,
Mr. Reynolds said, "Despite continu-
ing severe competition, it is expected
that group profit hefore taxation for
the second half-vear will exceed that
for the comparable period of the pre-

vious year.”

For the full 1980 fiscal year ended
Aug. 30, 1950, RHN had pre-tax pro-
fits of £32.024.000, including £11,257.-

GO0 in the List siv months.

ADM Net Up

Netincome of Archer Daniels Mid-
land Co. in the fiscal year ended
June 30, according to preliminary un-
audited figures, totaled $173.951.000,
erjual to $2.68 per share on the com-

mon stock.

The carnings figure is a new rec-
Rre Iig
ord and represents a 52%  gain from

tln:npn-\'inm vear's net income,

woper share camings figure s
based on average of 635,699.000 shares
outstanding. In the 1950 fiscal year,
ADM had net income of $115.4955 000,
eiual to $2.03 per share, hased on
57053000 shares  outstanding,  The
latter number is adjusted for 4 5%
stock  dividend in November 1950
and the 530%  stock dividend in the
form of a three-for-two stock split in

March 1981,

In the fiscal vear ended June 30,
1979, ADM had wet camings of 856,

A15.000, or $1.63 per share.

A change in accounting for certain
inventories to the last in. finst out
(LIFO) method reduced net income
for the 1951 fiscal vear by $10.600.

000, or 16¢ per share.

Egg Products

July price range from U.S. Depart-

ment of Agriculture.

Central States Nest Run $11.70 to

$13.50.

Southeast Nest ran $11.70 ta $13.50

Frozen Whaole 42¢ to 16¢
Frozen Whites 22¢ to 26.5¢
Dried Whole $1.72 to S1L92.
Dricd Yolks $1.93 to $2.05,

Ky
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ADM Milling — supplying Breadwinners since 1902

ADM -

4550 W 109 Street Shaarner

g HY sttt e 9

ADM also supplies quality bakers shartening. corn sweetners.
€O, . 1oy protein and vital wheat gluten for the baking industry.




Bill Would Eliminate
“Zero-Risk'’ Food Rule

A bill under consideration by the
Senate would eliminate the zero-risk,
or absolute-safety, requirement for
food substances that pose insignib-
cant risk to humans.

The bill’s chief , Sen. Orrin
Hatch (R-Utah), has said food safety
decisions “cannot be directed at
uchieving absolute safety or elimi-
nating all risk but rather at identify-
ing and climinating those risks that
are significant rather than trival.”

Delaney Clause Questioned

The legislation would not do away
with the controversial 1958 Delaney
Clause, which bans all use of fondl
additives found to cause cancer in
humans or animals when ingested—
regardless of the level of I'IIE

However, the scope of the clause
would be reduced. It would apply
only to food additives that carry a
high cancer-causing risk.

Besides climinating the zero-risk
requirement, Hatch said, the Food

ety Amendments of 1981 would:

e Revise existing statutes to es-
tablish a realistic food safety stan-
dard.

@ Use the !st available scientific
judgment "4 psolve questions ubout
the safety ¢ '« d substances.

e Give ti- Food and Drug Ad-
ministration flexibility in deciding
how to regulate food substances bas-
ed on the risks and uses associated
with the substances under examina-
tion.

Major reforms included in the leg-
islation were suggested by su
groups as the National Academy of
Sciences, the American Farm Bureau,
the American Meat Institute and the
National Food Processors Association.

Major Laws Affected

Laws that would be affected by
the bill include the Food, Drug and
Cosmetics Act of 1938, the Federal
Meat Inspection Act, the Poultry Pro-
ducts Inspection Act and the Egg
Products Inspection Act.

Regulatory procedures for food
additives, such as preservatives, and
color additives would be improved
and simplified so that beneficial new
food additives could reach the market
quicker.

Provisions applicable to the ap-
proval of cnimal drugs would also

be revised and simplified.
Sen. Jesse Helms (RN.C), a co-
isor of the bill, has applauded
:Enpmposal aholishment o(lme zero-
risk standard.

“History has shown that there is
no such thing as a food supply with
zero risk,” Helms said. "Whether the
food is as natural us a potato or as
man-made as saccharin, risks are in-
volved in consumption.” Helms point-
ed to potatoes as containing the po-
tential toxin solanine and to ha-
rin, which is defined as a carcinogen
under the Delaney Clause.

Approval Could Be Revoked

Another provision of the bill would
authorize the FDA to revoke existing
:a[?wrm't-d food and color additives for

ety reasons even if they have been
used by consumers for many years
and no reasonably practical substi-
tute is available.

However, before revocation could
oceur, the agency would have to con-
sider such factors as a food sub-
stance’s nutritional value; consumer
cost if a substance was taken off the
market; the item’s availability and
acceptability to consumers; and its
use in dietary management or for
health-related  purposes.

All food safety decisions would be
baser on an assessment of the human
risk involved in ingesting a substance.

All proposed food safety regula-
tions and tolerance levels would be
subject to scrutiny by an impartial
food safety committee. The commit-
tee would include members from, for
example, the National Academy of
Sciences.

While the FDA would not have to
abide by the committee’s conclusions,
it could not implement any regula.
tions regarding the substance in
question until the committee has

iscussed the issue.

Also under the legislation, basic
foods such has grains and oats that
are used extensively throughout the
country in food would be excluded
from the definition of food additive
and defined as raw agricultural com-
modities and Basic foods pro-
cessed by methods that do pot signif-
cantly alter their general properties
would also be excluded from the
definition.

Items that contact food, such as
packaging materials, would no long-

neese PO R

er be defined as food additives.
stead, they would be regulated une ¢
a system pattemed aMer the to ¢
substances control law,

The National Food Process 3
Association says the aim of the p,
vision would be “to reduce substa i~
ally the latory requirements ;e
lating to substances that migrate frum
food-contact surfaces such as cans

or boxes in extremely small amouuts,
if at all®

In addition, instead of being ban-
ned immediately, a substance found
to be violating the food additive or
other food safety provisions of the
law could be out of the war-
ketplace gradually. Such phaseout,
however, would be legal only if the
FDA determined that continued use
of the substance did not pose a haz-
ard to the public and that it served

a valuable purpose.

Food cootaining unavoidable en
vironmental and natural contaminants
—such as traces of pesticides, the
potato’s solanine or contaminating
substances required in the produc
tion of a food which cannot be elimi-
nated even through the most excel-
lent manufacturing  processes—could
be prohibited. However, this could
he (Eme only if the contaminant ex-
isted in much greater amounts than
what was deemed safe for public
health.

Measure Recognizes Variations

In introducing the bill, Hatch ..
it “recognizes that different standa: Is
should apply to different categor -
of food, such as substances inher: it
in basic foods, environmental con -
minants in food and discretionary .« -
ditives.” The senator said his | 1l
secks to “assure that the FDA & d
(the Agricultural Department) « |l
not arbitrarily require the banning f
important sources of nutrition.

Hatch emphasized the bill sho d
be regarded as the beginning and 1 1t
the end of amending food safety la «
He said the legislation is designed ‘0
“present bm:} principles” that m.y
result in “rationality and fexibility”
being applied to food safety dedi-
slons,

“Only then,” Hatch explained, “can
the American e rely on a regu-
latory process which makes sense
and which will assure the safety of
our food supply.”
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Turn on to Maldari Dies.

Our record for hetter results

will be music to your ears.
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D. MALDARI & SONS, INC.
557 Third Ave., Brooklyn, NY 11215
Phone: (212) 499-3555
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Scanning Can Reduce
Coupon Fraud

Coupon scanning will go a long
ways toward clearing up some of the
problems connected with coupon re-
demption, but practical considera-
tions prohibits its being put into prac-
tice in the near future, Jarvis stated
at the third annual Food Industry
Executives Council Consumer Affairs
Forum.

Robert Dills, director of trade re.
lations for General Foods Corp., said
that until recently, patent dispute
had prevented implementing coupon
scanning. While that issue has been
resol scanning  equipment  in
stores is not capable ol‘ scanning.

We would welcome the scanning
of coupons,” he said, noting that UPC
lymbor:":lrﬂdy are on many cou-

ns.

poCllﬂ Jennewein, pice president,
sales for Best Foods, Englewood
Cliffs, N.)., said it would be “well
beyond™ 1990 before there are enough
scanners in operation to justify cou-
pon scanning, and even then many
small operations would be without
it.

Stephen D'Agostino, chairman amd
chief executive officer of D'Agostine
Supermakets, New Rochelle, N.Y,,
said retailers would be encouraged
to install scanning if they no longer
needed to have item pricing as well.

Consumers Dubious

However, Karen Burstein, chair-
man and executive director-designate
of the New York State Consumer
Protection Board, said consumers do
uot believe price savings to be made
by eliminating item or unit pricing
would be onto them.

“They don't believe introduction
of scanning will do more than give

supermarkets  the  opportunity  to
manipulate them fl.ll'l‘:l‘l. as far as
they're concemed,” she said.

Sloane asserted that item pricing
custs cach customer $4 a year. This
figure was denounced however as
“nonsense” by Bemard Paroly, presi.
dent of Pathmark Supermarkets.

Other Issues
Also discussed at the forum was
Government regulation, Referring to
the Delaney amendment, Sherwin
Gardner, vice president, science and
technology for the Grocery Manufac-
turers of America, said an “accep-

table risk” policy should be adopted.
Burstein a , however, that the
term “a able risk® yields “innum-

erable interpretations,” and said con-

sumers should be well-informed of

possible risks.

.l(-anlner' : n::ul lhal: GMA had a
ong list™ tions that it
nufd like to ur:g‘r'll!m revised or

climinated. “The message got through
to regualtors some time ago™ that
the public would like to see a back-
ing away from too many regulations
and a move in that diretcion is al-
ready underway, he said.

He also called for a change from
the present system of testing carcino-
genic substances by feeding massive
does to animals.

Multiple Prices

Martin  Sloane, a syndicated
columnist said he received a "tremen-
dous flood” of letters from consumers
complaining about multiple prices on
items. At one time, he said, this was
considered an embarassment by re-
tailers, and it still should be, he said.

Be sure there are enough items on
3| and give a good raincheck,
Sloane advised. “Show that you care.
That's really what we're looking for.”
Sloane objected to a recent News-
p:rr Advertising Bureau survey that
indicated retailers can boost volume
on items at regular prices by promo-
ting them. If policy is followed,
he said, consumers will begin to
question retailers’ ads. “You don't
wlllilt to dissipate the impact of your
ad.

Sloane added that manufacturers
leave themselves open to problems
when they distribute cents-off pack-
ages, because they cannot control the
retail price.

He said “smart™ marufacturers put
full addresses on their packages so
that consumers can write to them,
while “the ones who are really smart”
put on toll-free telephone numbers.

Deregulation & Distribution
Costs: Good for Some,
Not So Good for Others
Contrary to popular belief and
litical rhetoric, transportation dﬂx
ulation has not antomatically resul-
ted in reduction of physical distribu-
tion costs or cost-savings to the gen-
eral public. Indeed, if the history of
airline deregulation is any indication
of what lies ahead in surface freight

transportation, the outlook for
firms is anything but optimist =3
This is the view expressed  the
March issue of Davis Datab . ,
newsletter published by the m. g
ment consulting firm of Herb, W,
Davis and Company, Engl ood
Clifis, N.J. The lpzdﬁl in
marketing, physical distributio and
the computer sciences, and its -ws.
letter makes these added points

. D!’!{lli(' [m-dldiom. distrilition
costs continue to rise in most
firms and are starting to make
serious inroads on profits.
While newly-available options
like liberalized private carriage
seem, on the surface, to offer
cost-reduction opportunities, for
some companies the savings are
likely to be more than offset by
negative impacts on  procure.
ment and customer service prac-
tices.
A small but solid percentage-
about 25 percent—of mamju\-
turing firms have actually re
du distribution costs from
1979 to 19580, but not so much
by "spectacular™ changes in theis
disln'lmtlun systems as by con-
stant monitoring of distribution
costs and performance and ad-
justing their distribution systems
to meet the changing conditions
that are practically endemic to
transportation and  distribution
today.

* Although energy costs are  ma-
jor component of distril ition
costs, to index selling co » to
fuel, or en costs as  blic
utilities do could be disa ow
for manufacturing firms .« 2
more competitive enviro et

The newsletter outlines a w1 bet
of steps the individual firm ca: ke
in strategic distribution planm  t0
ovurcome the types of lem ul-
lined above, These te to ant
locations, warchouse and distril 100
center operations, order proc -ing
and information systems, prod: tion
and inventory planning, and po bl
changes from delivered pricii. . %
FOB shipping point terms with
freight charges collect.

Single copies of the Davis Data
base for March are available trom
Herbert W. Davis and Company. 111
Charlotte Place, En Chibs,
N.J. 07632, 201-871-1760,
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Cor 'dian Food Stores
Mo ! to Matric

¢ adian Minister of State Char-
les1 pointe has reconfirmed his gov-
emn t's commitment to the conver-
don  scales in retail food stores. In
xco ance with the government-
arde: | metric transition, all scales in
retail (o0d stores must begin convers-
won 1 the metric system by 1962-01-
01, completing it within two years.

The Canadian government ex
the conversion will boost their inter-
national trade, since nearly every na-
tion has accepted the metric standard.
The importance of trade to Canada
cannot underestimated, since ex-
ports com nearly one-third of
Canada’s GNP.

The conversion-by-deadline direc-
tive to the Canadian food industry is
ot expected to have drastic effects,
since over 60 percent of the pre-pack-
aged foods sold in Canada are al-
ready in metric sizes.

Some Want Delay

Some Canadian foml retailers,
bowever, with the support of Con-
servative Member of Parliament Bill
Domm of Peterborough, Ontario,
have demanded that the Canadian
gvernment postpone the mandatory
metric conversion order. Their claim,
based on studies done in Domm’s
district, is that the cost of the con-
vension in food stores could run as
high s 8200 million, and that the
const ner will ultimately have to pick
up ti  tah.

Bt the retailers’ biggest complaint
isth ‘he metrication program would
bt rease the country's food ex-
pot ind would hamper trade with
thei on-metric neighbor, and big-
gt uding partner, the US. Kntgi
Sac ler, manager of consumer af-
fair-  or Loblaw Companies, Ltd..
rece nends that “the timing of retail
sal  onversion in Canada be set to
wit i with the conversion of the
ind. ry in the United States.”

| ountering the delay, however,
Lap. ute emphasized that this is the
last ajor metric conversion event to
afle the general public, and that it
5 tunely, logical last step.

Not Waiting for U.S.

DR.B. McArthur, chairman of
Metric  Commission Canada, also
“’dlﬁudthuquestmnol waiting for
US. conversion. Many sectors of the

SErTEMBER, 1981

PP P S A (PR R T

Canadian economy, he pointed out,
have already completed  conversion
without constraints by the U.S. times
table. The Canadian balance of trade
must emphasize exports to  many
other metric countries, he added.

In reference to the fresh produce,
valued at approximately $950 million.
imported from the US. McArthur
pointed out that over 90 percent
comes in bulk and are retailed by the
unit, the dozen or the pack, and don’t
get weighed. Those that do, can be
sold by the 100 g or the kilogram
without difficulty, so there is little
reason to wait for US. conversion
in this area.

McArthur also cited a 1980 Gallup
poll which surveyed Canadians on
retail food scale conversion. Fifty-
nine pereent of the population favor-
ed legislated conversion by a certain
time, and 68 percent supported the
completion of conversion, most of
them by 1982,

Uniform Communications
System

Drafts of message and communica-
tions standards for the Grocery In-
dustry Uniform Communications Sys-
tem have been released for industry
review and comment, it was announe
ed by Leonard Licherman, Executive
Vice President and Chief Administra-
tive and Financial Officer, Supermar-
kets General Corporation, and Arthur
Woelfle, President, Kraft, Inc., Co-
Chairmen of the Joint Industry Com-
mittee directing the development of
the system.

Computer to Computer

The Uniform Communications Sys-
tem will make possible computer-to-
computer interchange of orders, in-
voives and a range of other routine
business messages among distributors,
manufacturers amd brokers.

Woelfle and Licberman also an-
nounced that test transmission using
the systemn are planned for the fall
and that companies participating in
the tests have already started prepar-
ing for them.

The companies undertaking these
first test transmissions are: Chese.
brough-Pond’s, Inc.; Dow Chemical
Company; Giant Food Inc; Kraft,
Inc.; Nabisco, Inc; The Proctor &
Gamble Company; The Quaker Oats
Company; Ralph Grocery Company;
RMI, Inc.; Safeway Stores, Inc.; Sales

Force Companies, Inc., Super Valu
Stores, Ine. and, Wetterau, Incorpor-
ated.

“The drafts of both the message
and  communications  standards  are
publicly available. We welcome com-
ments on them from both grocery in-
dustry  and  nowegrocery  industny
sources,”  Co-Chairman  Licherman
said.

Impressive  Accomplishment

"We are highly pleased hoth with
the impressive  accomplishments  of
the technical committees in develop-
ing the drafts and with the speed
with which they have worked. The
project,  despite its  complexity, s
moving and is ahead of schedule,”
Woelfe commented.

The draft standards are titled ~U.
S, Grocery Industry Uniform Com-
munication  System  Draft  Message
Standards  Manual, Volume 17 and
“US. Grocery Draft hiddustry = o-
munications Standards Manual, 3ol
ume IL” They can be purchased for
$25.00 each from the Transportation
Data Coordinating Committee (TD-
CC), 1101 1Tth Street, N.W., Wash-
ington, D.C. 20036,

Development of UCS is being fin-
anced by CFDA, FMI, GMA, NAR-
GUS, NAWGA, and NFBA. Accord-
ingly, members of these associations
can obtain a complimentary copy of
cach manual from TDCC.

DPSC Food Operation
Changes Name

The food support operation of the
Defense  Personnel  Support Center
(DPSC) has been redesignated as the
Office of the Commander, Subsistence
Field Activities and Director, Sub-
sistence.,

Replaced is the title, Office of the
Deputy Commander for Sulnistence
and Commander, Subsistence  Field
Activities.

Army Brig. Gen. Leo A, Brooks,
DPSC commander, said the redesig-
nation  streamlines  the  command
structure.

Navy Capt. James E. Miller, con-
tinues as the senior subsistence op-
erating offiial with the title, com-
mander, Subsistence Field Activitics
and director, Subsistence.

The senior civilian position, held
by Mmn. Kathleen Fitzgerald, has
been changed from staff director to
deputy.

43




Ever since it was first introduced some 25 years ago, the
Airslide Car has been the number 1 car in the U.S.,for shipment
of finely divided commodities like flour, sugar, starch and a
wide variety of dry chemicals.

For good reason.

Its simple and ingenious design allows it to transport
and unload finely divided commodities cleanly, safely and
economically.

It is compatible with a wide variety of unloading syster 1s,
including pneumatic (positive or negative pressure) or mech n-
ical (permanent or retractable).

And it has earned a well-deserved reputation for extrao -
dinary reliability.

Over the years,the Airslide Car has been modified and i n-

proved, to meet changing market conditions.
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And now,we're pleased to announce, it’s getting bigger, in
order to allow shippers to take advantage of the economies
available through the use of larger size cars.

& The basic design of the Airslide Car, of course, remains un-
decessor, which became such an instant and lasting success 25
years ago.

If you want to cut shipping costs, without sacrificing pro-
du purity, unloading flexibility, or the reliability of your supply
or listribution, take a close look at the Airslide Car. And an
es) ecially close look at the new 4566 cu. ft. model.

The Airslide Car has been number 1 for over 25 years, for
So1 1e very good reasons.

And now, it's bigger than ever
Gen ral American Transportation Corporation/120 South Riverside Plaza/Chicago. 11. GOG06G

riungs, 1981

-J. t.

So it offers the same important advantages as its pre-

45




Foodservice Industry
Sees Real Growth

Restaurant  Association  President
William F. Regas of Regas Restau-
rant, a distinctive dining place and
lounge in Knoxville, TN, says he is
“highly optimistic about the future of
the foodservice industry during the
first half of the 1980s™ following re-
lease of the Assoclation’s 1981 fore-
cast of $122.7 billion in industry sales.

This marks a 10.2% increase over
19680 and a real growth projection
(adjusting for price increases) of
03%. The ormance of eating
places is expected to be even better,
up 10.6%. It is the first retum to real
growth for the industry in two years.

Regas wamns that the nning
of the 1981 recovery in f
“will be slow with sales moderated
for a while by continued inflation,”
but long term demogra and so-
cial |rrr51| continue to flmkfwdmv-
ice. The industry currently captures
a imately 40% of the total food
dm:'.!upfma’.\‘l in 1970. Based
on demographic trends, NRA be-
Jieves that if long-range economic
forecasts for a slowdown in the rate
of inflation and renewed growth in
personal income are on target, the
proportion of the food dollar spent
on food away from home will ap-
proach 50% by 1990.

Demographic Trends

Those demographic trends which
will be most beneficial for the food-
service industry include incr
numbers of working wives, more uf-
fluent two-income households, small-
er families and a somewhat oider

lation. Census projections indi-
cp:ll:-u that these demographic groups,
who tend to spend more fi ruting
away from home, will contr. i 12 be-
COme mone numerous.

Here are further data froon NHA's
1981 Foodservice Industry Economic

Forecast:

Accounting for nearly 60% of the
industry’s total sales, cating place
sales will advance 10.8% for a real
growth of 0.8%. Real growth declin-
ed by an estimated 1.5% for eating
places during 1880 and was down
18% in 1979. Among eating places,
limited-menu  restaurants
the strongest gains with predicted
real growth of 23% in 1981,
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For cating places, menu prices in
1981 are expected to advance 10%,
close to the 10.1% gain in 1960 but
more than a full percentage point off
the pace of the 1979 increase.

The US. Department of Agricul-
ture forecasts y higher grocery
store prices in 1961, up 13%, so cat-
ing places will enjoy a more favor-
able competitive position with many
consumers since menu prices are not
expected 1o rise quite so rapidly. The
NRA calculates menu price changes
based on projected increases in ocosts
for food, labor, energy and other
restaurant operation costs.

Food and drink sales for the Com-
mercial Croup will be up 103%
in 1981 to $103.5 billion, from $91.8
billioni this year.

Institutional Feeding Group sales
will advance 10% to $185 'blllio;r
but real growth for the segment will
be down slightly, off 02%

The est predicted gains for
1081 indhuﬁq'-wide are for intransit
foodservice and restaurant facilities at
recreation and centers. Food
contractors in the airline industry,
for example, are ex to achieve
the strongest gain of any food service
sector as sales rise 15%. At recrea-
tion and sports centers, foodservice
is expected to record strong real sales
gains of 25% for contract feeders
and 27% for non-contract locations.

Military Group sales will increase
only B.1% for a real loss of 1.9%.
This is primarily due to increased in-
fationary pressures on armed forces
personnel.

Lodging industry foodservice sales
are expected to rise 11.1%, led by
gains of hotel restaurants.

T}le NRA's 1981 foodservice indus-
try forecast, prepared in consultation
with the research firm Malcolm M.
Knapp Inc., is the most comprehen-
sive such project ever undertaken by
the Association. Real sales growth
figures are given for every industry
segment.

People Problems
In Foodservice

Alllwurh the food service industry
deals daily with people, “we are not
people oriented,” proclaimed Angelo
Fortuna, staff vice president of ARA
Services at the recent spring seminar
of New York University's Center for

the Study of Foodservice M .age
ment.

He made lthe point l[ll:‘l' aski | the
approximately 100 at it g
!l(.‘lml:mlf they felt lm;phld noowed
proper orientation for their po ons.

This failure to properly orier  new
personnel is the biggest indictn. 4t of
the foodservice industry tod. . he
continued.

Discussing the topic, "How 10 In-
spire Optimum Performance: Man.
agement by Expectancy,” Fortuna
told the foodservice managers that
they must remember they arc man
aging “groups of individuals and not
groups.”

As a staff vice president at ARA
Fortuna told the group that he had
found a great dedication by the food-
service personnel in the Brm's 817
billion food tion. (ARA also is
engaged in m activities and has
total ssles of approximately $3 bil
lion.)

In  managing, the exccutive
stressed, ‘look for a little bat of i

rovement, not a major chany» . . .
use only fools strive for p-iec
tion.” Also, he added, “if you dont
have the power, or perception of
power, you can't manage or lead.”

Basic Concept

The one basic concept in the
management is based on predictabil
ity, Fortuna believes and illustrated
it by saying that scheduling of 'abor
and buying of product was all "asd
against predictions of what v | be
needed.

In fast food there is a struch  and
mechanism, but in institution and
hospital foodservice this predi: m is
totally different, he pointed ¢ be
cause of the nature of the pat: s

A manager in the foodsen - in
dustry is both a “rewarder-pu her
and the difficult part is how ~ ue
this most effectively, “You m t be
attendant to the feedback froi your
employees as related to your als
he wamed, “and set moderat ris
goals for yourself.”

He also cited an enmple‘ + his
own company of a person who wa
head of lpl;iviliml in foodservice who
had been successful in other ciear
tive positions but was unable to cop¢
because “basically he didn't like food-
service.” So, he wamed, “unless Yoo
like the business, get out now.”
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\ LIST OF THE MANY VARIETIES OF
MACARONI, SPAGHETTI AND NOODLES

PASTINA
Tiny, star-shapad
pieces.

CRESTE DI GALLO
Shaped like a cockscomb.
They ho'd sauce and
gravy weil.

RICCINI

SPAGHETTINI
Thin spaghetti.

VERMICELLI
Extra-thin

Exclusive Sales Representative for:

RICCIARELLI:
Automatic Packaging Machinery in
cartons or cellophane bags for
Long and short goods macaroni
Cereals, rice, dried vegetables,
coffee, cocoo, nuts, dried fruits,
spices, etc.

BASSANO:

Complete pasta lines equipment
Rolinox patented processing equipment

BRAMBATI:
Systems for pneumatically conveying
semolina aond flour.
Storage for noodles and short goods
Macaroni products.
Dry posta mill grinders.

Address:
R.R. 1, Richmond Hill, Ontario LAC 4X7
Canade

Phone: (416) 773-4033

I No Answer, Call Alessandro Di Cecco,
8981

Telex No. 06-986963

CUT SPAGHETTI
Similar to eibow
macaroni but without
the hole.

LINGUINE
Flat spaghatti.

FOLDED EGG NOODLES
Thesa nbbon kke

Serremugn, 1981

WINSTON

LABORATORIES, Inc.

EST, 1920

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

1—Vitemins end Minerals Enrichment Asseys.
Solids end Color Score in E end
:-:r Eggs

3—Semoline and Flour Analysis.

4—Micro-analysis for extranesus matter.

S5—Senitery Plent Surveys.

6—Posticides Analysis.

T—DBactericlegicel Tosts for Seimeneile, etc.

8—Nutritienal Analysie.

JAMES ond MARVIN WINSTON, DIRECTORS
P.O. Box 361, 25 Mt. Vemon St.,

Ridgefield Park, NJ 07650
(201) 440-0022
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Ambar Milling Co. 1)
Aseeco Corpovetion

Breibanti Corporation
Suhler-Misg Corp.
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Fold Pok Corporation
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Micredry Corporation

Nerth Dohote Flour Mill
Pesvey Compony

Rossstti Consultents Assecistes
Sesboard Alied Milling Corp.
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Buitoni Names Heffron
Marketing Manager

Tom Heffron has  joined  Buitoni
Foods Corporation as a marketing
manager - dry products, it was an-
nounced recently by William P
Smolka, Buitoni Viee President of
Marketing and Sales.

In his new position, Heffron will
be responsible for product manage-
ment of the Buitoni MHigh Protein
Pasta and Pasta Romana product
lines.

Prior to joining Buitoni  Foods,
Heffron was a marketing manager
with the Pillshury Company with pro-
duct management responsibilities for
Pilbbury  Plus two-layer cake and
Frosting  Supreme  ready-to-spread
Frosting,

Previously, Heffron was an assis-
tant product manager at Hanes Ho-
siery. Ine.

A graduate of the University of
Virginia, Heflron ecariied his MBA
from the Colgate Darden Graduvate
School of Business, Univensity of Vir-
winia.

Buitoni Foods Corporation manu-
facturers and markets a full line of
quality Nalian dry pasta products,
sances, pizzas and frozen entrees.
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Golden Grain Soup to
Climb Mount Everest

On August 10, an American ex-
wdition of 14 men and one woman
eft San Francisco for a remote part
of China and Tibet. They propose to
climb the east face of Mount Everest,
highest mountain in the world. The
cast face of the mountain, on the Ti-
betan side, has never before been
dimbed. In preparing for the ascent,
veteran mountaineer  Eric Perlman
a member of the Mount Everest Ex.
pedition, visited the Golden Grain
Macarwi Company to arrange for a
supply of prepared soup mix. Over
1000 packages of Golden Grain soup
will accompany the expedition,

San Francisco investment banker

Tom Heltrom

Richard Blum, the exedition I+ o
said that the planned climb is
than an expedition. It is an )
Chinese-American  Friendship 1,
sion endorsed by the city of San 4,
visco and the Chinese governn 1
Advisor to the expedition is Si. .
mund Hillery, who made the ua
ascent of Mount Everest in 195

Pasta Pilaf

Gabricle Macaroni Products. Ine.
of City of Indistry, California i i
troducing four flavors of Pasta 1ilaf
Herh & Spice, Italian, Spanish. and
Chicken.

The product is made of whole
wheat soy Rosa Marina plus the sea
soning. Cooking instructions call fur
two cups of water boiling in a saur-
pan. Two tablespoons of butter are
added to the boiling water, contonts
of the package and seasoning cmel-
ope.

Stir, cover pots and simmer for 15
minutes over low heat. Stir again and
serve. Can be served with chicken
turkey, beel, fish or lamh.

Inn Maid Noodles Sold

Paul Reining of Millersburg. Ohio
has sold his interest in Inn Maid
Products to Lancaster Colony, pr-
ducers of glass, plastic and food pri-
ducts. Inn Maid will be part o' the
Marzetti  Salad Dressing  Div own
Plant personnel remain intact  vith
Homer Amold plant manager.

Durum Estimate Up
76% from 1980

The 1981 outtum of durum ©
timated at a record 190,193,000 e
up 76% frum 108,395,000 bus ir ¥
and 79% more than the 1979 h !
of 106,654,000 bus. -

For spring wicat other than 'ur
um, the 1981 crop was initially st
mated at record 526,217,000 by up
£2% from 370,020,000 bus in W
and 23% above the 1979 cro o
426,172,000 bus.

International Durum Forum
Pastaville 1, Minot, ND
November 9-16, 1981
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ROSSOTTI

LEADING CONSULTANTS TO THE MACARONI INDUSTRY
SINCE 1898

With more than half a century of experience we believe we might
be able to help if you have ony 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.
*1OMOTION — we have not only conceived many
promotional plans, but we have
studied many that others have
launched throughout the country. We
believe we can help promote your
products that you have by study, and
recommend additional products that
might be promoted in your trading
areas.

MARKETING —rather thon depending entirely on

advertising dollars, we can show you
modern marketing methods which
will help capture more of your mar-
ket. We have done it for others.

MERCHANDISING — We can point the way towards new

profitable products and lay out mer-
chandising methods.

We have experience in these areas.

Ct rles C. Rossotti, President Jock E. Rossotti, Vice President

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

158 Linwood Plaza
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898
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