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MACARONI FITS INTO HOLIDAY MENUS

l mpressive  holidey  buffets need
not put undue strain on the bud.
get — not if pasta is served. You get
more for your money with macaroni!
Macaroni Cheese Pie is a fine ex.
ample. This unusual combination will
bring compliments from guests, and
bly requests for the recipe. El-
how macaroni is baked with a mix of
cream and Cheddar cheeses in a fa-
ky cottage cheese pastry shell. To-
mato slices cont ast in color and tex-
ture with the delicately brovmed
macaroni and cheese filling. A simple
green salad is all that's needed to
accompany the pie. Dessert? Fruit
cups go very well as the menu finale,
The Buflet Macaroni and Cheese
is the more familiar casserole vers-
ion — always welcome for partying.

Macaroni Cheese Pic
(Makes 8 servings)
Cottage Cheese Crust®
2 cups elbow macaroni
(8 ounces)

1 tablespoon salt
3 quarts boiling water

g e ST ——————————

Ya cup butter or margarine
Ya cup all-purpose flour
2 cups milk
2 tablespoons chopped  panley
I teaspoon pepper
1 package (3 ounces) cream
cheese, softened
2% cups (about 10 ounces)
shredded Cheddar cheese
1 large tomato, sliced

Prepare pastry for Cottage Cheese
Shell* (recipe follows).

Gradually add macaroni and salt
to rapidly boiling water so that water
continues to hoil. Cook uncovered,
stiming  occasionally, antil  tender,
Drain in colader.

Meanwhile, in a medium savcepan,
melt butter or margarine over me-
dium heat. Using a wire whisk, stir
in Hour until smooth; gradually stir
in milk. Cook, stirring constantly, un-
til mixture is thickened, about 5 min-
utes; add parsley and pcI)pcr. Remove
from heat. Add cream cheese and stir
until cheese is melted.

(Continued on poge 4)
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(Continued from poge )

Reserve 3% cup Cheddar cheese
for top. In unbaked Cottage Cheese
Crust, layer half the cooked maca-
roni, half the remaining cheese and
half the cream cheese sauce; repeat
layers. Sprinkle top with reserved
cheese. Bake in 400° oven for 30 to
35 mintues or until crust is browned.
During last 5 minutes of baking, ar-
range tomato slices on top of pie. Let
stand 10 minutes before serving.

*Cottage Cheese Crust: In a me-
dium bowl, stir 1% cups all-purpose
flour and 1 teaspoon salt together;
cut in }2 cup butter or margarine un-
til mixture looks like coarse crumbs.
Stir in 35 cup creamed cottage
cheese; with hands, form into ball.
Wrap in waxed paper and refrigerate
30 minutes.

Between 2 picces of waxed paper
roll chilled pastry into a Y-inch
thick circle. Remove top paper; in-
vert pastry into 10-inch pie plate, Re-
move second piece of paper and fit
pastry into plate. Trim pastry to with-
in ¥ inch from edge of pie plate;
fold under and Aute. Spread bottom
of crust with about 1 teaspoon sof-
tened butter or margarine.

Buffet Macaroni and Cheese
(Makes 4 servings)

2 cups elbow macaroni
(8 ounces)
1 tablespoon salt
3 quarts boiling water
2 tablespoons butter or margarine
2 tablespoons flour
2% cups milk
Ya teaspoon salt
Y4 teaspoon paprika
L teaspoon pepper
12 cups grated Cheddar cheese
Y2 cup buttered bread crumbs

Gradually add macaroni and 1
tablespoon salt to rapidly boiling
water so that water continues to boil.
Cook uncovered, stirring occasionally,
until tender.  Drain  in  colander.
Meanwhile, melt butter in saucepan;
quickly stir in flour, Gradually add
milk, stirring constantly, until sauce
bails 1 minute. Stir in Y2 teaspoon
salt, paprika, pepper and 1 cup of
the cheese. Mix sauce with maca-
roni: tumn into greased 1Ya-quart cas-
serole.  Sprinkle  with  remaining
cheese, bread crumbs and additional
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paprika, if desired. Bake in 375°
oven 20 to 25 minutes, or until bubbly.

Holiday Turkey Reappears
With Macaroni

Tlu- holiday dinner's over. It's
very important with today’s food
prices that whatever may be left
from the special occasion be served
in appetizing, nourishing ways.

Home economists of the National
Pasta Association suggest a hearty
macaroni-turkey stew. It's very casy.
Make stock with the turkey in the re-
frigerator. Stir in vegetahles and el-
bow macaroni. The result? A fine-
tasting, nutritious meal which sup-
plies protein, B vitamins and iron plus
carhohydrate content to furnish en-
ergy. It's an idea which once
again how macaroni an:ITt:':ni: 50
well with other foods, and give you
more for your money,

Another time when you may have
turkey on hand, try a savory casse-
role — Turkey Encore.

Macaroni Turkey Stew
(Makes 6 to 8 servings)

1 turkey carcass, broken up
3 quarts water
2 cups cut-up cooked leftover
turkey
1% cups cho onions
Ya cu?choplzlp:ldpanlc_\'
4 teaspoons salt
2 teaspoon sage

o e e
J"

Pictured balow:
Totrezzinl Yurkey Encors with

10 ms
1 ]r:gpg:d carrots
1 cup sliced celery
2 cups elbow macaroni
(8 ounces)
Parsley sprigs, optional

In a large saucepot or Dutch oven
combine carcass, water, turkey, oo
ions, chopped parsley, salt, sage and
pr:spcuvnu. Heat to boiling. Cover.

uce heat to low and simmer (]
hours. Remove from heat. Ren o
carcass and bhones; discard. Add ar
rots and celery to turkey broth. ¢ ov-
er and simmer about 10 minute o
until vegetables are almost te lo
Increase heat to high and heat | ot
misture to boiling. Gradually
macaroni to rapidly boiling 1 oth
misture so that broth mixture on
tinues to boil. Cook uncovered, tir
ring occasionally, until macaro i
just tender, about 10 to 15 min to
Serve immediately. Gamish with xr
sley, if desired.

To reheat, add chicl.en bouill 1 of
broth, if more liquid is desired

Turkey Encore
(Makes 4 to 6 servings)

2 cups elbow macaroni
(8 ounces)

1 tablespoon salt

3 quarts boiling water
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cups diced cooked turkey
can (1 pound) peas, drained
can (10%3 ounces) condensed
cream of celery soup, undiluted
up milk
an or far (4 ounces) pimientos,
drained and chopped
teaspoon salt
! teaspoon pepper
1 cup melted butter or margarine
% cup fine dry bread crumbs

Cradually add macaroni and 1
tahispoon salt to rapidly boiling
water so that water continues to boil.
Cook uncovered, stirring occasionally,
until tender. Drain in colander.

Combine macaroni, turkey, peas,
soup, milk, pimientos, 1 teaspoon salt
and pepper. Tum into 3-quart casse-
iole. Combine butter and bread
crumbs; sprinkle over casserole, Bake
UNCOV in 375° oven 20 minutes.

Getting Nutrition
Away from Home

Food consumed “away from home”
now provides the average American
with nearly 20% of his total intake
of key food energy nutrients, accord-
ing to new US. Department of Ag.
riculture research findings.

There's a catch, however: Not all
of that food “away from home™ is
caten in restaurants, In fact, when
you eliminate meals and snacks caten
at work, school or in “someone else’s
home,” commercial food-service out-
lets are left with providing only
about a 8% share of the total pro-
tein, fat and carbohydrates in the
American diet.

That's not true across the hoard,
though. Young adult males between
23 and H eat upward of 11% of their

RS TINT Ty B

meals and snacks at restaurants and
“fast-food places,” according to the
study. In contrast, females in that
same age group reported cating less
than 7% of their daily meals at food-
service establishments.

Young children under 5 and senior
citizens of both sexes showed up even
less Jikely to consume meals or
smacks  at  restaurants  or  fast-food
outlets.

The  study, comducted by US,
D.As Consumer  Nutrition Center,
imolved interviews with over 9,600
individuals in 45 states to determine
where and what they had eaten the
previous day.

Noting a sharp inerease in fowd
consumed away from the home, the
rescarchers  concluded  that  such

(Continued on poge 8)

Antwers te the Quiz
Will Be Found sa Pege 10

Nutritionally—are you a ‘perfect ten’?

The following ten questions, concerning major
points of the US Dietery Guidelines, were asked of
1,001 consumers in a poll conducted for General
Foods Corp. Final results indicated that consumers
have a rather poor knowledge or understanding of
these Guidelines. Media people representing the
food industry were asked the samae len queslions,
and did much beftter than regular consumers—
which was (0 be expecied.

How well can you do? After reading each
statement, simply circle the response (agree or
disegree) that you feel is most accurate. The
“correct” answers, with detailed explanations, are
on the following page. So are the “tes! results™ of
the consumer poll. No fair “peeking” in advance,
however.

So, with pencil in hand, go 10 it Who knows?
Nutrition-wise, maybe you can be a "perfect ten™

Do you agree or disagree that...
(circie one)

1—Raw sugar or honey is better lor you than
refined sugar.

O agree O disagree

2—Most nutrition experts and the Federal
Government recommend an ideal diet of specilic
foods which all people should follow lor good
heaith.

O agree O disagree

3—The most important consideration in having a
balanced diet is avoiding substances like salt,
sugar and fals.

G agree O disagree

4—Candy bars, cookies, cakes or potato chips
have no place in a balanced diet for children.

O agree O disagree

§—A person can lose weight even il he/she doesn't
reduce the number of calories taken in daily.

O agree O disagree

8—Increasing foods high in carbohydrates, such as
pasta. and reducing foods high in fals, such as red
meats. is a good nutritional idea

0O agree O disagree

T—If people with high blood pressure resirict thoir
intake of sodium by reducing the amount of salt
they put on their food, they can eat about anything
they wanL

O agree O disagree

8—Eliminating sugar from your diet will practically
eliminate tooth decay

O agree O disagree

9—Taking a vitamin supplement ensures that you
have a balanced diet

O agree O disagree

10—It's okay lo eat as much as you want as long as
you eat a vanety of foods

O agree L] disagree
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Nutriticn Guidelines Revised

The General  Accounting Office
does not believe reorganization of the
Agriculture  Departinent’s  nutrition
program is a conscious cffort to side-
track or ditch the Government’s con-
troversial dietary guidelines.

USDA officials have told the in-
vestigative agency the  department
has not rescinded the guidelines, and
in fact it will continue to distribute
the remaining supply of some 250,000
copies, A nominal fee may be charg-
“l- hﬂ““.‘\'l‘r. i“s"‘ﬂd lll “Il‘ I"'('\'i"“\
free distribution.

The Department of Health and
Human Services also is continuing to
distribute the dictary guidelines and
has included them as a major part
of the nutrition component of its Pre-
vention Initiative.

The Guidelines, adopted jointly hy
USDA and HHS, are due for review
by a Congressionally directed advis-
ory group of officials from USDA,
HIS and the National Academy of
Sciences, Any decision on the future
of the dictary guidelines will depend
on the group’s evaluation and public
comments, USDA said. But nutrition
officials from both USDA and HHS
told GAO that USDA should try to
revise the dictary guidelines, if neces-
sary, rather than think about discand-
ing them.

USDA Reservations

Top USDA officials, however, have
strong reservations about the guide-
lines, which recommend cutting con-
sumption of fats, salt and cholesterol
as part of a nutritions diet. Deputy
Agriculture Secretary Hichard Lyng
told CAO that some members of the
scientific community  believe  the
guidelines were issued prematurely
without a sound hasis — especially
guideline No. 3. ("Avoid too much
fat, saturated fat and cholesterol.”)
He contended nutrition is an “em-
bryonic science that does not have all
the definitive answens™ and USDA
“should not tell people what to eat.”
Nutrition information should be given
to people to “help them make their
own decisions,” he added.

GAQ provided its analysis of the
impact of USDA nutrition reorgani-
zation to the House Science and
Technology and Agriculture commit-
tes, at the request of Reps. Douglas

Walgren (D, Pa) and George E.
Brown, Jr. (D., Calif.), who head sub-
committees of those committees.

In  essence, the  reorganization,
which occurred June 17, separated
some of USDA’s nutrition information
functions from its nutrition research
functions by transferring  nutrition
research from its former high-level,
separate-agency status in the Human
Nutrition Center to one of the com-
ponent research programs of the Ag-
ricultural Research Service.

Assessing the changes, GAO told
Congress that “nutrition is less vis-
ible at USDA™ with abolition of the
Human Nutrition Center. “However,”
it was noted, “this does not necessar-
ily mean a lack of commitment to
nutrition, because USDA has not
made any over-all cuts in the funding
of nutrition research, education and
information programs.”

Nutrition Community Conterns

The nutrition “community™  has
been concemed over whether USDA's
past emphasis on nutrition, a hallmark
of the Carter Administration, will he
perpetuated.

Although details of USDA’s nutri-
tion policies have not been formu-
lated fully, GAO was told by Lyng
that the present USDA administration
is producer-farmer oriented. USDA's
major thrust will be to increase agri-
cultural productivity, protect agricul-
ture's natural resources, espand ex-
ports of agricultural products and re-
duce Government regulation, it was
explained.

While nutrition is not one of the
major thrusts specifically mentioned,”
GAO reported, “the Deputy Secretary
said USDA is committed to active re-
search and educational efforts in hu-
man nutrition, and those efforts will
not be manipulated by producer in-
terests.”

USDA had assured Brown that the
reorganization “does not diminish in
any way our commitment or emphasis
on  human mutrition. We are not
changing priorities or th: commit-
ment to excellent reseanh and edu-
cation activities in the Ywman nutri-
tion area.”

Nevertheless, GAO concluded that
coordinating and integrating nutri-
tional issues and policies  within
USDA, “while not impossible, may he

more difficult to accomplish un «
the reorganization. We believe t ¢
at least temporarily, interested p r.
ties outside of USDA may have ll' i
culty obtaining quick and comp o
hensive responses to department w |
nutrition questions because of the | 4
of a departmentwide nutrition o .
dinator — or at least a formally de. ¢.
nated liaison officer for all nutritic al
matters — and the absence of clearly
established  coordination  mechn-
isms,”

USDA's response was that les
visibility for nutrition at USDA dies
not necessarily mean a lack of com-
mitment,” because visibility can be
more a factor of how controvenial
activities are, rather than how effec
tive they are.”

USDA suggested a better “acid
test™ would be the level of the de
partment’s final fiscal 1983 budget for
nutrition. USDA nutrition agencies
have requested a 1983 budget for
nutrition research, education and in-
formation of $45.7 million, an increase
of $11.1 million over 1982, This re-
rjuest is before Agriculture Secretan
John Block and the Office of Manage-
ment and Budget.

Balancing Act

“Balancing the balanced diet” is
easier said than done in the opinion
of top nutrition authorities who par-
ticipated in a recent seminar sponsr-
ed by Hoffmann-La Roche Inc.

Dr. Amold Schaefer, director of
the Swanson Center for Nutriti n
Inc., and symposium chairman, o n:
mented that the Daily Food Gu I
was developed by USDA in 1853 . ul
was based on the 1953 Recomme I
ed Dietary Allowances (RDAs). Si =
1953, he noted, the RDAs have b “n
revised 4 times and are not up o
date.

Referring to a recent menu b k-
let published by USDA to illust: te
use of its Dietary Guidelines,
Schaefer pointed out that even th
menus are not always consistent v th
realistic eating pattems and pre! -
ences. “This mcarull! for a hamb -
ger with no catsup, no relish, no
condiments of any kind. It's one thing
to put this down as a menu pattem,
but its another thing to eat it.”

(Continued on poge 8)
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and Best Wishes for a Healthy,
Prosperous and Happy New Year

D. MaLparl & Sons, Inc.

557 THIRD AVE. BROOKLYN, N.Y.,, US.A. 11215
Telephone: (212) 499-3555

America’s Largest Macaroni Die Makers Since 1903 - With Management Continuously Retained In Same Family
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Balancing Art
(Continued from poge 6)

Another concern that emerged
during the symposium was the fact
that people don't eat as much as they
used to, Not as many calories are
needed for the modem lifestyle — but
a decrease in caloric intake also
means a decrease in nutrient intake,
and obtaining a proper balance of
foods is even more difficult when
total intake is reduced. People who
consume 1600 or fewer calories a
day, it was felt, may not be getting
all the micronutrients they need, and
should eat foods with greater nutrient
density — or, in some cases, take a
well-balanced  vitamin/mineral sup-
pleinent.

The experts felt that “hasic four™
menus must be streamlined to meet
individual needs, and must account
for nutrient density . . ., and that re-
sponsible food fortification is an im-
portant adjunct to maintaining a nu-
tritionally adequate food supply —
although consumers must leam that
they can't replace eating a wide va-
riety of foods with ecating a few for-
tified foods.

About Salt

Food makers try new labels and
formulas as salt-watching becomes a

pular as calorie-counting. The Food
and Drug Administration plans to
propose later this year that salt con-
tent be disclosed for foods that carry
nutritional information on their labels.

Among those affected: dairy pro-
ducts, breakfast cereals, diet sodas,
breads, pastas, soups and frozen and
canned meats. But food industry trade
groups are trying to convince the
FDA that mandatory rules aren't
needed; most of the large food com-
panies voluntarily are :snpting some
form of salt listing.

Will manufacturers reduce  salt
content to stay competitive? A spokes-
man for Hunt-Wesson says taste tests
show that consumers prefer its brand.
Camphbell Soup introduces eight low-
sodium soups and will reduce salt
content by up to 20% in several of its
most popular brands. But salt won't
be removed from Campbell’s biggest
seller, chicken noodle condensed
soup, because the company says its
flavor would be ruined. Jewel super-
markets sell private label vegetables
without added salt.

A survey by ad agency Foote, Cone
& Belding finds that four of every
10 people say they're avoiding salt,
The same number say they're watch-
ing calories.

Away from Home
(Continued from page 5

meals “make important contributions
to nutrient intakes.”

Some 44% of the consumers inter-
viewed in the latest survey had eaten
out the previous day, compared with
only 39% in a similar survey comn-

ducted in 1965,

Tips for Weekend Athlstes

Based on research done at his Hu-
man Performance Laboratory and
eisewhere, Dr. David L. Costill, Ball
State University, offers the followirg
advice:

e Fluid intuke. Whether it's the
third set of a tennis match or the last
six miles of a marathon, the body
cannot function properly when de-
hydrated. On warm days, or when
athletic activity extends beyond one
hour, drink before you start — and
during — the activity. Don't wait
until you feel thirsty; by then, it may
be too late.

o Dict. The most cfficient food for
athletes are those rich in carbohy-
drates. This nutritional compound
converts quickly to energy. One well-
known former basketball coach was
quoted before the NCAA finals as
saying the players would probably
have pre-game steaks. If so, they fol-
lowed outdated dictary principles.
Most runners eat pasta the night be-
fore a marathon, because it is easily
digested and provides an efficient en-
eigy source. Of course, people who
exercise need a balanced diet.

e Weight loss. Efficiency in sport
is related directly to body fat. You
can't perform up to your potential if
you're carrying excess weight. Tests
indicate that each percentage point
of excess fat causes an athlete's per-
formance to decline by an equal per-
centage point.

e Go slow. Crash diets do not
work, and neither do crash exercise
programs, which often result in stiff
muscles and injuries. Set long-range
goals and go about achieving them
in a gradual, intelligent manner. In
terms of weight loss, studies suggest

that the body metabolizes fat m
cfliciently when exercise is gen
rather than frantic.

o Talent. Basic ability is a gi
that no amount of practicing is
ing to change. Genes: you can't § )
Mother Nature. Without fast-twi |,
muscles, you'll never be a wide .
ceiver in the NFL. Measure vi o
success as an athlete against vo
own potential, not someone else’s

o Weckends. Don't exercise only
on weekends, Programs that promise
total fitness with minimum effort do
not work. But even world-class ath-
letes — weigatlifters as well as mara-
thoners — train by altemating hard
and easy days. If you must go all out
on weekends, ul at least a half
hour exercising on at least two week.
days,

Buitoni Feeds
Marathon Runners

For the second year mnming, Bui.
toni Foods yration participated
in the New York City Marathon by
donating Buitoni pasta, sauce and
cheese products for the carbo-load-
ing dinner for marathon participants.

This year, the Pasta Party, co-hos-
ted by Buitoni Foods Corporation
and the New York City Road Runner
Club, took place on Saturday, Octo-
ber 24 — the night before the race -
at the Armory at Park Avenue al
67th Street. Dinner Preparations wi re
made for 10,000 runners; for the .
attending, it was the last major m il
they ate before the 1981 New Yo !
City Marathon.

For several days prior to the evt
knowledgeable athletes practice ¢
carbo-loading regimen. Runners e d
to build up glycogen stored in th ir
muscles in order to meet the physi o
demands of a marathon distance r .
Pasta is recognized by experts as
excellent  food for mrlpfm-lnad g
athletes.

Buitoni Foods Corporation, So th
Hackensack, N.J., manufactures .
markets a full line of quality Ital n
dry pasta products, sauces, pizzas » l
frozen entrees.

Five on Foot

Much like compliments, some tes-
timonials mean more than others, amd
Buitoni Foods Corporation has

-
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Shews phcated (ehr to right) are: Loigh, Lasiie, Lynde, Sendrs ond B4 Barrate —the

“3 On

cently been on the receiving end as
aresult of an unsolicited tribute from
the “5 on Foot.”

Several months ago. the Barreto
family — the “5 on Foot™ — of Naples,
Fa, wrote to he folks at Buitoni
Foods to tell them about a unique
poject the family decided to try:
dropping out of the “rat race™ in
favor of a 1,145-mile run from their
bome town, Naples, to Ashland, Ohio,
sarting June 20 and ending on Oc-
tober 18,

The Bamretos wrote, “One of our
most crucial needs is for carbohy-
drtr., In most of our races, in many
vaes, we always rely on your pro-
duet Buitoni Macaroni, for carbohy-
Yt s loading before a long distance
(]

1 case let us know if you can help
w v th the large supply of the Bui.
toai High Protein Macaroni that we
vill ake for five of us to run our
00 lays.”

N tunally, the people at Buitoni
Foo ¢ said yes. Buitoni has been
Pon oring pasta parties for major
fuw ng events and marathons (in-
dud 1g the 1880 New York Mara-

for some time now as a com-
aun iy service and in order to help
wduc te consumers about the nutri-
Boni | value of pasta. The Barretos’
™qu st was proof that Buitoni’s mes-
uge was being received and under-
too! by consumers.

The Bamretos have nearly com-
Peted their run. They write to Bui.
Yui Foods to keep the company ap-

Drcemper, 1981

prised of their progress. As stated in
their August 2, 1951 letter from Mil-
ledgeville, Georgia, “Thanks to your
help and faith in us, we are still ready
to go every day at 5:15 a.m. to get on
the road and finish our run before
the 100° heat of the day ... We are
still enjoying your products  each
night before our next day's nm.
Thanks again. . . ”

Nutrition Confusion

Arguments over the health and nu.
trition aspects of various fods are
causing confusion in the mind of the
consumer and thus resulting in de-
creasing interest in thes ubject, ac-
cording to Dr. John Colmey, viee-
president and general manager of the
technical group of Nabisco, Ine., Fast
Hanover, N..

Speaking before the food and hev-
crage industry seminar of the Finan-
cial Analysts Federation, Dr. Colimey-
referred to the widespread confusion
as “a serious threat to the nutritional
wellbeing of the American public.”

e noted that in a recent survey by
Nabisco, consumers who were given
a list of 13 factors relating to food pur-
chase decisions ranked taste fint,
cost second, convenience third, and
nutrition “anywhere from cighth t.
13th.”

The real danger of the confusion is
that the consumer doesn't know what
to believe, Dr. Colmey said. As a re-
sult, he noted, “since the experts don't
know what's good or had to eat, the

average American might just as well
ignore the entire subject.”

One of the most notable arcas of
discord is cholesterol in the diet, Dr.
Colmey said, pointing out that the
American Medical  Association  and
American Heart Association say the
substance is harmiul, while the Food
amd Nutrition Board of the National
Academy of Science and Dr. Michael
DeBakey,  cardiovascular  surgeon,
say it probably isw't, “Disputes like
these are tongh on the food brisiness,”
he said.

Think Before Speaking

Dr. Colmey called on scientists, nu-
trition activists and government offi-
cials to ponder the possible adverse
effects before going public with w-
tritional statements that could com-
pound the confusion. “1 ask them to
invest in their actions at least as much
time and thought as we in the fomd
industry devote to our research and
development,” he said.

He pointed out that while the cri
tics “can rescind their  statements
overnight, we fod processors don't
have that luxury, once we've revised
our formulas and restructured  our
plants to accommodate some nutri-
tional wrinkle urged on us by outside
experts or government officials.”

He listed several Nabisco products
which have been formulated with nu-
trition in mind, including the Wheats-
worth  cracker and  Old-Fashioned
Soft Snacks. The former, he noted,
has become the higgest selling new
cracker in 40 years, with 1950 sales
approaching $40 million,

I's The Taste

“But it’s the taste rather than the
nutrional  benefits  that has  made
Wheatsworth the suceess it is,” he
said. Dr, Colmey expressed confidence
about the futare for both the food in-
dustry and the consimer, *1 am won-
vinced that in the vears ahead, the
average Americin will continne to
make gains in nutritii: without saceri-
ficing enjoyment or comvenience or
value of the food doliar.” he said.

" 4 :
Pasta Easily Digestible

Pasta products are relatively free
from fiber and are casily digestible
andd assimilated and absorhed,




New Find/SVP Study on
U.S. Pasta Market

The $1.22 billion U.S. pasta inarket
(estimated 1951 producer level) is ex-
pected to grow 159% to $3.18 billion
(1981 dollars) by 1991 says Find/
SVP, the New York-based research
and publishing firm.

Based on extensive trade research
and analysis, Find/SVP's 163-page
study, The Pasta Market: Strategic
Analysis of a Dynamic Industry, pro-
jects the U.S. pasta market to aver-
age 10% annual growth from 1961
to 1991. Find/SVP projects 6% aver-
age growth from 1981 to 1486 and
14% average annual growth from
1986 to 1991 as the market picks up
momentum. Pasta is the generic term
used for the more than 150 varieties
of macaroni, spaghetti and noodles
available to U.E.mmumﬂ! today.

The Challenge
“The challenge to food marketers
of the '80s and will be to provide
products perceived as nutritious, eco-
nomical and convenient in an evolving
marketplace,” says Cassandra Mar-
rone, Find/SVP research analyst who
prepared the study. She adds: “Find/
SVP believes that this can be arcom-
plished with skillful marketing on the
part of the major firms who now have
a commitment to the pasta industry.”
Find/SVP discloses that the ma-
jor structural change in the pasta in-
dustry in the last two decades has
been the acquisition of smaller re-
ivnal or local pasta producers by
arge food corporations. Since the late
1960s at least 19 local/regional pasta
producers were acquired by six lare
food marketers not previously in the
dry, uncooked pasta businets. Five
A those marketers—Hershey, Pills-
oury, Foremost-McKesson, Borden
and a British firm, Ranks Hovis Mc-
Dougall——are among the nine leading
producers of branded retail pasta to-
day. In addition, large independent
producers like The Prince Company
acquired smaller pasta firms. Even
the smaller pasta producers made a
number of acquisitions within their
industry.

Consolidation

Overall, the entry of the large cor-
porations into the pasta industry has
resulted in considerable consolidation
and increased advertising of pasta-
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based products. Annual consumption
of pasta in the US. has increased
from 8.6 pounds per capita in 1972 to
about 11 pounds per capita today,
according to  Find/SVP  estimates.
Although consum| has remained
at about 11 pounds per capita each
year since 1978, growth is expected
to resume after the consolidation
phase is complete. U.S. volume con-
sumption, induding domestic produc-
tion and net imports, has increased
at an average 4% annual rate since
1972 In terms of dollar value, the
market has increased almost 300%
since 1972, primarily due to large in-
creases in producer and consumer
prices.

Retail consumption of dry, un-
cooked pasta in 1980 is estimated to
be 3605 million, or 533% of total con-
sumption. Pasta consumed by the in-
gredient market and the foodservice
industry (restaurants and institutions)
accounted for 8543 million or 47% of
the market.

Forecast Maybe Risky

Find/SVP wams that forecasting
a structural change which affects de-
mand for an ﬂtaﬁli-.lwd product may
be risky, but the firn believes that
the general economy, the economics
of pasta and dietary factors will facili-
tate sales growth,

Allhaugﬁm the “carbing up” phe-
nomena (e.g., marathon runners stock-
ing up energy reserves by cating pasta
the night before a race) may provide
a causal link to recent growth in
pasta demand, broader dietary con-
siderations can provide an even more
significant boost to future demand.

“As Americans become more con-
cemed than ever before about physi-
cal fitness and good health, the image
of pasta as a fattening, non-nutritious
food is changing” says Cassandra
Marrone. “Complex carhohydrate
foods such as pasta are increasingly
being recognized by nutrition experts
and the American public for the im-
portant role they play in our dicts —
primarily in supplying energy.”

In addition to collecting and ana-
lyzing infoimation on levels of par-
ticipation in sports and exercise and
the potential effects on American eat-
ing habits, nutrition trends, market
size and projections, industry struc-
ture, mergers and acquisitions, retail
and non retail market segments, lead-
ing manufacturers——Find/SVP ex-

amined data on population shifts .
sulting in more working women : «l
single households. The in-depth sti Iy
also provides a vital list, comp! te
with addresses and telephone m .
bers, of 134 producers and marke: n
of US. pasta-based products. 14 | &
ta importers, 10 durum products « p.
liers, and 23 Oriental noodle ma w
acturers.

The Find/SVP study recognize
the importance of the many pa:ta.
based products in the packaged,
canned end frozen foods industries
but focuses primarily on the produc
tion of dry, uncooked pasta and its
consumption by various retail and
non retail market segments.

Sources

Find/SVP used both primary and
¢ rescarch sources in pre
parlntﬁ The Pastu Market. Primary -
search consisted of interviewing major
pasta producers, pasta buyers for lead-
ing retail and wholesale food outlets,
members of trade organizations and
government agencies, nutrition ex
perts, trade magazine editors. Second-
ary sources were utilized through
Find/SVPs extensive Information
Center which has access to 300 com-
puter databases, 10,000 subject files,
10,000 company files, current and hack
issues of 700 periodicals, thousands of
directories, reference works and gov-
emment publications.

The Pasta Market: Strategic Analy-
sis of a Dynamic Industry was pub-
lished September 1881 and is priced
at $895.00, To order, write to Fir I/
SVP, Dept. LP., 500 Fifth Aven e,
New York, NY 10110. Or call Patr ia
Van Velsor at (212) 354-2424.

- s

The Healthy Executive

Starchy foods with complex « r-
boyhydrates (potatoes, bread .
pasta) are not fattening and can o
tually help you love weight. Fo &
high in fats contair far more calo e
than identical amounts of foods | h
in carbohydrates. A Michigan St te
University study results: Men vho
added 12 slices of bread daily to tl -ir
diet and cut out only refined su ar
lost an average of 13 pounds in ei:ht
weeks.

Source: Environmental Nutrition,
52 Rivenside Dr., New York 1003,
10 issues, $36/yr.
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I 2 enitics always give good teviews when the cook serves up good Lasting. wholesame neoodie divhes

[ ] F 4
WI Somullr!ws the people h.mlg-sl to piease are
sitting right around the family table. So the smart cook
really uses her head...and serves up good-tasting
Jussy customers’ e

But the best noodle dishes begin long before they

]@s to use reach the table. They begin on the farms of the northern

plains, where the nation’s best durum wheat is grown
From this durum wheat, Amber Milling mills tine
1pr ILOOdIe. 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!

/4 AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn_ e General Otfices at St Paul. Minn 55165 Phone (612) 64649413

£
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Industry Advisory
Committee Meeting

This seminar meeting was attend-
ed by 21 representatives from cereal
industry and included the following
members of the Pasta Industry: Les-
ter R. Thurston, President of the Na-
tional Pasta Association; Lynn Og-
den, Foremost-McKesson  Rescarch
Center; B. K. Mattlich, Hershey Food
Center; Gordon Patterson, Hershey
Food Center; James J. Winston, Tech-
nical Director, National Pasta Asso-
clation.

Topic Discuussed

Members of the Staff of North Da-
kota State University presented pap-
ers on the following topics which
were evaluated and discussed by
members of the advisory Committee.

(A) Fingerprinting and identifica-
tion of wheat varieties by gel electro-
phoresis. This mﬂhml:::fy is very
useful in identifying verifying
different strains of wheats. This can
serve as a vehicle for future research
and was presented by Kr. Khalil
Khan,

(B) Fiber compasition of durum
wheat, starch modification, volcanic
ash and its effect of durum wheat
quality by D. V. L. Youngs. The use
of fiber affects adversely the color of
the resulting pasta product although
its use significantly increases the fiber
content which nutritionally is con-
siderced important,

(C) High temperature drying of
pasta by Dr. J. W. Dick. Temperature
of the dryer was raised to the follow-
ing temperatures; 60° C, 70° C. 80°
C. The results indicate the manufac-
ture of a product which shows im-
provement in color, increased firm-
ness of product; low bacteria count;
reduces umkiuﬁ losses as evidenced
by lower starch residue in the dis-
solved solids; lower cooked weight
showing less water absorption.

(D) Extrusion of semolina and the
effects of high temperature drying
and studies on  lipoxygenase and
bleaching enzymes — by Dr. C. E.
McDonald. The results parallel those
obtained in the high temperature of
pasta leading to better color since the
increased  temperature  deactivates
the lipoxygenase — the enzyme re-
sponsible for the destruction of the
natural carotenoid pigments. The
firmness of the product increases but
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the cooked weight of the finished pro-
duct is reduced.

(E) Dr. B. L. D'Appolonia discuss-
ed sprout damage studies and its ef-
fect on quality. The use of sprout
damage requires less watev absorp-
tion during mixing; & decrease in mix-
ing time and results in a product
with poor cooking qualities; e.g. stic-
kiness; increase of dissolved solids in
cocking water, reduced firmness and
increase of slime in the cooked pro-
duct. These adverse effects unfortn-
nately are well known to the pasta
producer.

Current Crop

The durum crop this year has
about 15% of Vic and Edmore
planted and hopefully, these strains
will be increased significantly for
the next planting. Preliminary inspec-
ticn and examination of the current
u:r shows that the kemels are thin
and medium size and do not have a
preponderence of the larger kernels
which are desirable. It was recom-
mended by members of the pasta in-
dustry that the grain people make a
concerted effort to retain the superior
durum wheat in this country rather
than export this to Europe. Jim Win-
ston urgently recommended  that
North Dakota Cereal Department
make a study of the farinaceous in-
gredients being used by the Italian
manufacturers to determine the type
of wheat or blends being used in J:.'
manufacture of their pasta, Professor
Onville Banasik, Chairman of the
Cereal Advisory Committee, agreed
to this investigation.

Northern Crop Institute

A new unit and building known as
the Northern Crop Institute will be

constructed within the next year an

will be under the direction of D

Lund, Director of the Esperiment.

station of the USDA. This institu:

will be devoted to product promotic

and development and will add a ne

dimension to the research activiti .
of North Dakota State University . {
Agriculture and Applied Science.

Durum Estimate Down

October crop estimates of U.S.D.A.

liwrd 1981 durum production at
WRF8,000 bus, down 5,285,000 bus
{én Yieptember indication but 68%
ceseer. than 1980 output of 108,395,000
lix. Decrease from September was
L;r.g:ly accounted for by North Da-

Durum stocks in all postions Oct.
1 were much larger than a year ago.
At 187, 253,000 bus, inventnries were
52% above 122,862,000 bus on hand
last year. Durum in farm storage
totaled 145,732,000 bus, or 65% more
than 88, 456,000 bus last year, while
aggregate in oll-farm positions in-
creased by a smaller margin, at 41.-
521,000 bus, a gain of 21% over H.-
406,000 bus held a year earlier.

Much less spectacular than durum
stocks buildup was still sharp increase
in durum usage, June-September dis-
appearance totaled 54,673,006 bus, up
8,120,000 bus, or 17%, from a year

carlier.

Canadian Crop

The 1081 wheat crop in Canad ,
based on conditions as of Sept. 15, s
estimated at a record 595,034,000 Ir -,
27% more than 703,949,000 bus L t
year and 3% above the previous pe <
of 866,677,000 bus in 1976. By cla .
out-tum in Canada comprises 75
934,000 bus spring wheat other th
durum, 102,600,000 bus durum, a
37,500,000 bus winter wheat. Most
Canada’s winter wheat is soft gro
in southem Ontario.

New Durum Variety

Waid, a durum wheat designed | ¢
Washington's irrigated regions, b s
just been released by Washingtid
State University.

The new durum, Waid, is expected
to replaced Wandell. Although it is

semi-dwarf, it is four to fve inchis

taller than Wandell, is highly resistant
to stripe and leaf rusts and moderately
(Continued on poge 17)
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New Durum Variety
Contistod from poge 12)

resist it to mildrew. In four years of
tsts  wler irvigation, Waid averaged
Il b per acre, compared with 100
bus | - Wandell, and the test weight
for W 1id averaged one Ih. more than
for \'andell,

Sec ! will be available from the
Wash ugton State: Crop Improvement
Asson ation.

General Mills Annual Report

Ceneral Mills, Inc., should again
attain records in sales and eamings
in the current fiscal year although
the cconomic and consumer environ-
ment will continue to be “soft and
unsettled,” E. R. Kinney, chairman
of the board, and H, B, Atwater Jr.,
president and chiet executive officer,
state in the company’s annual report
for 1881.

Mr, Kinney und Mr. Atwater point
that the company's basic
strategy is to emphasize inter-
nal growth within its five major con-
sume: industry areas, “selectively ad-

i uisitions and new ventures

The General Mills officers empha-
size that while the company has
strong; share positions in most of the

industry sub-segments in which it

g

EX

DURUM WHEAT

Vield Area
Per Acre Harvested
m 1989 L) 1981 191
e (1,000 Bas) .. (Bm) (1,000 Acr)
Arizona 16,038 12,400 3,250 LT 198
California 14,685 7.800 3.600 k9.0 168
Minnesota 5.268 1.360 2849 90 138
Montana 11,875 7.600 6,828 20 478
North Dakota 129.050 78150 84,500 0 4,450
South Dakota 5178 4,088 1.630 3.0 128

United States 182.08% 108,395 106.654 3.2 S48

than 1% of these industry areas in
total. We believe there will continue
to be ample opportunity for market
share improvement.”

In their discussion of future goals,
Mr. Kinney and Mr. Atwater note
that “changing demographics, eco-
nomics and life-styles, with conse-
quent shifts in consumer buying pat-
terns, offer dramatic opportunities for
companies which can anticipate and
capitalize on these changes.

"We attempt continuously to keep
ahead of evolving consumption pat-
terns and to create new and improved
products and services that will be
competitively attractive in important
segments of our markets. A combina-
tion of decentralized operations, a
strong financial reporting system and
heavy emphasis on long-range plan-
ning are basic elements of  our
strategy.”

International Multifoods

Net income of International Multi-
fomds Corp. increased 16% in the see
ond quarter ended Aug. 31, Darrell
M. Runke, president, told the New
York Sodiety of Security Analysts on
Tuesday, Sept. 22,

Mr. Runke said that net carnings in
the quarter totaled 86,027,000 equal
to 74¢ per share on the common
stock, compared with restated net of
§5,199,000, equal to G4¢ per share,
in the second quarter of fiscal 1980

In the six months ended Aug. 31,
Multifoods  had  net  income  of
$9,928,000 equal to $1.22 per share,
up 33% from $7491.000, or 92¢ per
share, restated, in the first half of
fiscal 1980,

Net sales in the second quarter and
fint hall totaled $278800000 and
$558,175,000, respectively, up from

(Continued on poge 20!
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(BUHLER-MIAGIoNG GOODS LINES
Performance YoyCan Depend On!

Reliable Performance

o Sturdily-constructed 2- or 4-stick spreaders allow seieclion ol
ideal extrusion area for a given capacity.

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

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

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

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

Efficient Energy-Saving Design

* New dryers are smaller sized. High temperalure and high

humidity drying requires a minimum volume of fresh air. Fan Super sanitary design for easy
C motors for air circulation are mounted inside dryers, utilizing mainienance. All-plastic panels
100% of electrical energy. (New style, energy-efficient motor is :n".'c"gm:"'p:‘,’t" “g“ff;l:: ';o l'"
optional). A most energy-elficient design! Gisthane Malition enid ot JM'tIo;t
* Panels are 1%" thick with polyurethane foam core. Aluminum construction prevent condensation.

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

Bacteria Control

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

o | yeris absolutely tight, yet easy to clean, maintain and super-
18. Swing-out side panels extend entire dryer lenglh, allow-
) fast cleanout and service.

Tt > Quality Product

gh drying temperatures in both final drying stages improve

; | 8D,
Long goods line with maximum capacity of 3000 Ibshr. Line consists of Double Screw Press T 80 2duct texture, cooking quality and appearance.

Spreader TSSA, Dryers TDEC-3/TDCA-4/TDFB-11, Stick Storage TAGB, Cutter TST and Stick Return

* sady, high temperature drying ensures a siraight product, Each spaghetti strand travels exactly 1
aal for the high speed packers of today. The high humidity 'c"' m .‘";'J,;;? o g mp::illzn. |
7ing climate gives the product an appealing golden color. gmﬂ atick m?-nm Neeps sticks 2

from rolling or sliding from transfer
Co' ‘act us for information on Buhler-Miag Long Goods point to the drying tiers.
Lin s and other Macaronl Processing Equipment.

Three Standard Models. . . 500 to 4500 !bs hr.

MODEL CAPARITY g‘:{;’ 7“’:}:”; cy sel "m . /// ®
TDECMTDCA | 50010 1041 itafr -Miag quality ’/ ( ) :
TDCATDCA wooaowg:_;.;.hr and reliability give = 4 B“HLER-MIAG
"" TocAToRA 2000 to 3¢ faally you the se”ing edge' ey =\\\\ BUHLER-:IAG. INC.. P'O‘Tal'?. 9497, M':Tgafozlq'gé?m 55440 (612) 5451400 s
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International Multifoods
(Continued from poge 17)
$253,135,000 and $488.262000, re-

spectively, a year ago.

Noting that cach of the company’s
four market segments posted sales
growth in the second quarter, Mr.
Runke said, “The key factors for the
quarter were continued strong per-
formance worldwide by the consumer
segment, and from our agricultural
affiliate in Mexico.”

While eamings in the away-from-
home eating segment continued to
strengthen,  worldwide  industrial
eamings declined slightly and the
US. agriculture segment was down
significantly, he said. Strong per-
formances by durum flour and bakery
mix, Mr. Runke said, were offset by
a decline in grain merchandising and
lower results for hakery flour.

In the U.S. agriculture market seg-
ment, performance continues to be

by unfavorable market con-
ditions in the feed industry, he said.
Venezuelan results, he added, con-
tinue favorable.

William G. Phillips, chainman and
chief executive officer, said the first
half gains mark four consecutive
qquarters of improved sales and eam.
ings. In the 12 months ended Aug. 31,
he said, sales grew 12% and cam-
ings advanced 23%.

Mr. Phillips said he was especially
pleased by the improved strength in
consumer markets, even though the
U.S. economy continues to negatively
affect domestic performance in the
agriculture and industrial segments.

“For the current fiscal year,” Mr.
Phillips said, “we feel confident we
will report another year of record
sales and camings.”

Peavey Dividend

Peavey Company declared regular
quarterly dividends of 284 ¢ per share
on preferred stock, both payable Oct.
15 to sharcholders of record on Oct.
L

Pillsbury Earnings Drop

Net income of The Pillshury Co. in
the first quarter ended Aug. 21 totaled
$25 million, equal to $1.16 per share
on the common stock, off 13% from
$28.7 million, or $1.43 per share, in
the first quarter of fiscal 1951, Sales
aggregated 87415 million, up 3%
from $7T20.8 million a ycar ago.
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“First quarter gains were posted by
Restaurants as well as domestic and
international operations of Consumer
Foods,” William H. Spoor, chaivman
and chief exccutive  officer,  said.
“There was a significant decline in
Agri-Products due primarily to unsat-
isfactory results in Grain Merchan-
dising” The environment in grain
and transportation, Mr. Spoor added,
is improving “and this is expected to
result in a strong second quarter for
Grain Merchandising. In addition to
the tumaround in Grain Merchandis.
ing, we project excellent second quar-
I:-:‘Ju-ﬂnnmlm in our other Agri-
Products businesses, as well as the
Hestaurant and Consumer Foods
areas,

"We expedt to su last year's
second quarter sales :ln:“ eamings and
are confident that 1982 will be Pills-
bury’s 11th consecutive year of rec-
ord results.”

Eamings before taxes on income
in the first quarter totaled $42.7 mil-
lion, compared with $50.4 million a
year ago. Average shares outstand.
ing in the fint quarter was 21.6 mil.
lion, up 7% from 20.1 milliou in the
first quarter of Ascal 1981,

New ADM River Boat

The M/V Joyce Hale, a new 6,000-
horsepower towboat constructed by
St. Louis Ship Co. for American Riv-
er Transportation Co., St. Louis, a
subsidiary of Archer Daniels Midland
Co., was christened recently in a
ceremony at St. Louis,

The Joyee Hale was named in hon.
or of Mrs. H. D, (Joe) Hale. Mr. Hale
is president of ADM Milling Co. and
a director and member of the execu-
tive committee of Archer Daniels
Midland.

Edward Renshaw, president of St.
Louis Ship, was master of ceremo-
nies at the afternoon program. Speak-
ers included Rodney C. Helsing,
president of American River Trans-
portation.

Mrs. Hale christened the Motor
Vessel Joyce Hale by breaking a tra-
ditional bottle of champagne over its
forward capstan.

The Joyce Hale has been in oper-
ation along its permanent route on
the lower Mississippi River since Dec.
10, 1950, It was launched Oct. 14,
1980. Its hull dimensions are 170 feet
by 45 feet by 11 feet, with a normal

draft of eight feet. Its fuel capacity

is 128,436 gals,
Main propulsion

Joyce Hale is prov by two 3,000

horsepower diesel engines.

ver of  the

B. J. Malusky Announces
Retirement
B. J. (Barmey) Malusky, president
general manager of the Grain
Terminal Association since 1971, has
announced he intends to retire June
30, 1982,

Mr. Malusky also announced that
Lowell L. Hargens, G.T.A. assistan!
general manager since 1968, will re-
tire May 31, 1082

Cordon Matheson of Conrad
Mont., chainman of the regional grain
marketing cooperative’s board of i
rectors, said a search committer is
being formed to name Mr. Malusk s
successor, No timetable has been -t
for the appointment.

Mr. Malusky, a mative of No
Dakota, joined G.T.A. as a field au
tor in the Williston, N.D. area n
1947. In 19858, he became head o
what has since become the Coun
Operations Division.

Mr. Malusky was appointed ass
ant general manager in 1985, ¢
eral manager in 1968 and presid
and general manager in 1971,

Mr. Hargens joined the associat w
in 1940 as an accountant in the Gi o
Falls, Mont., office. He became he ol
of line elevator operations in 1l
and also headed country operatio
before he was named assistant g n-
eral manager in 1968.

G.T.A. experienced substant al
growth in net savings during Mr
Malusky’s tenure. TI::- coaperative
went from a loss of $1.3 million in
1969 to net camings of $28.90 nil-
lion in 1980. Revenue in 1950 totaled
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aln st 82 billion. During the same

¢ o, the amount of grain handled
E we association rose from 164 mil-
lio: to 400 million bushels.

Cc gill Restructures

hitney MacMillan, chairman of
Ca :ll, Inc., announced a major re-
st turing program that creates five
pev operating groups and includes
elec tion of five group vice-presidents.

The new Cargill operating groups,
and the group vice-presidents, an-
nounced by Mr. MacMillan are as
follows:

Milling Group: Gerald M. Mitchell,
former vice-president, Milling Divi-
sion. The group consists of the US,
Com Milling Division, European
corn milling operations and the flour
milling department.

Commodity  Marketing  Group:
James A. Howard, former vice-presi-
dent, Commaodity Marketing Division.
The group includes the Commadity
Marketing Division and the Pan
American department.

Trading Group: John P. Cole,
former vice-president, marketing and
transportation  administration. The
group consists of the Metals Trading
Division, the Fibers Division and the
tropical commodities department.

Industrial Group: Cary H. Humph:
ries, former vice-president, steel and
nitrogen operations. The group is
composed of North Star Steel Co.,
the Chemical Products Division, the
Sa'' Division, the nitrogen depart-
me t and Cargill's steel service cen.
te Zelrich Steel Co. and Mid-State
Moals, Inc.

S. Oilseed Pmcessing Group:

ald L. Leavenworth, formerly
vi  president,  Domestic  Soybean
D sion. The group is made up of the
D iestic Soybean Crushing Division,
ti flax/sunflower/peanut depart-
m ot

'r. Cole and Mr. Howard will re-
P to W, B. (Barmey) Saunders,
e utive vice-president. Mr. Humph-
rie Mr, Leavenworth and Mr. Mit-
chi || will report to James R. Spicola,
ev utive vice-president.

vecutives n}"(‘.ugill': Food and
Faim Products Group, which includes
the Nutrena feed, seed and poultry
products  divisions, MBPXL Corp.,
and Capra Industries, will report to
Heinz F, Hutter, executive vice-presi-
dent.
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All of the new group vieepresi-
dents are veteran Cargill executives.
Mr. Mitchell has headed wheat and
com milling  operations at Cargill
since 1973, when he was named a
corporate  vice-president  within the
|!mu-\sila_1: group. Mr. Howard has
ween vice-president of the Commaod-
ity Maiketing  Division since May
1979. He joined Cargill in 1955 and
became head of the division in April
1979,

Mr. Cole joined Cargill in 1953
and was named a division assistant
vice-president in 1967 He was a vice-
president in the Commodity Market-
ing  Division and  corporate  viee-
president and head of the Pan Amer-
ican Division prior to his most recent
pOst.

Mr. Humphries joined the company
in 1954, was named manager of the
molasses and  sugar  department in
1971 and division vice-president in the
Pan American Division in 1975,

Mr. Leavenworth was named a
corporate \iu'-prl'sltlvlll in the proce
essing group, responsible for domestic
sovbean crushing  division, in 1973,
He joined Cargill in 14952 and became
assistant vicespresident and manager
of Cargill's western soybean accounts
in 1972,

Pritikin Line Includes Pasta

Snacks, cereals  and  pasta  are
among low-fat, Jow-cholesterol and
low-salt food products to be marketed
in the US., United Kingdom, Cana-
da and West Germany by Thomp-
son Medical Co., Ine., New York,
under a licensing  agreement with
Pritikin Better Health L, Santa
Barbara, Calif.

The line of convenience food prod-
ucts bearing the Pritikin name will
he formulated to conform nutritionally
to the Pritikin program. headed by
Nathan Pritikin, Chairman, who is
the author of several diet and exer-
use books,

“The time is right to expand the
Pritikin concept in the mass market-
place by making Pritikin foods con-
veniently available to the  public,”
said S, Daniel Abraham, chairman of
Thompson Medical, a leading mar-
keter of over-the-commter  diet  aid
products.

Products currently in development
under the agreement, in addition to
snacks, cercals and  pasta, include
soups, vegetables, sauces, dressings

and spreads, gravy mives and bever-
ages. Mr. Abraham said the company
expects to test market a line of these
proxlucts within six months,

Interstate Brands  Corp.,  Kansas
City, markets “Pritikin  100%  Stone
Ground Whole Wheat™ bread under a
separate heensing agreement with
Pritikin. John F. Matthes, vieepresi-
dent of marketing at LB.C., said the
company  began selling the product
on a fresh basis on the West coast
and also distributes a frozen product
to health fod stores. In the next
mouth or so, lnterstate will expand
frozen distribution to supermarkets
through  frozen food brokers, Mr.
Matthes said,

Physical Distribution
Breakdown

Most corporate exceutives would
be hard-pressed to detail their com-
panies” physical distribution expendi-
tures even though they can run as
high as $75 milion, $100 million and
even $200 million annually, depend-
ing on the size and type of the firm.
To remedy that situation, the October
1981 isue of the Davis Database con-
tains an item-by-item breakdown of
such expenditures for a typical $500
million manufacturing firm with an
anmual physical distribution bill - of
§75 million,

This typical finn divides its pad.
expenses as follows, according to the
newsletter:

Tramsportation csts 8359 million
Warehousing( public) 24 million
Wiarchousing

{company-owned) 11.3 million
lnventory carrying costs 137 million
Ordering  processing/ customer

service administration 7.7 million
Other costs (travel, compater,

communications) 4.1 million

“This company.” says the newslet-
ter, “recognizes that by giving its dis-
tribution department a certain lati-
tude in its decisions, it's possible to
capitalize on tradeoffs between trans-
portation and warchousing, for ex-
ample, or transportation and inven-
tory. The so-called Ctotal cost ap-
proach. which is essentially  what
this is, is a given in all good physical
distribution operations.”

The wnewsletter is published by
Herbert W, Davis and  Company,
Charlotte  Place,  Englewood  Cliffs
N] 7 L 201-871-1760,
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ADVANTAGES OF COMBINING MILL WITH PASTA PLANT

Economic advantages in operation
of a combined dururﬁ mill and pasta
plant as compared to conventional
units rating i ently were
outlined in a recent address by Robert
Ricklefs, pro coordinator  for
Ocrim America, Inc., Wichita, KS.

Mr. Ricklefs, in an address to the
annual teckin J conference of the
Association v. Operative Millers, re-
viewed advantages of the combina-
tion mill and pasta plant and cited a
number of examples worldwide where
this approach has been used.

Mr. Ricklefs focused on the re-
cently-completed Noodles by Leo-
nardo durum semolina mill and pasta
Ernduditm unit at Cando, N.D,, the

rst of its kind in the United States.

Mr. Ricklefs cited the following po-
tential cconomic advantages of the
combined mill-pasta plant:

® Substantially reduced warchous-
ing, because the mill's finished prod-
uct bins essentialy serve as raw ma-
terial bins for the pasta plant.

® Reduced bulk load-out facilities,
since the mill will only need to ship
millfeed and part of the flour,

® Reduced warehousing staffs—for
the mill since clean-out and loadin
of railcars or trucks of semolina
flour is eliminated and, for the pasta
plant, since receipt of raw materials
is handled by the mill's production
and subsequent binning.

® Reduced (or  climinated) mill
products sales force, since the need
to find markets is reduced to the by-
product and part of the flour.

® Reduced staff functions since
maintenance, sanitation and quality
control can he combined.

® Reduced administrative overhead
since accounting, payroll, purchasing
and other such functions can be com-
bined.

® Utilities consumption would be
reduced since certain o ions are
combined, reduced or eliminated.

®Crain blends may be designed
to provide maximum economic yields,
yet maintain semolina quality stand-
ards.

® Since the mill would be designed
to supply one customer and the exact
needs could undoubtedly be prede-
termined, some of the flexibility re-
quirements could be reduced. This
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would probably result in reduced
building and equipment costs.

® Transportation advantages would
also be realized, since no transporta-
tion costs from the miller to the pasta
plant would be incurred.

® Improved economic mill yields,
since the pasta plant could undoubt-
edly make use of larger percentages
of durum flours in its production.

In addition to the advantages for
the combined mill- plant, the
pasta plant itself should experience
some specific advantages from the ar-
rangement, Mr. Ricklefs said. These
included the following:

® Since the raw materials would be
received from one supplier, there
would be improved uniformity, This
would minimize any adjustments
necessary for the pasta equipment
calibration.

Specific unifonmity improvements
that would be expected are:

® Temperature of the semolina
would be constant, thus assisting uni-
form mixing viscosities.

® Moisture content would be higher
and more uniform than conventional
mill deliveries. 'lhltth:hould ;lhin mois-
ture nlmrﬁﬂion in pasta t.

® Granulation cac. be adjusted to
suit the specific riquirements with
relative case.

In addition to these uniformity im-
provements other qualitative advan-
tages would be gainer from:

®Grain blends that are designed
to suit the specific needs of the pasta
plant; and

® The pasta plant would have the
flexibility to take advantage of all
business areas which are available,
such as private and generic labels
and food service or industrial de-
mands.

Cando Operation

Mr. Ricklefs in his review of the
Cando tion said the project was
conceived and developed by Leonard
Gasparre, ?u?d Paul businessman with
“no prior in ence
of aﬁy kind.” PN e

The company’s building is con-
structed entirely of pre-cast concrete
double-tee  members. Construction
took approximately four and a half
months. While pre-cast double-tees
made for rapid and economical con-
struction, substantial finish work was

needed to bring the bulldlnghlntc a
“sanitary, finished condition,” he sa 1

Building is five-story structure
The building is 133 feet by 40
with one level for the pasta plat
and four floors for the milling s: o
tion. The total unit has more thin
85,000 square feet of floor space.

The 2,000-cwt mill was design-d
with ample room for additi o
pansion. At the same time, height re
strictions will pose difficulties,

Mr. Ricklefs pointed cut that at the
present the t can receive grain
only by truck with no mail facilitics
available. Grain presently comes from
local elevators. In the future, Noodles
mmgetlt:;t[ Il;tend.l to make use of
its own elevator previously pur-
chased by Mr. Gasparre. This eli::-
tor, located in a nearby town, will
contract with 15 to 20 farmers in the
area for the mill's grain supply. This
should result in additional savings for
the plant since elevator profits can be
applicd to the operations overall

From the truck scale and receiving
];Ll wl:;at is tmulermll’ to four
2,000-bu capacity grain bins. From
the bins, wheat is t to the
mill building and receiving hoppers.
The receiving storage and conveying
system was desi by Noodles per-
sonnel and purchased from a local
farm equipment dealer.

The wheat initially is held in a
surge bin on the top floor of the mill.
The company has installed a pre-he: t-
ing system in the bin to reduce co
densation,

From the surge bin the wheat is
weighed on a Richardson dump sc. e
and from the scale’s lower sur e
hopper the dirty wheat is metered o

cleaning equipment by a W & T
feeder.

An Ocrim grain separator with a
Kice two-pass inlet aspirator a d
built-in discharge aspirator remo: 's
coarse and fine contaminants, (The ¢
also is a plate magnet installed on t e
separator’s discharge.)

The grain then passes over 0
Ocrim dry stoner and is subsequently
graded on an Ideal cylinder u'rnt-l
for removal of small and large forein

Finally the grain is dry-scourcd
with an Ocrim vertical-conical scourer
hefore conditioning with a Techno-
vator grain tempering mixer.
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ASEECO offers much more than high quality, automated equipment.
ASEECO is aiso a service company whose years of international processing
expenence can provide you with:

® Piant Engineenng-—Layout and Mechancal

@ Electrical Enomnogrm and Control Panel Design

@ Machinery Selection and Procurement

@ Evaluation of Sub-Contracts and Bids

@ Erection and Instaliation ol Machinery

@ Plant "Start-Up~ and Final Agpustment

@ Training of Operating and Maintenance Personnel

@ Service After Sale

PRODUCT TESTING:

To encure the proper applcation and design of ASEECO products, a research and
development facilty is maintained 1o conduct actual on-product lests lo determine
handiing characleristics and to obtain data for the design of speciakzed process

TURN-KEY PROJECTS:
In addition 10 the design, engineenng and supply of equipment, ASEECO will, i
desired, assist in commissioning a process lacility on stream. This service includes
the preparation of operating and mai.denance manuals, the trasning of operating
m‘MMMNNmNNmdem«m,

PROJ&%BFIIMNCE PLANNING:

ASEECO is prepared 1o assist chents in obtaining comprehensive project
financing. This assistance is inclusive of counseling on the type ol inancing best

suited 10 your requirements and locating the source that can provide i.

Name:

Company Phone

Address Zip
ASEECO Condensed Engineering
&

16-page calalog provides
features, applications,
specthcations and model
selection guide for entire
ASEECO hne. Includes
ciagrams and photographs
U S. and foresgn sales
offices isted. A must on any
equipment speciher’s desk

ri44dd
' 44 va

£J

LTI T T L L)

I ASELCO CORPORATION 8857 West Olympic Boulevard, Beverty Hills, CA 90211 (213) 652-5760 TWX: 910-490-2101
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Mill and Pasta Plant
(Continued from poge 24)

Mill's Cleaning House

In the mill's cleaning house, pieces
of grain ceaning equipment have
been placed on structural steel plat-
forms, designed to reduce vertical
conveying of product and to main-
tain sullicient floor space in the desig-
nated cleaning house area for future
expansion. A second cleaning after
first temper is provided by another
vertical conical scourer and accom-

nying built-in aspirating discharge
,:plwr. The wheat then is dampened
a second time and held for a short
period prior to the first break.

The 2,000-cwt mill consists of nine
line-shaft-driven Ocrim roll stands,
six 10 X 40" and three 107 x 32"
double roll stands, type LMM. Sifting
is on two Ocrim six-section sifters,
completely lined with Fonnica for
increased wear resistance and im-
proved sanitation. Purification is on
eight Ocrim triple deck purifiers. The
purifier sieves are cleaned by recipro-
cating brush cleaners.

Pneumatic conveying systems, both
positive and negative, process suction
and air return systems were designed
and manufactured by Kice. The poeu-
matics have been located  directly
over the sifters due to overall build.
ing height restrictions. Filter stocks
are dusted on an Ocrim vibro-finisher
to improve flour extraction.

First and second clear flours are
rebolted on a Great Western tru-
balance sifter. Flour and semolina
production streams are weighed on
Howe-Richardson mechanical scales
before binning.

The bulk storage presently con-
sists of 13 fabricated steel free-stand-
ing bins, eight of which are bein
used, There are three bins each wit
a capacity of about 1,150 cwis in-
tended for semolina, two additional
hins, one for first clear flour and one
for sccond clear, each with a capa.
city of approximately B90 cwts. An-
other bin is used for pasta regrind

and has a capacity of about 1,150
ewts, Bran and millfeed are stored
in two separate bins. The bran bin
has a capacity of about 660 cwts and
the millfeed bin's capacity is approxi-
mately 450 cwits. The remaining five
bins are for future expansion reqquire-
ments, The bins, designed and su
plied by the Noodles by lconardo
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organization, are equi with suit-
nltzﬂ variable s - ms where
required for blending of the semo-
lina, flours and pasta regrind to suit
the requirements of the pasta produe-
tion unit.

The bin  dischargers, includin
fluidizing pads for the flour bins a
vibratory ¢ ers for the bran
and millfeed bins, the blending air-
locks, pneumatic conveying systems,
high-pressure rebolt sifter and pasta
regrind hammermill were supplied by
Ocrim.

Separate clectrical control panels
for the mill, byproducts loadout amd
for the semolina/flour blending sys-
tem were designed and built by
Greenway Control Systems,

From the bulk storage bins, t}.
semolina blends are transferred to
two small holding tanks above the
rustl presses through intenmediate
hins,

Two Pasta Lines

The ta manufacturing equi
ment, m%lied by the I)c-gl"m:ldsz
Machine Corp., consists of two sepa-
rate lines. short goods line for
elbow macaroni, shells and similar
products has a capacity of 4,000 Ibs
an hour. The long goods line has a
capacity of 3,000 lbs per hour,

The pasta plant was designed with
sufficient space for a third line the
company is considering.

Production now is about 50% of
total installed capacity and consists
of two private labels, the Noodles by
Leonardo brand and the lower priced
Papa Luigi, in addition to manufac-
turing pasta for a single private label
customer. Eventually, Noodles by
Leonardo hopes to market seven
pasta varieties and frozen entrees.

Quality control is handled by both
the mill and pasta plant by one in-
house laboratory, Similarly, a single
shipping and receiving department
handles all wheat receipts, millfeed
sales and pasta shipments.

Brochure by Paniplus

Paniplus Company has issued a
new brochure describing production
processes and sales and service staff
expertise,

Major product lines also are listed
including enrichment ingredients for
ta.

Paniplus Company, 100 Paniplus
Roadway, Olathe, Kas. 66061, ¥

Rotary Filling System
Offered by Wright Machir sry

Wright Machinery Division of liex
ham Corporation is now offering a
high speed rigid container filler which
operates in a continuous rotary mo-
tion. Called the Rotary Filling Sy
tem, its modular design  facilitates
the engineering of custom systems to
meet individual customer  requine
ments and the system features quick
change-over capabilities.

Wright's Rotary Filling System is
available in a variety of rotary fillen

. volumetric predose with indi
vidual scales, waterfall type predose
with individual scales and volumetric
filler. Designed to handle cartons.
cans, jars, trays and other rigid con
tainers, the system can achieve speeds
of between 160 ¢/m with 12-Head
scales up to 400 o/m with 24-Head
no scales. Products particularly appli
cable for this high-speed, continous
maotion system are free-flowing solids
such as cereals, candy, coffee, pet
foods, crackers, tobacco, drink mizes
nuts, macaroni, noodles, powd: «d
milk, ete.

Optional features and accesw ies
are available to meet specific p -
aging requirements. For more i1 or-
mation contact Wright Machineny Ui
vision, Durham, N.C. 27702, a « v+
sion of Rexham Corporation.

Small Business Takes
Rap for Inflation

The Emall Business Council o1 the
US. Chamber of Commerce p nts
out that inflation remains the N . |
domestic problem in the Ui ted
States and constitutes a particu iy
heavy burden for small business

For example: Inflation forces n. iy
small business enterprises to 11ise
prices to consumers. Small busiiess
then must bear the brunt of public
furor over raising prices. Inflation
adds to the many risks small busi
nesses already must face and often
are not in a position to withstand.
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WE VEBEEN
DOING THINGS WRIGHT

In fact, we're one of the oldest
American manufacturers of pack-
aging machinery. And we didn't
get to be a respected old-timer
in this business by being a follower.

For the past 88 years, Wright
Machinery has consistently been
a leader in engineering innovation
to meet highly specialized pack-
aging needs.

Our all-new Mon-O-Jet™ with Micro
Processor is engineered loputgood things
n small packages — potalo chips up to 2%
ounces (71 Grs.) and other snacks up o
4ounces (113 Grs.).

ki <5 T T

Wright's Gentle Touch Feedis engineered to
andle mushrooms with a minimum of bruising and
brasion. And it's adaptable to other delicate
roducts.

mmm&uﬁlﬂhmﬂ:‘;b
andie heavy and bulky products which requi
arger bags. The actual bag is formed from the
ravitational force acting on the product.

Rexham | post ofiice Box 3811 Durham, North Carolina 27702
| (919) 882-8181 TWX 510-927-0925
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The machines shown are
some of the latest developments
by Wright to meet specific needs
within specific market areas.

If you'd like more information
on these and/or other Wright pack-
aging machines or have a unique
packaging problem, get in touch.

Well tell you how Wright engi-
neers can put your operation on
the right track toward economy and
efficiency withamachinedesigned
for your needs...the Wright way.

Modular design sets our naw
Rotary Weigher apart. This innovation
aliows the assembly ol a systemn lomeet
specific requirements at minimum spe-
cial engineenng costs. Also, it permits
quicker changes in container sizes

e Reet o= Corpur o




Foremost-McKesson Buys
Geothsrmal Food
Food Processing Plant

Foremaost-McKesson, Inc. has sign-
ed an agreement o0 buy Geothermal
Food Processors, Inc., a geothermal-
powered  vegetable  dehydrating
plant in Fernley, Nevada, it was an-
nounced recently.

Geothermal, with assets in excess
of 85 million, is being acyuired from
Andersen Group, an electronics com-
pany (NASDAQ/ANDR) headquar-
tered in Connecticut. The joint an-
nouncement  was  made  today by
Thomas E. Drohan, president and
chief executive officer of Foremost-
McKesson, and Francis E. Baker,
president of Andersen Group.

“While much smaller than our
onion, garlic and chili ingredients op-
eration in Gilroy, California, this ac-
quisition will add to our future po-
tential capacity,” Drohan said.

“Dehydrating  onions  for  proces-
sing into varous food ingredients is
an extremely energy intensive busi-
ness,” he added. “With natu al gas
costs expected to rise as much as 25
percent over the nest three years,
the use of clean, renewable geother-
mal energy to power our dryers will
considerably reduce costs in future
processing operations.”

Two nearby geothermal wells fur-
nish 3N-degree water to huge car-
like radiators heating the air to re-
move moisture in the drying system.
Becanse commercial onions are about
90 pereent water, the cost to remove
the water before processing the dried
material into various food ingredients
is the major cost of production.

Drohan estimates a significant an-
nual production cost reduction com-
pared with Foremost-Gentry's natural
gas-powered  operation  in Gil oy.
“This acquisition would increase our
dehydrating capacity and add mo-
mentum to our push for market share
in food processing and food serviee
ingredients,” Drohan said.

The geothermal facility was built
in 1978. Included in the purchase is
a long-term leasehold interest in 160
acres of prime geothermal property.

Baker said that the sale of the sub-
sidiary to Foremost-McKesson is ex-
pected to create a non-recurring gain
for Andersen Group of approximate.
Iy 50 cents per share. He pointed out

28

that the sale would have no effect on
sales and eamings from operations
since Geothermal Food Processors’ o
erating results have not been consoli-
dated with those of Andersen’s. “We
were interested in Gecthermal as a
short-term investment,” Baker said.
“It was not our intention to make it
a permanent part of the Andersen
Group operations.”

All personnel of Geothermal Fooil
Processors will be retained by Fore-
most-McKesson, according to Gerald
J. Treleven, vice ident, and man-
ager of the Food Ingredients Division
of the Foremost-McKesson  Foods
CGroup.

Foremost-McKesson  Foods Group
reported fiscal 1981 revenues of $84
million and an operating profit of $45
million. The Food Group contributed
nearly 25 percent to corporate reve-
nues of $4.2 billion in 1981 and just
under a third of an operating profit
of $150 million.

“oremost-McKesson is a diversi-
fied company which provides pro-
prietary prducts and services and
value-ad distribution in the areas
of drugs and health care, chemicals,
foods, and wine and spirits.

Hershey Earnings

Hershey Foods Co tion an-
nounced record consolidated  sales
and ecamings for the third quarter
ending October 4, 1981. Net sales
were  $386,786,000 compared  with
$343,993,000 for the thind quarter of
1980. Net income for the quarter was
$231 5589000, or $1.65 per common
share, compared with $17.541.000. or
$1.28 per common share, for the same
(uarter last vear,

Nine months sales and camings
were also a record, with sales of 81,
066,466,000 compared with $959,710.-
000 in the first nine months of 1980,
and net income of $39.395.00, or $4.19
per common share, versus $42.837.-
000, or $3.03 per common share, for
the same period last year.

“We are pleased with these recond
results,” said William E. C. Dearden,
Vice Chairman amd Chief Executive
Oficer. “Solid gains were posted by
Hershey  Chocolate  Company  and
Friendly Ice Cream Corporation, with
San Giorgio-Skinner and Cory con-
tributing to the record quarter.”

“Hershey  Chocolate  Company
achieved improved margins as the re-

sult of favorable commaodity cost
and manufacturing efficiencies assoc
ated with productivity improvement
and unit volume growth. Friendly
margins also improved as the resu!
of product sales mix which was pos
tively impacted by the summer ma
keting program, favorable commadit
costs, productivity gains, and men
price increases,” he said.

“Regarding the first nine month
of 1951, the 11 percent gain in sale
and the 39 percent gain the net iy
come are gratifying,” Dearden con
tinued. eamnings increases an
primarily ntlrilmmhﬁ-‘ to increased
sales and improved margins.

“Laooking ahead to the fourth quar-
ter, it is important to recall that we
set a fourth quarter sales and eani-
ing record in 1950, Despite the many
uncertainties in our economy in gen.
eral, we expect to have a strong fourth
quarter and anticipate that 1951 will
be another record year for Hershey”
Dearden concluded.

Hershey Financial Officer

John S. Harkins has been promotel
to Senior Vice President and Chicl
Financial Officer of Hershey Foods
Corporation, William E. Dearden
Vice Chairman and Chief Executive
Officer, announced. The promotion
is effective immediately,

Harkins joined Hershey Foods i
1974 as Vice President, Finance an
Administration. In 1978, he wa
named Vice President, Finance an
Commadities.

Before joining Hershey, Harkin
was General Controller for Borde
Inc., New York. Prior to that he he!
various paositions in finance, contre
lership and data processing, both d
mestic and international. with Lor
lard Corporation in New York
Ratheon  Company in  Lexingto
Mass,

Harkins received an AB. from tl
Wharton School of The University «
Pennsylvania and a B.S. in Economi:
from LaSalle College. He is a Cent
fied Publie Accountant.

He is a member of the Financis
Executives Institute, American Inst
tute of CPA's, the American Manag:
ment  Association, amd the Coffer
Sugar & Cocva Exchange, Inc., New
York.
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Abmed
Prince Promotion

Piince Foods Inc., a subsidiary of
Prince Company Inc. announced the
promotion of Rasheed Ahmed as a
corporate director  of  research.
Ahmed joined Prince Foods Inc. of
Michigan in Warren, Michigan in
1974 as a quality control manager.
He received his B. S. and MS. in
Agriculture from India and his M.S.
degree in Cereal Chemistry  from
North Dakota State  University.
Abmed is a professional member of
IFT, AACC, ASQC aml EMA. He
is also chairman of the AACC Analy-
tical Sanitation lnspedtion commit.
tee and member of the pasta product
analysis committee.

General Mills Canada,
Lid, Sets Record

All time record sales and camings
were teported in the General Mills
Cai ada, Inc. Annual Report for the
yveo ending April 26, 1981,

} hn D. Hemrick, Chainnan of the
Be d, said the results “reflect the
be: fit of General Mills’ varied con-
su 1 foods, toys and specialty re-
tai g operations.”

¢ msolidated sales of $192.6 mil-
lio for the diversified consumer
g 's company were 122% better
the last year. Earings increased an
im; essive 24.3% to $7.5 million.

w growth experienced in the
Gn ety Products Division over the
Fas several years, accelerated to ree-
ol highs. This growth is attributed
to the continued good performance
of the wide assortment of Betty
Crucker Mixes and the recond sales
achievements in unit volume of “BIG
G” Cereals which reported a growth
of several times that of the market.
The current momentum is expected
to continue as new product activity
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continues to contribute to the estab-
lished and growing base business.

Blue Water Seafoods outpaced a
2% industry growth with a strong
6% volume increase versus the pre-
vious year. An integral part of Blue
Wiater Scafonds’ success was the in-
trwduction of 7 new products which
received favourable and encoaraging
market acoeptance,

For the fifth consecutive year, the
Lancia-Bravo  Division's total unit
volume has increased with Lancia
pasta recording an impressive 7%
growth in the face of a market that
grew only 1%,

The Eddie Bauer Division main.
tained its leadenship position in the
quality outdoor dothing and H‘Ilip-
ment market, Strong increases in both
mail order and retail sales contributed
to a total division growth of 17%.

Parker Brothers Division had mixed
sales results in 1981 in the face of a
soft. market. In spite of this Parker’s
Games sales were up 7% and a major
factor of this good performance was
the entry of two new  electronic
games=Split Second and Bank Shop.

‘Soup Is Good Food’
Theme to Emphasize
Nutritional Value

Camphell  Soup  Company s
launching its most extensive market-
ing clfort in veass in support of its
complete line of Red & White soups
with the bald yet simple message
that “Soup Is Good Fol.”

Advertising is designed  to pive
consumers new and  exciting infor-
mation about the nutritional value of
soup and the important role soup can
play in a well-balanced  diet. This
will confirm many of the good feel-
ings people have always had about
seup as i unigque food.

A multi-media introductory adver-
tising program uses a package of
heavy primetime, daytime, early and
late fringe television, major market
newspapers, and four-color spreads
and page ads in national women’s
service magazines plus Time, News-
week, People and Header's Digest.
The campaign is aimed at reaching
the hm;uLsi possible audience of po-
tential soup eaters.

The new campaign will be a unified
cffort for the entire line of Campbell’s
Red & White soups, It will be co-

Ben Gentile

ordinated with heavy trade and con-
sumer promotional activity, including
a major sweepstakes in November, A
national public relations effort will
feature a publicity tour by leading
nutritionists.  The  entire “Soup s
Gomd Food™ effort will feature find-
ings from governmental nutrition sur.
veys, studies by independent nutri-
tionists. and USDA nutritional data,
which all support the role of soup in
a nutritionally balanced diet.

The ad agency is Backer & Spicls
vogel in New York.

Private Label Manager

Ben Gentile has heen appointed
Division  Sales  Manager,  Buitoni
Fowls' Private Label Division, accord-
ing o a recent announcement by
Manns M. Gass, Buitoni President.

In his new position. Gentile's re-
sponsibilities inclide  expansion of
Buitoni’s Private Label husiness, He
reports to Ed Cirigliano, Vice Presi-
dent, Private Label Division.

Prior to his promotion. Gentile was
New York Region Sales Manager,
Buitoni Dry Grocery Division. He
joined Buitoni Foods 23 years ago
and, as he rose through the ranks,
has served the company in various
sales capacities,

Best Sellers for January

Canned Soup 140
Canned  Tomatoes 135
Canned Kidoney & mise. beans 132
Tomato saucy 124
Tomato puree 123
Tomato paste 121
Dried rice 117
lnstant potatoes .. 117
Pasta - i 117
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Most consumers don't realize the
low caloric content of pasta products.

ADM Milling supplying Breadwinners sina 1902

ADM

ADM also supplies quality bakery thortening cor
CO. 1oy protein and vital wheat gluten for the baking

mnoaweetnes

industry




Import Protest

The National Pasta Association is
secking to have the U.S. Trade Repre-
sentative lodge an official protest of
| European subsidies which the group
says allow foreign companies to com-
pete unfairly with American pasta
producers,

The petition becomes the third of
( interest to b:eadstuffs to be filed

under Section 301 of the U.S. Trade
Act of 1974. Millers’ National Federa-
tion filed a similar complaint against
European Community subsidies of
wheat flour in 1975 and Great West-
em Sugar, a subsidiary of Hunt In-
ternational Resources Corp. of Dallas,
filed a complaint against E.C. sugar
practices on Aug. 20.

Paul D. Cullen, a Washington
lawyer who is the pasta group’s at-
tomey, said the trade representative
has 45 days to accept or reject the
petition filed by N.P.A. on behalf of
the U.S. pasta industry. If the petition
is accepted, the trade tative
will file a protest with General
Agreement on Tariffs and Trade.

The main problem, said Lester
Thurston, N.P.A. president, is with
’ Italian pasta products which can un-

dercut U.S. ucers’ prices, thanks
to the subs those products enjoy
from the E.C.

! Substantial Increase

“During 1979-80 alone, Italian im-
ports to the United States rose by
more than 3H4%, while domestic re-
tail sales remained relatively stable,”
Mr. Thurston said. The petition
alleges that the subsidies have con-
tributed to those increases.

Mr. Cullen, the N.P.A. attomney,
said the petition questions the legiti-
macy of the European Community's
Common Agricultural Policy which
permits subsidization of US. proc
essed food product imports.

“If the N.P.A. challenge is success-
ful it will open the door for other
segments of the U.S. processed food
industry to seck relief from illegal
Eumju-an Community export subsi-
dies,” he said.

' The Common Agricultural Policy

provides for E.C. subsidies on many
processed foods, including those made
from cereal and dairy products, meat
and chocolate,

The petition claims that the CAP
and the subsidies are in violation of

2

BUITONI SPEARHEADS EUROPEAN TRADE EFFORT IN NEW JERSEY

A government trode mission to ltaly ond France in September hod New Jerey Gov.
ernor Brendon Byme meeting with business axecutives, bonkers and political leaders of
thote countnes to discuis locoting ond expanding business in New Jersey.

While in Itoly, Governor Byrne wos guest of honor ot o dinner hosted by Marce
Buitoni, Chairmon of Industrie Buitoni Perugina. According to Manus Gass, President,
Buitoni Foods Corporation, South Hockensock, New Jersey, in 1939, Mr. Giovonni Buiton
selected South Hockensock, New Jeney, os the ploce to heodquarter Buitoni Foods Cor

ion, the USA division of IBP. Established in 1827, IBP is the world's oldest ond

er of spoghetti ond

produc macaroni.
Pictured (I, to r.) ore: Marco Buitoni, Governor Byme, ond Vittorio Repo di Meano,

Vice President of Industrie Buitoni Peruging.

the GATT Subsidies Code, which Mr.
Cullen said prohibits subsidies of ex-
ports of Ewim commodities al-
though allowing subsidies of primary
products such as grain.

Mr. Cullen said that, if the
GATT panel rules that the subsidies
are in violation of the code, the EC.
must modify or remove them. If no
action is taken to remove them, the
President of the United States may
take measures to restrict imports of
E.C. pasta or other merchandise.

The N.P.A. complaint differs from
the Federation and Great Western
cases in that it deals with E.C. sub-
sidies of products imported into the
United States, The other two actions
deal with subsidies which undercut
U.S. products abroad.

Wayne E. Swegle, Federation pres-
ident, said consultations on that com-
plaint, on the books now for six years,
are scheduled in Geneva between
United States and Community repre-
sentatives.  1f accord cannot  be
reached there, he said, the United
States may ask for conciliatory ac-
tion when the CATT Subsidies Code
Committee meets.

The Office of the U.S, Trade Repre-
sentative scheduled a hearing on the
Creat Western Sugar complaint for
Nov. 4. Great Western, in its petition,
charged that roughly one-fifth of the
world's freely traded sugar is exported
by the E.C.

Ideal Potato Crop

This year's potato crop could he
termed “the ideal size,” Herb Brown.
merchandising manager for the Na-
tional Potato Board said, “hecause
there will be enough of a supply to
meet the needs of the U.S. consumer
but not enough to drive prices down.
So farmers will be able to make a
profit and consumers will get good.
though not excessively low, prices ”

That was not the case in the 1~
cent past, he noted. The three yers
before 1950 weve glut years, when
oversupply of potatoes drove pri s
down and forced many growers (o
cut back on their acreage, he
called.

Although he was unable to | -
point the size of the 1981 crop, Brc
cited U.S. Department of Agricult re
estimates that the crop would exc
last year's according to the acre ¢
planted — 164 million, compa d
with 1.23 million in 1950 and ! 63
million in 1979,

“The yields will be down this 3
and demand is expected to rem in
high, so prices won't drop, and it
should be a profitable year for gn
ers,” Brown said.

The board will spend about $1.5
million to promote potatoes domesti-
cally this year — down by about
$100,000 from last year.

(Continued on poge 13
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Meal Consum
Behavior Study

The Research and Information
Services Department of the National
Restaurant ~ Association  announces
the availability of a new consumer
study entitled “Meal Consumption
Behavior.” The NRA conducted a
mail survey of consumers in April
and May of this year to leam where
their meals are prepared and which
meals they are skipping. Such infor-
mation has not been available in the
past from other sources.

Some of the findings of the 53-
page report are:

e The average person age 8§ or
older eats out 3.5 times during a
seven-day period.

e Of all weekly meals, 7 out of
10 are at home or at a

friend's home, 2 of 10 are prepared
commercially, and one out of 10 is

skipped.
Lunch Eaten Out Most

o Lunch is the meal most likely
to be eaten out, with 51 percent of
persons 8 and older stating they had
caten commercially prepared food
for lunch at least once in the past 7
days.

o Forty-seven percent of those
surveyed ate out for dinner at least
once in the previous 7 days, and 15
percent had eaten out for breakfast.

e Persons aged 22 to 40 eat out
more frequently than other age
groups, and persons 65 and older
eat out infrequently,

e The average person age 8 or
older skips 1.3 breakfasts, 0.8 lunches,
and only 0.1 dinners in a 7-day per-
iod, but the persons who eat out
most frequently (those 22 to 40 years
old) are most likely to skip meals,
nearly 45 percent of respondents in
this age group saying they had not
caten 'l"‘lk‘lit one or more limes
in the past 7 days and about 25 per-
cent stating they had missed lunch on
at least one occasion.

The study was performed for the
NRA under contract with National
Family Opinion, Inc, of Toledo,
Ohio. Ten-thousand family question-
naires were mailed for the survey,
and 6,147 were returned resulting in
the tabulation of 13,466 responses
from persons age 8 and older.

34

Copies of the study are available
through the NRA Educational Mp-
terials Center, 311 First St., N.W,,
Washington, D.C. 20001, at $1250
for members (orders number C51000),
and $25.00 for non-members (CS101).

Foodservice Workshop

Participants in the 1981 National
Food Brokers Association Foodserv-
ice Workshop in Atlanta, July 13th,
enjoyed an outstanding ram of
speakers during the day-long meet-
ing.

The 1981 Workshop included eight
presentations by leading foodservice
sales and marketing executives and
small group work sessions.

The moming sessions’s remarks fo-
cused on selling to distributors.

The manufacturer’s point of view
on how to maximize sales to distribu-
tors who are members of buying
groups was presented by Jerry M.
Collins, National Sales Manager of
the Joan of Arc Company, Peoria.

Key Issue Is Profits

Mr. Collins told the NFBA Work-
shop participants that “given the
state of the canning industry today,
maximizing sales is not the key issue
. . . the key issue is making enough
profit to stay in business.”

Mr. Collins emphasized that the
brokers involved with Joan of Arc
“have been and will continue to be a
very integral part of our sales oper-
ation. The best conceived programs,
not followed through at the broker
level, will be doomed to failure.”

He noted that with distributors
who are members of buying groups,
Joan of Arc encourages its brokers
to get involved in their special pro-
motions,

“Service has always been an im-
portant factor in our business and
with the high cost of money it has
become an even greater factor. All
of the distributors are making an ef-
fort to buy more items from fewer
suppliers,” Mr. Collins told the Work-
shop.

Sales Technique

Thomas Burggraf, National Sales
Manager of the Mcllhenny Company,
New Orleans, talked about “Sales
Techniques that Motivate Distribu-
tors.”

He stated that although there i
no magic formula™ for these s
there are desirable qualities for s: .
people und ucts to have. *
summary of the above is reputat,
Mr. Burggraf told the Foodser ¢
Workshop.

He then discussed points of b (-
ing a tation, for both food o
kers and distributors, and discv .o
distributor motivation. This incli. led
consistency of supply, delivery .
ice, .ll\‘ﬂ'ﬂllﬂg ﬂlﬁlﬁﬂ. and promo-
tion support.

New Product Introductions
Gene Dusenberry, Vice President,
Director of Sales and Marketing for
Alterman Brothers, Atlanta, talked
with Workshop participants on man-

aging new product introductious.

He highlighted the process of pre.
senting a new product and selling it
through the channel of distribution.
In cach case, he discussed the food
broker's role in the process.

Importance of Lead-Time

“Marketing Techniques that \Mo-
tivate Distributors™ was the topic dis-
cussed by Thomas R. Tipps, National
Sales Manager, Foodservice, Heub-
lein Grocery Products Group, Far-
mington, Connecticut.

Mr. Tipps reviewed Heubluins
sales ion/sales lead
time guidelines. He stressed the -
portance of ample time for di rict
managers, brokers, and distrib o
to plan prior to promotions anc the
need to involve distributor les
manager in these plans,

Know Your Customer

Tom O'Brien, Ceneral Manag o
Georgia Foods, Inc, gave pi io
pants the distributor’s perspe cive
on maximizing sales to distrib ‘on
who are members of buying gro »

Mr. O'Brien’s number one poi * to
the food brokers was “know our
customer!” From that beginnin, be
outlined what is necessary for « fee
tive representation to distributor

Mr. O'Brien noted that br ker
must have solid knowledge of the
distributor’s customers. He advised
the group to check with the distribu-
tor before making any changes in the
order.
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1 e afternoon session discussed
mur ~ting of the food broker's firm.

Marketing Your Company

. discussing “Marketing Your
Con sany” with Workshop partici-
pant . Dr. John E. Tully posed a ser-
ies ¢+ questions. He pointed out that
each food broker firm must define
its “niche of mission” and then ana-
Ivze the approach it is using. He said
companies should distinguish between
slling physical products and pro-
grams. They must determine whether
they are in the business of produc-
ing short run sales or in the longer
run business of the creation of cus.
tomers.

Dr. Tully, former Marketing Vice
President of Edwards Baking Com-
v in Atlanta and now a consultant
to food and beverage producers, ad-
vised the Foodservice Workshop that
these points should be constantly re-
raluated to stay on target.

David Guinee, Publisher of South-
east Food Service News, focussed on
two points «- the need to market the
frm. and effective and economical
methods of promoting the firm.

\lr. Guinee maintained that many
food brokers are missing important
opportunities by not making them-
selves visible to the trade through
provsotion and advertising. Expansion
of : hroker’s business and even re-
plac ig a lost principal is "more easily
ace aplished  if firm is well
ko' 1 in the marketplace,” accord-
ing + Mr. Guinee.

Presentations

] o Christy, Director of Sales,
Che erboard Foodservice, Ralston
Pur Camgmy. offered guidelines
for rincipal presentations that sell
you  irm.

Y Christy cited examples of past
bro ¢ presentations he found par-
ticv cly effective. He discussed the
priv :pal-broker interview in depth
and suggested ways for brokers to
rea ¢ presentations that leave last-
mg un]xenlum,

The 1881 NFBA Foodservice
Workshop was moderated by Dr.
Michael Olsen, Assistant Professor

| of Hospitality and Lodging at Vir-

gini'.. Polytechnic Institute an State
University in Blackshury, Virginia.
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Beatrice Foods Uses Brokers

“We believe in brokers and have
no intention of going to a direct
sales force now or in the foresecable
future. We need you and you need
us.” That statement was made by B.
Robert Kill, President of the Con-
fectionery and Snack Food Division
of Beatrice Foods during his address
to the 1981 NFBA Confectionery
Dinner, July 31st.

Mr. Kill delivered his remarks o
120 food brokers, manufacturers and
other industry executives at the Hyatt
Regency Hotel in Chicago. The an-
nual NFBA Confectionery  Dinner
was held during the National Candy
Wholesalers Meeting in Chicago.

He noted that he believes Beatriee
Foods may be the largest user of fomd
brokers in the country amd therefore
“the long range fortunes of our com-
pany and your individual firms really
are interdependent.”

Preparing for Tomorrow

The theme of the 1951 NFBA Con-
fectionery Dinner was “Preparing
For Tomorrow,” which was also the
focus of Mr. Kill's remarks.

“The reason for the future being
so hard to call is that it depends soley
on one thing and one thing only, and
that is you. The future of brokers in
the confectionery and snack food in-
dustry depends totally on you bro.
kers. What you do not only will shape
the future but, quite frankly, will Iu-
the future,” he told the dinner meet-
ing audience.

He stressed that food broker finms'
“only really meaningful assets™ are
the people of the firm. “You have the
same basic challenge facing all
American industry and that is the
overwhelming need as a nation to
start to once again record annual
gains in our productivity. Productiv-
ity and the phrase — work smarter
not harder — is on every industny’s
agenda and it should be on your also.”

Mr. Kill told the participants that
il each company can honestly meas-
ure and improve its productivity then
all the other major problems and
issues will take care of themselves.

To make broker representation
even more effective and attractive,
Mr. Kill advised food brokers to “get
back to basics.” His outline for effec-
ting this advice included tighter con-
trol of market coverage and informa-

tion, developing one and five year
lans for businesses. striving for in-
depth market penetration on lines
carried, maintaining good communi-
cations with principals, and putting
more emphasis on recruiting and hir-
ing better people and training them
better. “Last in this list and really
the most important — sell, and sell at
our terms, that is vour mission.” Mr,
Kill stated.

AMr. Kill dismissed the industry re-
ports that claim there is no growth
or declining consumption of candy
amd snacks:

"I personally do not believe these
figures because the statistical methods
used to develop them are terrible and
our figures show just the opposite. 1
think the future for candy and snacks
is bright — I think candy and snacks
will grow and I am proud to be a part
of this growing and dynamic industry.

“I think the future of brokers in
this area is equally as bright if you
continue to improve your productivity
and attract talent to your ranks and
run vour business as a business and
not just a regional sales office.”

Ideal Potato Crop

(Continued from poge 32)

It will continue to use the slogan,
American’s  Favorite  Vegetable,
Brown sail. “Rescarch tells us a
large percentage of the population
doesn't consider potatoes a vegetable,
even though it's lu.nlul with nutrients
and they enjoy the taste.”

The board’s years of  promotion
have paid oft in terms o public
awareness that the potato is not high
in calories, Brown added.

Idaho Spends $2 Million
On Promotion

The Idaho Potato Commission is
doubling its promotional budget this
year to $2 million as a result of in.
creasing ity grower assessment by a
penny per hundredweight. Gordon
Randall, excentive director savs,

“We hadu't increased our hudget
in the past three or four years, and
we wanted to avoid going dowuhill
because of increasing costs,” he ex-
plained.

As w result, the assessiment was in-
creased from 4¢ per owt. to 5¢. with
6% of the cost paid by growers and
0% by the first handlers, he uoted,
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DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
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 Braibanticorporation

| « 60 E. 42nd St. - Suite 2040 » New York, NY 10165 » Phone (212) 682/6407-682/6408 » Telex 12-6797 BRANY*
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LUSTUCRU Macarcni Co - Grenoble, France

BRAIBANT! has in operation a new high temperature drying

line for a wide variety of short pasta shapes:

-Cobra 1000 press with two 16" diameter die holders 1
-Shaker type TM/1000 AT

2 Metal rotary dryers model Romet 24/8

1 Finish dryer type Teless ATR/17/4 t

1 Cooling shaker E:
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Quiz

answers

General Foods Corp. offers the following scientific
basis for the "correct”™ answers {0 the nutrition quiz ap-
pearing on page 5.

1—Dissgrea. Tha lerm "raw sugar” is misleading. First,
you cannot buy truty raw sugar. Commercially available
sugar is partia‘ty refined. Sugar is refined in order 1o re-
move dirt and other impurities. Refining does remove
iraces of certain nutrients, but these are not nutritionally
significant when you eat a balanced dist

Many people think that naturally occurring sugar i3
better than added sugar. It's not Fruits and honey con-
tain both sucrose and other kinds 0! sugar. Your body
appears to use all of these sugars in much the same
way—whether they come from nature, or are added to
foods by man

Ohen, we are asked whether honey or raw suga* is
‘gs$ cariogenic than refined sugar. Any sugar in a sticky
form, whether it's fructose or sucrose, poses a threal to
tooth decay because it adheres to the teeth. And the
threat is increased il high-sugar foods are consumed
frequently, taken between meals rather than with meals,
or it proper oral hygiene is not practiced.

2—Disagres. No single diet can satisfy the needs of all
people. Just as people d:ffer in size, sex, physical activity
and health, 30, 100, do their food needs differ. Based on
information provided by nutrition authorities, the Guide-
lines recommend eating moderate amounts of a wide va-
riety of foods to achieve a proper balance of nutrients.

3—Disagiwe. Avoiding 100 much of anything. including
sugar und fats, as well as many other substances, is cer-
tainly a consideration in achieving a balanced diet. But it
i nore important to eat a variety of foods from the basic
food proups: meats, fish, poultry, eggs and legumes,
fruits and vegetables. whole and enriched grains, cereals
and breads. and milk, cheese and yogurt Eat moderate
amounts of all foods; a healthful diet should contain food
from all categories.

4—Disagres. A balanced diet does nol have 1o be spar-
1an. Cakes. cookies, potato chips and candy bars can be
eaten in moderation along with—but not in place of—a
variety of foods from the basic food groups.

S—Agres. A person can lose weight without reducing
calones if exercise 1s increased. The calories eaten must
be fewer than the calories burned for energy. When lry-
ing 10 lose weight, you have a lot of choices—you can ei-
ther increase the demand for calonies by exercising
more, or decrease the supply of calories by ealing less
foods. Or. you can do both. Reducing calonies while in-
creasing exercise may be the most elfective way to lose
weight

§—Agres. Americans, in general. may eat 100 many
toods high in lats. especially ammal faL and 100 few car-
bohydrate-rich foods. especially pastas. grans, fruits ana

38

obesity. Being obese can i
heart attack. And certain fats m:
blood cholesterol levels in some peoph

|
|
{

U.S. health officials simply do not think you should
gamble with 100 high an intake of fat and cholesterol
while the debate over prool rages on.

7—Disagres. Moderation is the key here. To avoid eating
too much sodium, it's not only important to cut back on

practice good dental hygiene—brush ofien and have
regular check-ups at your dentist—and moderate the fre-
quency and consumption of sticky carbohydrate foods.

9—Disagres. A vitamin supplement does not ensure a
balanced diet The only way to ensure having a balanced
diet is 10 eal moderate amounts of a wide variety of fooc's
trom the basic food groups. Our bodies need about forty
different nutrients, including vitamins and minerals, 10
stay healthy. Vitamin supplements generalty do not sup-
ply all the vitamins and minerals in the right amounts.
and rarely supply other escential nutrients such as fatty
acids and amino acids. In addition, there may be und -
covered nutrients supplied by food, but not as yet in vi' 1
min supplemonis.

10—Dissgrea. Eating a variety of foods is only partof ' ¢
good mutrition equation. It is eqs%; important 1o ea' n
moderation s0 that you can be sui+ +u are not eal §
too much of one food at the expensé of another, or ¢ 1-
ing more food than your body needs.

Results of consumer survey
conducted for General Foods Corp.
Answered Answered Did not -|
Carrectly Incorrectly Respond o
Question 1 % 0% 8%
Question 2 2% % 5%
Question 3 % 64% %
Question 4 % C4% %
Question 5 46% 50% 4%
Question § 46% 4% 5%
Queston 7 8% a% 5%
Queshon 8 5% 4% %
Question 9 62% W% 2%
Question 10 8% A% 2%

e A A e

Total numbed of respongents 1.001
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Profitable
Barter

If you have a dollar, and | have a dollar,
and we exchange . . . we each still have
a dollar. No profit there,

Buat Il you have an idea, and 1 have an
idea, and we exchange . . . we each double
our ideas.

That's the kind of profitable exchange you
benefit from when you actively participate in
your trade or professional association. Mulii-
plication of ideas between members goes on
all the time. It's such a natural process you
may never be aware of it

About all it takes to get started is, “Well,
Mac, how's business . . " and from there
ideas begin to fow.

Your association works bard to creat the
right atmosphere for this profitable idea ex-
change. Conventions, seminars, wyrkshops, all
of the activities that pull members together,
help to keep ideas maving

The ofiener you can put yoursell in this
company, the more you Il hen:ft. Step num-
ber one is 1o join and support your trade
association,

Step numker two ir to at'end their next
meeting. And take an idea along with you
You're bourd to at least double it belore you

leave.

JOIN

fhe National Pasta Association

P.O. Box 336
Palatine, IL 60067

Write the Executive Director
for details.

SALVATORE DI CECCO

Exclusive Seles Representative for:

RICCIARELLI:
Automatic Pockaging Machinery in
cartons or cellophane bags for

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

BASSANO:

Complete pasta lines equipment
Rolinox patented processing equipment

BRAMBATI:
Systems for pneumatically conveying
semolina and flour.
Storage for noodles and short goods

Macaroni products
Dry pasta mill grinders

Address:

R.R. 1, Richmond Hill, Ontario LAC 4X7
Canado
Phone: (416) 773-4033
1t No Answer, Call Alessandro Di Cecco,
89819

Telex No. 06-986963

LABORATORIES, Inc.

EST. 1920

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

1—Vitcmins and Minerals Enrichment Asseys.
1—&’ Solids and Color Score in kggs ond
codles.

3—Semolina ond Flour Analysis.

4—Micro-onalysis for extraneous matter.

5—Senitary Plant Surveys.

6—Pasticides Analysis.

7—Bacteriological Tests for Selmonelle, (Ac.

8—Nutritienal Analysis.

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

Ridgefield Park, NJ 07660
(201) 440-0022

Decemaer, 1981
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THE MACARONI JOURNAL

RERER DG T

HOLIDAY GREETINGS
and

BEST WISHES
TO ALL OUR FRIENDS

in the
MACARONI INDUSTRY

for a

HAPPY AND PROSPEROUS
NEW YEAR

m

1982

( arles C. Rossotti, President Jack E. Rossotti, Vice President

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

158 Linwood Plaza — Svite 220
Fort Lee, New Jersey 07024
Telephone (201) 944-7972

Established in 1898
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