i

THE
MACARONI
JOURNAL

Volume 64
No. 1

May, 1982




L e PR AT 14 T

L ks

3

e

sl i W A RS R i g

o

bpseiitabitd pik e

it

o

TEEYTY

TONSTT e

Ltamiens T Ml rsie

Ty
LA s Maday AL 155

MAY, 1982




GlE PrEMICr Pasta
BRACKAGCRrYs

- “by Fold-Pak
of course

A’ premier pasta deserves a
premier package. And that's just
what Fold-Pak gives you. We've
been making packages for the
best pasta manufacturers in the
business for many years.
Whether you require high fidel-
ity, multicolor offset, rotogra-
vure or flexographic

printing, Fold-Pak
guarantees a
superior package.
For an added touch

(ALY

CORPORATION

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

... A premier

pasta package

by Fold-Pak.

Mewark, Mew York 1451) 115-3)1 3200
Englewood Cliffs Sales Office 110 Chartotts Place. Englewood Cliffs. New Jersey 07431 Phone (201) 568 7800
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We welcome you to the stately
Breakers Hotel,

T!\e Breakers is a renowned reson
facility with a reputation for classic
architecture, fine accommodations, ex-
cellent food and all the recreational
opportunities you would expect at such
a famous establishment.

Study In Contrasts
The hotel is really a siudy in con-
trasts. In the contemporary world of
chrome, glass and high rise condo-
miniums, it seems this place has been
plucked out of the pages of history
and placed here as a reminder of the
way things used to look and be in past
generations,
Reflecting on the recent history of

this industry, | am impressed by the
catent 1o which we also are a study in
contrast. Contrast in the perception
many have of the pasta industry, How
different the realities are from the
popular misconception. To cite a few
examples, let’s begin with the miscon-
ception that we are a commodity, The
representation that our products are so
close 1o the form of our basic raw ma-
terials that the only determining fac-
tors of consumer preference are qual-
ity and price. Many years ago when
Senator Phillip Hart was the champion
of so called truth in packaging, he
made the statement to a Chamber of
Commerce meeting in Washington that
the day was coming when all non-price
competition would be climinated from
the marketplace. In other words, the
entire  supermarket would be one
great big generic display. The pres-
ence in our industry of several of the
largest consumer package foods cor-
porations in the world should lay 10
rest, hopefully forever, the fictitious
image of pasta as a commodity. The
final answer to that question lies in the
course we, as individual manufacturers,
clect to follow, Will we use wisely
and well the effective tools of a 10tal
markeling program to achieve our long
term goals. Or will we leave most of
the tools in the bag and rely on strate-
gies that served well cnough in the
past but are 1otally inadequate 10 sus-
tained growth in the future?

Another striking contrast is our his-
torical image as a family dominated
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industry. Traditions, ownership and
management passed down from gener-
ation to generation, No more that sense
of continunity. True, we have not to-
tally changed color. Now we are a rich
blend of continuity and change. We
have the voice of experience, and we
have new voices asking new questions
and setting new goals and objectives.
We have sensed the significance of that
change to such an extent we have taken
a new name for our association. No
longer are we simply macaroni manu-
facturers. Now we are the National
Pasta  Association embracing  all
aspects of an innovative industry with
a broad range of basic and value added
products.

. The most striking and perhaps most
important contrast in our industry is
the change occurring in the consumer
perception of pasta. Today the pasta
industry is mecting head on the popu-
lar misconception of pasta as a fatten-
ing food. No longer are we acquiescent
and complacent in the face of calorie
counting critics. Now we are complex
carbohydrates, and we are determined
to ride the new wave of awarencss and
respect for the nutritional value of our
products. We aim to sccure our right-
ful place in the dominant share of four
basic food categories in the American
diet.

Yes, we are a study of contrasts and
the new vitality represented in those
contrasts provides for us a time of
great opportunity,

In our modest way, this industry is

THE PRESIDENT'S ADDRESS

by Lester R. Thurston, Jr., President, National Pasta Association

maoving through a period of transit of

The Presest
As we consider the future, let |

I am happy 1o report there is oo
news tonight. The first time since 197¢

a dollar basis shows a proportiona

current trends.

Business Week in its annual indus g
try outlook stated “1982 should be + 7
good year for food processors. Dl

presesd commodity prices, declining

terest rates and the prospect of mor
modcrlnte wage demands by food worl 4

slim producer margins.”

of CPC’s U. S. Operations, Busines:
Week states  commodity energy and
labor costs are all moderating so 195!

looks positive for the consumer food

business.

in the New York Times making bulli-b
forecasts for food processors ard

household products manufacturers ba. 8
ing his prediction on “the willingne « &
by consumers to spend for low ticket |

repeat use items.”

The tendency to spend for thew &

items is aided by the decline in 1}«
price of gasolinc and unusually low in-
flation in the price of food. Gasoline]

and food weigh heavily on disposabic §

income. Mr. Mecade also made an

asscssment of the branded versus pri- #
vate label and generic situation. Hef

mnc!uded that branded products are
being aided by a reversal of a four
year trend toward store brand and low

ThHE MAcaroNI Journat

that is of historic proporiion, B

first comment briefly on the present §

Niclsen statistics covering 53 grocer
commaodities show a sustained upwar §
trend and for the most recent repon |
ing period hit a new high of four per |
cent increase in tonnage over the presd
vious year. Significantly, the trend o

decline in growth over a similar period @
indicating an casing of inflationary imJ
pact, and other economic factors ur
probably playing an important role "

d generic merchandise. The new
I, he states, reflects a growing
reness of the superiority of brand-
products.
Such optimism is not characteristic
conditions generally prevailing in
cent years. We have become more

boustomed 1o dealing with adversity.

op conditions, cscalating costs of
ations, recessionary impact  on
sumers, an influx of imported pas-
products, the laundry list of prob-
s that confronted our business and
ded squarely on the doorstep of
r association.

The Immediale Past

When faced with adversity, there
two critical choices. Fight or fce.
e elected 10 come out swinging and
events of the past two years mark
success of our cforts to influence
course of history for our industry.
will not recount the details. Suffice
say a lot of people gave unselfish-
of their time and talent 10 fashion
strategic long range plan for the Na-
al Pasta Association. At La Costa
t July, the seal of approval was
ced on that plan by our member-
ip. Since then we have been engaged
implementation, and we have come

ko ay.
Quoting John Volkhardt, presiden$ i

The council and committees struc-
re dictated in the plan has been cre-
cd and staffed. Many of the commit-
s have held organizational meetings
d some are actively engaged in pro-

Vou bechebls nind cts consistent with their objectives.
puhlicil; Proctgr po Gmh;“s“;ym: R cvorts from those committces will
ated by meeting with security analyst 4
in Cincinnati two weeks ago. Befo
departing for that unusual occasior
Daniel Meade, a vice president wi bl
First Boston Corporation, was quot: ¢ §

- made at the appropriate time dur-
¢ the course of this convention. |
1 confident you will be impressed
ith their accomplishments.

Cenain clements of the long range
an were pot resolved at the annual
ceting in July. In fact, development
several key issues could not pro-
ed until there was assurance the plan
wld receive the support and endorse-

Pt of the membership.

Specifically, the most imponant
cas involved professional staff re-
nirements, facilities and geographical
cation for the headquarters of the
ociation.
As the Executive Commitlce began
p consider these issues, it became ap-
rent our task would bencfit from pro-
sional guidance and counsel. The
i choice we made was to again
in Dr. Stevan Holmberg who per-
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formed so eflectively in developing the
long range plan. From a beginning
last November, the Exccutive Com-
mittee in carly February concluded a
careful study and adopted recommen-
dations which were presented to the
board of directors this afternoon.

The board made substantial pro-
gress in deciding the issues and will
continue deliberations during the con-
vention. Among the considerations is
the future location of association head-
quarters best suited to membership
needs and objectives. There are many
locations that offer benefits in this re-
gard. For cxample, Chicago, New
York, Minncapolis and Washington,
D.C. represeni locations that warrant
consideration.

The Future

We all recognize the importance of
Washington as the seat of government.
With government and technical affairs
as key issues in our organization
structure, it makes sense to be where
the action is. The same logic is re-
sponsible for the constant migration
of association headquarters to the
Washintgon area and our self interest
dictates we join the parade. In fact, it
is the concentration of the food indus.
try in Washington that provides the
sccond compelling reason for a Wash-
ington base. It may come as somewhat
of a surprise to you as it did to us to
learn that more than 100 associations
identified with the food industry have
headquarters or offices located in the
nation’s capitol. There is even an es-
sociation of food industry exccutives
that is fully organized and holds regu-
lar meetings so that mutual interests
can be discussed and cooperative action
planned in pursuit of common objec-
tives.

Among the leading trade associa-
tions with which we should have close
and continuing relations is the Coop-
erative Food Distributors of America.
We are fortunate to have the Presi-
dent of C.F.D.A., Thomas K. Zaucha,
with us tonight as well as the General

Manager and CEO of United Grocers,
Inc., Mr. Joseph E. Ahren who, to-
gether with Ed Mooney, a widely
known and respected food industry
communicator, will be the feature of
our convention program on Tuesday.

In addition to C.F.D.A., the blue
ribbon list of major food trade associa-
tions in Washigton includes the Food
Marketing Institute, National Amer.-

can Wholesale Grocers Association,
Grocery Manufacturers of America,
the Wheat Industry Council, Millers
National Federation, really an impres-
sive profile of the heart and strength
of the food industry in America.

Pasta’s profile has been relatively
low in industry circles. That image is
due for a change, a change that will
put us in the mainstream of influence
and leadership which is where we want
to be and where we should be,

Mecting the challenge of N.P.As
new long range plan will require ex-
panded professional staff  resources
necessary lo  assure the successful
achievement of objectives and pro-
grams stated in the plan. With prior
approval of the board, the executive
commiltee will undertate to determine
the necd and recruit personnel appro-
priate 10 current demands and pro-
vide a franework for evolutionary
growth in the future.

The Business at Hand

Now let's turn for a final moment to
the business at hand. We need to make
further progress in establishing the ob-
jectives and budgets to complete fiscal
1982 and to prepare the fiscal 1983
operating plan and budget for approval
at the annual meeting in July, That is
our assignment for Monday. Come
prepared to actively participate, and
you can make a valuable contribution
10 the first two years of our long range
plan.

On Tuesday we open with an ex-
citing publicity and public relations
presentation by Elinor Ehrman and
Pat Muldowney from Burson-Marstel-
ler. Then & look at ourselves, the food
industry and the role of associations in
trade relations as seen through the
eyes of C.F.D.A. and a disiinguiche
panel of food executives with Ted Sci-
tanny, Chairman of our Trade Rela-
tions Committee, sctting the tone for
the day.

Wednesday will mark another high-
light of general interest to everyone in
this room. I've heard Dr. Tom Me-
Grath speak and 1 know something of
the inspiring lessons he will bring us
on human rclations applied to homs
and business. We extend a cordial in-
vitation to the ladies present to attend
all of our convention scssions and we
especially reccommend Dr. McGrath's
presentation for your interest and en-
joyment.
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% in assuring confidence to pasta factories all over the world
% Wwith the most advanced technology

% because of experience acquired throughout the world
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Chalrman Pasl A. Vermylen of the
Product Promotion Committee de-
clared: “These program recommenda-
tions result from a series of mectings
between the agency and the new NPA
Product Promotion Committee. This
group of marketing cxperts, rcpresent-
ing major pasta companies in the Eas-
tern arca, have given Burson-Marstel-
ler their professional expertisc as well
as the benfit of consumer research
studies conducted in marketing their
own branded products. Together, the
agency and the Committee developed
the communications platform which
follows, Recent research studies of the
Wheat Industry Council were also fac-
tored into our analysis of today's con-
sumer and what he/she wants.

Owur 11/ 7el sadience continues o be
women | .** - 1249 age group in low
and middle-income familics.

Owr mejor message is a combined
concepl:
® Your family can enjoy pasta ev-
ery day because it is low in calor-
ies.

® Pasta is not fattening.

In an cflon to fine-tune this mes-
sage 1o our target audience, the NPA
conducted a serics of focus group ses-
sions in January, 1982 in the Chicago
suburbs. This research, in probing the
homemaker's existing perceptions of
pasta, revealed that the group viewed
pasta as a nutritious food, one which
they served almost always as a main
course, Although the interviewees said
pasta was a starch, they also knew
starch to be part of a well-balanced
diet.

We believe that we can broaden this
nutritious perception of pasta by em-
phasizing pasta’s non-fattening attri-
butes, and reinforce this benefit with
supporting calorie information. Such
an approach would not only strengthen
the nutrition story, as perceived by this
audience, but also be relevant to house-
holds in a higher income bracket where
awareness of caloric value may be
greater.

The focus groups also revealed that
our target audience recognized many
of pasta’s other ldvantlgcs — ease of
preparation, its efficiency in use of lefi-
overs, its versatility and its cconomy.

8

A New Promohonal Thrust for NPA

Our program objectives and strate-
gies stem from this knowledge of to-
day’s consumers and the many avenucs
of communication we can utilize to
motivate the American consumer to
buy more pasta.

Elinor Ehrman will tell you how
we plan to promole pasta in the months
to come.

Elinor Ehrman

Elinor Ehrman stated: “Pasta is
America’s No. | food craze.”

“A recent article in the U.S. News &
World Report pointed out that ‘Ameri-
cans are caught up in a food craze
that is transforming old eating habits.
As never before, consumers look upon
food and its preparation as an excit-
ing and enjoyable pastime. Once criti-
cized for their traditional ‘meat and
poiatoes’ mentality, many consumers
are now secking better quality, greater
variety, and much more enjoyment at
mealtime.”

We believe that pasta in its many
forms can be the #1 focus in this revo-
lution in the American perception of
food.

We recommend a program which
makes pasta the number one food by
presenting a new look to pasta as it
fits into the lifestyles of the eighties.

Pasta has already cmerged as an
‘in’ food. It is editorialized in all me-
dia as a trend-setting food which fits
into ‘light' menus. It's chic to serve
pasta today in many different sizes and
shapes.

*Pasta and a slim cuisine” will be
the major focus of our program which
will be highlighted by a collection of

new light recipes incorporating a
ricty of the new shapes.

We will emphasize pasta as a m g
course food, which rescarch tells us ¢
our competilive edge over potatoes
rice. For two, as well as family-styl: |

Pasta is “in" nutritionally. lts sour.
is a natural grain. A pasta dish is low
er in calories, cholestere) and sodiug)
than ‘meat aud potatoes’, Pasta has i
recent years been recognized by aihy
letes and runners as a source of enj
ergy. It is a complex carbohydrag
which is recommended by the modl
respected nutritional authority in 1hd
nation, the U.S. Dietary Guidelines.

Pasta’s variety of shapes and sauces
its usc as a soup ingredient, or a sid
dish, as well as cntree gives pasta
unique versatility that can be matchef
by no other food. A Pasta A D
Menu Chart can dramatize its
around attributes.

Pasta is the ideal convenience foo
for the working wife/husband. Read
in ten minutes, it can be combina
with a sauce as a healthful entree

Pasta provides nutrition, flay
convenience and versatility for |
cost than other main-course foods,
other food has so many promotable a
tributes.

We will be communicating pasta
new image with a variety of pronw
tional tools — electronic outhis
basic print news bureau, special eve
— all aimed at the consumer. In .
dition, we will maintain a basic fo.
service program — and, if funds p:
mit, we will launch an educational p
gram. |

Pat Muldowney, Vice President «
Burson-Mansteller and  director
television and radio, will tell you ab« w8
the exciting new thrust in the electro 153
media.

il

e pleasin’ perfection can only mfnmh mhr.a.’-h- s '-ll‘" 'er

%ca{' ni
ster
denlangg? g:"
performing
pasta

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

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

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

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

For quality and uniformity.. specify Amber! ."

'/ AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION
Y, 1982 Y

Pat Muldowney

Mr. Muldowmy continued: “Pa 1408

is positive food. Contrary to popua :
belief, pasta is nonfattening, providing
you know how to eat it, Eat it alcnd
and you have a dicter's delight. Ear 4
with tomato sauce, meats, and but:
and you have a full family banquet.” §
Models eat pasta 10 stay thin. Lum
berjacks eal pasta to get cncrgy. Fv

(Continued on page 10}

Mills at Rush City, Minn. » General Ottices at St Paul, Minn. 55165 Phone (612) 6469411
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New Promotional Thrust
(Continued from poge 8)

cryone likes pasta because it is inex-
pensive. From Park Avenue to the dor-
mitory, from the kiichen table to the
main dining salon, pasta is being re-
discovered.

Pasta has many advantages over
meat and potatoes. What makes pasta
the Number One entrec’ today is the
fact that:

® Ounce for ounce it can be lower

in calories than meat.

® It can be lower in fat than meat.

® It can be lower in cholesterol

than meat.

® It can cook faster than meat.

® It costs less than meat.

The average person on the street
knows that pasta is a carbohydrate.
What they don't know is that there are
good and bad carbohydrates, and pas-
ta is good — it is a complex carbo-
hydrate, the kind health expens pre-
fer.

There is a lot sbout pasta thet the
general public does not know, includ-
ing what pasta is. It is a wheat pro-
duct served as an entree’ in a variety
of dishes for a varicty of 1astes, appe-
tites and budgets,

Whether you are rich and worried
about being thin, poor and worried
about feeding your family, or anywhere
in between, ounce for ounce and dol-
lar for dollar, pasta is one of the most
plentiful and most healthful foods in
America today. No other grain based
food has as much flexibility as pasta.

The fact that people don't know a
lot about nutrition in general, pasta in
particulas, < ovides us with an excellent
opportunily .o cducate the public about
the advantages and culinary delights of
pasta.

Celebrity Spokesperson
This electronic campaign will in-
clude a celebrity spokesperson in ad-
Zition to a variety of creditable opin-
ion leaders in the major outlets:
® Network and syndicated televis-
ion talk shows.
® Talk show tape that can also be
used for classroom (ITV) or cable
television.
® Television and radio newsclip.

A. Talk Shows

A spokesperson, such as Jave Brody,
will be uscd on three television pro-
grams: The Richard Simmons Show,
Merv Griffin and Hour Magazine.

10

Rit s g o

Pot Muldownoy
I. The Richard Simmons Show.

This highly rated health and exer-
cise show is in strong competition with
Donahue. It is geared to women who
are interested in health and nutrition.
In addition to talking about better
ways 1o cat and exercise, we will book
our cclebrity spokesperson to talk/
demonstrale and possibly exercise with
Simmons.

2. Hour Magazine.

This is an information/entertain-
ment program, usually aired in the af-
ternoon. Host Gary Collins will discuss
the cconomy, variety, diet and nutri-
lion of pasta.

3. Merv Griffin Show.

This program will require a prom.o-
tional consideration of $15,000 for a
controlled cight 1o ten-minute seg-
ment, allowing us to say and/or dem-
onstrate virtually anything about pas-
ta with our celebrity spokesperson.
This is the highesi-rated syndication
shw on television. It is now fed by
scicllite on a one or two day delay,

B. Talk Show Tapes

We will produce one threc-and-a-
half minute talk-show clip to be dis-
tributed to 100 talk shows in markets
30 through 150. This tape will be
lighter in nature than the newsclips
and will be geared toward women and
clderly viewers of daytime talk pro-
grams. This tape will also be distribu-
ted to ITV and cable systems through-
out the country.

C. Newsclips.

I. Television — We will produce
one five-part television newsclip on
pasta, covering nutrition, dicting, va-
ricty, preparation, and economy. \We
will utilize a variety of interviews, in
cluding doctors, chefs, dicticians, gov-
emment health officials, nutritionists

.......

(
and a spokesperson from the Natice

Pasta Association. The series will ;
include comments Irom consumers.
2. Radio — Wq¢ will produce
newsclips, onc evety two months,
be fed to the AP und UPI radio
works, a total of 1,700 stations.
3. Women's Interest
1,000 stations will be serviced with
five-minute features with short recip
with a record format, narrated by
professional women’s interest bro:
cast team. “Around the House” is d
tributed to a potential audience of
000,000 in medium and small
kets. 300 stations can be expocted
fcport usage.

Elinor Ehrman

Elinor Ehrman then picked up
narrative, saying: “The electronic p
gram will overlay the basic consun
news burcau, which is essentially
continuation of the print program
have had over the years.

We will strengthen this program
reach out into suburban and rural co
munity newspapers with contro
messages which will highlight our
fattening thrust.

This past year, we emphasized “E
Light With Pasta.” This message w
be repositioned 1o emphasize pas
non-fattening attributes, along wi
hundreds of ways of serving pasta m
dishes wiih low calorie counts.

In the newspaper category, we w
continue to reach 5

* Syndicated Sunday Supplement

such as Family Weekly and |
ade

ey

Etresiiafuiy, 5

® Newspaper color pages.

® Major market newspapers.

® Newspaper syndicales, such
Associated Press, King Featu
and Newspaper Enterprise A
ciation.

Magazines

Another vital arca in our basic ¢
sumer news burcau program has bed
the magazines. We will continue
work with these editors to prodw
such placements as these exan
which ran in 1981:

Family Circle, Ladies Home Jo
nal, Good Housckeeping, Weight Wl
chers, Cosmopolitan, Mademoiselle .
+ - .with such copy as “Good 10 cat
good for you — pasta — whether i
spaghetti, roodles, fettuccine or li

(Continued on poge 131
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v Promotional Thrust

{Continued from poge 10)

.+ « they're no more fattening

foods high in protein and have

han half the calories of fatty

.. such as butter, margarine or
« dishes, ;

hen there are the special influence

wps of home economists. including

permarket consumer specialists who

wk with the major grocery chains, as

] Il as those in extension work with

major universitics.

We will continue to service the gro-

ry trades with information on our

rious and we will pro-

' leaflets for widespread distribu-

bn through the media and influence

Part of the core program has been
r television kit distributed to the
od shows across the nation. Instead
generic labeling we used to use, we
pw include three different brands in
kits — chacging the brands from
far 1o year. We plan to continue this
rvice in the new program.

tares « Consumer Prograt.

I. Family Weekly, April 14 —
“Working Families” theme —
Powers photography in Weston
—five recipes

— “Complex

2. Scventeen, April
Carbohydrates” story with color
photo of pasta sxlads.

1. True Story, May — “Eat Light
With Pasta™ leaflet offer.

!. Woman's Day 365 Money-Sav-
ing Meals, March — “Eat Light
With Pasta” leaflet offer.

. Woman's Day Simply Delicious
Meals in Minutes, July — will

{ have special pasta section using
i/}  our transparencies and recipes.

A third category of promotion will

directed to special events.

‘We plan to replace the traditional

iro A Segno event in Greenwich Vil-

e with an pasta bash at a

cale such as the Palace Hotel, or

h:lgmmm hich will
w

informative as well as have a pasta
zazz which emphasizes the slim

hisine.
.- . Fesdeervice
The fourth segment of our new pro-

we will continue witli the basic food-
service media program which has al-
ready produced many posilive anticles
illustrating how the restaurant oper-
ator can increase profits with pasta, as
well as how his pasta menu can be in
tune with the eat healthy/be thin trend.
We will produce more outstanding fea-
tures such as these examples from
1981:

® Food Service Marketing

® Fast Service

® Foodservice & Hospitality

® School Food Service Journal —

with the headline “Pasta Salads

Lead the Light-Line Menu.”

We arc also updating our pasta
foodservice manual whizhi continues
to be a popular resource.

Our pasta foodservice recipe cards
produced in 1981 will continue to be
digtributed in the new program.

Foodservice Futures — Color
Features,

I. Food Service Marketing, March
— Pasta Primavera Salad. Feature fo-
cus is on “healthy” food items. Photo
and recipe oa location, New York City,
featuring pasta salads using a varicty
of shapes. Circulation: 106,689,

2. Restaurants & Institutions, April
— Pasta caponata focusing on new ca-
tering, take-out trend. Recipe chosen
because of its multiple applicability—
all meals from brunch to dinner equal-
ly good served hot, room temperature
or cold. Circulation: 107,000,

3. Cooking for Profit, May — Low
Calorie pasta salad created for moder-
ate to white cloth restaurants. Focus
is on low calorie, low cost ilem geared
to today's health and diet conscious
market. Circulation: 93,100.

4. Fast Secrvice / Family Restau-
rants, September — Pasta entree’
geared to growing fast service market.
Circulation: 50,362.

5. Food Service Marketing, Sep-
tember — “A Taste of Pasta™ will
demonstrate how pasta can be used for
appetizer service. Recipe will iave
adaptability for entree’ use. Circula-
tion: 106,689,

6. School Food Service Journal, No-
vember/December — Hot Entrees for
school lunch using pasta — we'll also
show profitability potential and nu-
trition. Circulation: 54,820,

The last scgment of the program,
and a very important one, is a school

education program, which can be cither
presented as a filmstrip or as a motion
picture with appropriate collateral for
both teacher and student. An example
is a kit prepared for Presto. The pro-
gram would be designed to reach high
school home economics students with
a pasta power theme,

This program segment can be imple-
mented as soon as funds become avail-
able. We cstimate this program at an
additional sum in the $75,000 to $95,-
000 range.

Variations on the
Pasta Theme

Rosa Tusa, The Palm Beach Post
Food Editor, wrote on March 4

The fascination for pasta has de-
veloped into a grand passion since
Americans have discovered that an
endless variety of foods from zucchini
to truffles can be teamed with maca-
roni products.

It took a long time to reach this
point in the United Stawcy, and old
recipes like the one in a 1792 cook-
book that recommended spaghetti be
boiled three hours, then mixed with
bread and broth, didn't help.

Restaurants that boiled up large
batches of spaghetti and then reheated
it didn't help, either. Happily, the cus-
tomer's growing taste for properly pre-
pared pasta has discouraged that prac-
tice and restaurant cooks have increas-
ed their repertoire of succulent sauces
to something more than meatballs.

Pasta and vegetables, featuring peas,
zucchini, eggplant, mushrooms, spin-
ach, broceoli or a combination of stir-
fricd vegetables have wide appeal now,
especially for those who follow the

of nouvelle cuisine, which opts
for fresh Aavor and fewer calories.

Garlic, olive oil, butter, cheese and
herbs are the great flavor boosters for
pasta. Fresh basil is as necessary a
flavoring at our house as salt and pep-
per and since coming to Florida we are
never without it.

An annual in most other states, the
fragrant plant is casily grown here in
pots or in moist ground. It will last two
or three years in South Florida if you
pinch it back to a pair of leaves and
don't let the flowers form. The deli-
cate leaves do wilt in the summer sun,
but if kept watered and partially shad-
ed, the plant will thrive.




The Role of Asseciations in Manufacturer - Distributer Relationships
by Thomas K. Zaucha, President, and Chief Executive Officer,
Cooperative Food Distributors of America

Good moming, ladies and gentle-
men. The CFDA is honored 1o be in-
vited to participate in this conference.

The retailer-owned system of dis-
tribution began in the early 1900's. It
is in the process of change. Three
years ago CFDA move to Washington
to better interfuce with government
and other food associations. We have
developed major objectives in  the
arca of government relations, com-
munications services, rescarch and ed-
ucation and trade relations.

Three years ago we did not regard
trade relations as a priority area, but
with the divisive events that have oc-
cured in our industry and the severe
depressed conditions of the economy it
became apparent that CFDA should be
involved as a communications bridge
in an effort to improve trade relations
practices.

A manufacturer’s representative put
his finger on the problem when he
said, “The major friction seems to be
related to profit and cash flow pres-
surcs on both manufacturers and dis-
tributors, brought about by inflation,
recession and the high cost of money.”

What about these economic times?
Peter Drucker observes that our eco-
nomic system is going through funda-
mental changes, never to be the same
again,

CFDA thinks it's necessary 1o kvow
more about cach other's operations,
and so they formed their trade rela-
tions committec. About a year ago we
met with some twenty manufacturers
in Ed Mooncy's Ad Hoc group. We
look upon the forum as free and open
discussion of issues where we find
manufacturers and distributors in con-
flict.

Sccondly, the identification of
specific opportunitics for the improve-
ment of the efficiency of our system.
Issues such as slip-sheet versus pallet,
standardized cases, service levels, back-
haul, handling of promotions, divers-
ion, changes in contract language, as
well as improved marketing techniques.
Finally, establishing trade cthics for
doing business together,
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Buyers - Sellers Critique

CFDA has implemented a confiden-
tial Buyers-Sellers Critique whercby
CFDA members interface with the
twenty manufacturers of the Ad Hoc
group. We have established projects
for improvements in the arcas of de-
layed shipments, incomplete shipments
and in the handling of damaged mer-
chandise. We have expanded our dis-
cussions with other trade groups such
as the American Meat Institute, Fro-
zen Food Institute, FMI and others.

We have contracted with Ed Walzer
of Progressive Grocer to give us some
barometer as to our relative success
and failures in the trade relations arca.
The initial survey was called “Playing
the Game and Placing the Blame"™.
The optimists feel we ure enjoying the
highest levels of mutual good will. The
pessimists fecl they may be correct.
There are differences of opinion on
many malters but there is also broad
agreement on many basic precepts
governing the buyer-scller relationship.
They might be considered unwritten
laws,

Firs1, we have the principle of prag-
matic practice, which holds that neces-
sity is the mother of strange bedfcllows

—when you get in bed with a sharp
operator you get something other than
a good night's slecp.

Then there is the hicrological domi-
nant postulate: The organizational

structure of your most troublesom!
customer or supplier is like a sepuly
tank — the really unpleasant elemen

always rise to the top. |

The cardinal caveat tells us just b
cause compctitors beat their ph
shares doesn’t mean they won't
you with their plow-shares.

Positive Trends

Trade relations trends for the indu
Iry as a whole are quite poaitive, Mo
of the perceived change is toward
beiter with manufacturers taking
slightly rosier view. 43% think cox
ditions have improved.

Only three things are named by ha#
of CFDA distributors and manuf;
turers in the Progressive Grocer s
vey: Backhaul agreements, the con
petence of buyers, and cooperation
mutual short-term goals. The news
good on shipping procedures to facil

OFFER A BASIC
PRODUCT FEEDING
& FILLING SYSTEMS . . .

tate unloading, cooperation on mut and more

long-term goals, cooperative use

scanning data, and the quality of mc§l ' Volumetric tilling: ideal for most iroe flowing products such
chandising activitics by both partics &5 powders, granules, flakes, macaron, rice, efc.

Wet-weight scales: For free-Bowing. multishaped products
such as spacialty pasta products, pet foods, wrapped canuies, and
rroducts with irequent density change.
Auger filling: Recommended for hard-1ofeed, semifree.
Hanuloading: A standard 7° extension provides 14’ of space
und the machine for the handiing of bagged candy, pouches,
ief packages, cans, bottles, tubes an¢ sold items. ideal for
abons where product changes are frequent and production
e varies widely.
Ulomatic bettle, can and pouch loading: Bottles and
» from single kine conveyors are positioned accurately into car-
3t high speed. Clybourn's Ut tray coaveyor can tie
/i/ssal machine 1o vertical cartoners for products like
aroni and cheesa dinners.
hether you have a hartio-feed product, frequent carton siza
9e3, or require sift-prool sealing— there's a standard Clybourn

Deals and allowances arc always
thorny subject. From our memb:
viewpoint the gains have been
timely notification, performance
quired and performance rendered.

Among manufacturers only on
four is conscious of improvement
the total number of deals and the |«
formance rendered by distributon.

Distributors listed among opportu s
ties for improvement: (1) Cash |
count period; (2) Back haul; (3) g i
ing a clearer understanding of ¢
other’s business; (4) efforts to o
come incomplete shipments; (5) to § o

5 y et right for your needs.
vide earlier word on deals. ol g Nt ot -

Manufacturers had  different ssible for ys to satisty a wide range ol requirements.
swers: the only overlap was gairin 7 more information, write for brochure No. CMC1015 and
a clearer understanding of each oth:} 38 spacily the type of filling system required.

business, They look for more coope!
ation on long-term goals, from betid Clybourn

performance on deals, from coope Machine Company
tive usc of scanning data and from ra ; 7515 N. Linder Ave, Skolue, IL 60077
(=13

ing the competence of buyers. 312/677-7800 Telex 288472

Every problem is really an oppo
tunity.

a dwision of Paxak. Inc

(Continued on poge 16)
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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:
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Tom Zaucha
(Continued Irom poge |4)

The net of our reciprocal report
card is that neither party has much
confidence in the other's knowledge
of cost factons, day-to-day operating
problems and logistical considerations.
Until more mutual respect develops
we are going to sec continued mis-
judgments and finger pointing.

How do we classify these obstacles
so that we can develop a strategic plan
for better dealing with them? That is
the crucial question.

The obstacles fall into three gencral
categories: mechanical, financial, and
conceptual. Three positive steps for
action: consider an inter-industry pro-
ductivity council. Secondly. lack of
understanding should be relieved by
organized two-way education and
communication. Finally, it would help
10 have more on-the-job commitment
right down the line.

Proud of Committee

CFDA is proud of the accomplish-
ments of its trade relations commit-
tee. We are pleased with the work be-
ing done by the FMI inter-industry
committee, by Ed Mooney and his Ad
Hoc group.

We look forward to future dialogue
with you as well. I trust we can develop
a joint agenda for bridging communi-
cations between the pasta industry and
the cooperative food distributor,

The Distributors’ Perspective
by Joseph E. Ahern, President and
Chief Executive Officer of United
Grocens, Inc., Poriland, Oregon

I have been on both sides of the
aisle — as a manufacturer and as a
distributor. And 1 would rather be o
buyer thar. o seller.

Wholesalers throw statistics around
on sales volume. The manufacturer
struggles with many times the prob-
lems for the same sales volume — such
as employees, technical problems, gov-
crament regulations, ctc.

United Grocers, Inc. is the leading
wholesaler in the marketing area with
sales of $533,000,000. We are a co-
vperative. The business is theirs. Our
directors are our customers. Our major
problem is finances. As a co-0p we
give back our profits at the end of the
year and then we have to get financing
to expand
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As wholesalers we love the trade.
We use your free labor in merchandis-
ing, store set-ups. We encourage store
calls at retail. Our problems are ser-
ious but solvable. Back-haul has made
great strides.

We are strongly oriented to adver-
tising groups. We have a good adver-
tising program. Our buyers are ex-
tremely seasitive 1o deliveries, and
how things are handled with adver-
tised iicms.

Pasta should be promoted more —
the retailers are promotion minded
and want to create excitement in their
stores. Your industry product promo-
tional program looks exciting and the
type of thing we want to tie into,

In our industry — in many indus-
tries — we are being led by our dum-
best competitors. Look at Freddy La-
ker and the airlines. In our industry
I am depresesd by the kind of things
that go on. 1 am personally against
generics. We deplore double-coupon-
ing. What we nced is the kind of meet-
ing we are having this week. The kinl
of cooperation that Tom has outlined,
will provide the input whzre people

can get together and generate the ¢
ative juices where all of us can wid
on industry problems and avoid th ,;3
kinds of self-destructive efforts. O
company will be most pleased 1o w.rg

with you. i

The Manufacturer's b

Perspective g
by Ed Mooney, The Ed Moone) l-

Company. Inc., Orleans, Mlnlchm

Nothing happens until somebu:
sells something. The sales departme: /8
pays everybody’s salary in the room

There were rumblings in the fo
industry a year ago that a sizeable i 8
was growing between the distribur, 4

and manufacturer. The expressed i _."w

plication was that the good old du
of productive buyer-seller rel.nmnsh:-'

had come 10 an end. My reaction .8
the times was horsefeathers. :

What caused the rift the experi
perceived? It was agreed that neuh.
buyer nor scller could survive witho 8
the other. Each is serving the Amer 3
can consumer. In my opinion it w:?
a small, single-minded cluster of fie
industry people were not commun 8
cating with each other. Other thin;
were used as crutches such as h.tu
haul, diverting and so on. |

Wiser heads began to prevail. Asg
when they began communicating thd
talked about the good old days.

Commitice Formed 5

About a year ago CFDA forme ! &
trade relations committce. They 8
down with the Ad Hoc manufactu ¢
group 1o discuss industr; matters.

I publish two industry newslett 38
Ad Hoc is distributed to chain 1
wholesale management people. It a m35
to improve and clevate dialogue K@
tween the distributor and manufactu «§
The program is sponsored by 25 m. )%
manufacturers. [)uring the year | i
on tour and visit major customer: 3
their place of business with a pre w8
ranged apenda. Grass Roots is 128
other publication. kS

The premise of these peers mectini
together is that if we can imprn@
conditions in the industry we can n
prove things for cach individual cor§
pany.

Manufacturer’s Master Plan

Here's what one buyer though s
about a manufacturer’s master plan
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the manufacturer’s $ 10,000,000
rer plan is approved by the top
» at a three-day mecting at a place
the Breakers in Palm Beach: sec-
i. the manufacturer’s national sales
wager takes the master plan on the
.1 and during a two-day meeting at
sacho Santa Fe he translates it 1o
regional managers: third, the re-
nal manager heads honie and sum-
s zone managers for an afternoon
Becting and dinner at the  Marriott
cre they explain their interpretation
the company's plan. Fourth, the
¢ managers hit the bricks, meel

With cach one of their district managers

broker accounl executives over a
ate of clams at Howard Johnson's
ere they sketch out on a napkin
ir interpretation of the master plan
sed on the re-re-retranslation passed
png 10 them. The district manager
broker account executive heads into
territory and meets with his key
bcount rep where on the front seat
the company car the master plan is
tlined on the back of an envelope.
e $10,000,000 plan has been trans-

Mted down to six bits a case. Next day

c key account rep pitches the pro-
am 1o the buyer at chain or whole-
¢ headquarters in fifteen minutes

ring which the buyer takes seven

lephone calls. Finally, the buyers pre-
t the package and twenty others
¢ it to his buying commitice in a

“minute and fifteen seconds later that

ck. Let's assume the buying commit-
approves the manufacturer’s mas-
plan. Commitiee approval comes
¢k 10 me the buyer. | give the key
count rep his instructions, bulletin

S stores alerting them to the deals

I understand it. The key account

D alerts his retail people as he un-

rstands our intentions. Then the re-
il rep and store manager are expect-
to gel together and make that $10.-
“.000 plan work,

What Business is About

People of goodwill and people with
¢ right motives can talk to cach
her. In the final analysis, talking to
ch other — buyer and seller — is
at this business is all about. And
at’s what life is all about.

It is the sales reps’ role 1o heep the
fhecls of commerce churning and 10
P pumping those orders into the
me office. By the same token, the

@°mpany's principles must be articu-

ed and communicated by manage-
nl.
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Coca Cola is tinancing superb cco-
nomic studies: training films produced
by General Mills: Quaker Oats-Skill
Seminar; Campbell Soup’s Train the
Trainer Program; ctc. — big bank
rolls don't guarantee good trade rela-
tions.

A retailer friend told me that he
heeps hearing buyers talk about the
sales rep's lack of product knowledge,
and 1 don’t think that is entirely fair.
A good bit of my product knowledge
wits taught 1o me by sales reps. A mac-
aroni salesman sat me down and said,
“I'm going to teach you all about pas-
ta.” He did and | never forgot what
he taught me, and | never forgot him.
The retailer was Bernard Paroly, presi-
dent at Pathmark Supermarkets.

Sometimes the most effective trade
relations activities don’t cost a single
dime. — just a little common sense.

The pasta business will have to make
itsell aware of the trade.

In Summary

In summary: The sales department
pays all of our salaries. Give them the
tools they need to do the job. Listen
to their ideas and counsel in an appro-
priate fashion. Don't keep secrets from
them. Insist that they adhere to the
highest business principles. Establish
those principles in the board room.
Bird dog them 10 see they are foillow-
ed diligently throughout the organiza-
tion. You are a trade relations direc-
1or, regardless of your title. Grass roots
is where its at — keep in touch with
your salespeople, and keep the pulse
of what is going on in the stores, Lenvan
the art of dialogue with your -
mers. Think about the wisdom ol the
National Pasta Association’s setting up
it tash force and dialoguing with major
customers across the US.

Cemments by the Reactor Pancl:

What is a co-op”? Answer: 1t is a re-
tailer-omned system. The system serv-
ices 28,000 stores, about 28% of food
sold at retail. Transition from pure co-
operative to stock corporations oper-
ating on a cooperative basis,

Tony Givia: Successful pasta com-
panics have remained sensitive to the
customer’s needs — old family com-
panics were close 1o the action.

Ted Settanny: | was impressed with
the idea of a Productivity Council.

Tom Zaucha: There are many in-
ter-industry projects, but they tend 1o
be piccemeal.
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Universal Product Code was one of
the best successes. Productivity figures
in our industry have been negative in
the past five years. Messages should
come from members of trade asswia-
tions 10 have associations work on de-
sired projects.

Joe Ahern: Many of the things we
are doing are 10 improve productivity
— standardization  of  pallets,  slip
sheets, UPC, standardized cases, back-
haul.

Tony Gioia: Salesman servicing re-
tail shelves s not productive,

Tom Ahern: There has to be a hap-
py medium. Salesmen  must  check
stores 1o know what’s going on.

Joe Viviano: Gas stations of ten
veans ago gave a lot of service: today
YOU PUMP YOUF OWR gas. A major in-
dustry here changed dramatically. It
could happen to us. Foreign invasion
can assault the American system of
food distribution.

Tom Zauchia: Store formats  are
changing right now. Many of the
changes that need 10 take place may
require a generation of change. Long
range planning is usually only three o
five years out. A concept like metrica-
tion is coming, but it will take o gener-
ation of voluntary change. The food
market is now a world market.

1982 SN Distribution Study

The 1982 edition of SN distribution
study of grocery store sales, covering
more than 290 markets, has just been
published by Fairchild Books

The over 260 page 1982 SN Disini-
bution Study, in o handy 9 x 12 direc-
wry format, provides extensive cover-
age of supermarkets in leading Ameri-
can and Canadian cities. Information
supplied for each of the markets in-
cludes: number of food stores, sales
pereentage recorded by chain, volun-
taries, co-ops, and independents; and
leading supplicrs for cach food distri-
bution category given on a city and
stite basis.

¥
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The SN Distribution Study of Gro- :
cery Store Sales will be shipped UPS
wherever service is available. Fairchild s
pays postage and handling on all or- ‘E

ders accompanied by payment. The
1982 SN Distribution Study sells for
$30.0K). Orders may be placed directly
through Fairchild Books, 7 East 12th
Street, New York, N.Y. H003,
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Dr. Thomes A. McGroth

Dy, Thomas A. McGrath, professor
of psychology in the graduate school
of education, Fairfield University,
Fairfield, Connecticut, gave a most
interesting presentation to the delegates
and wives attending the National Pas-
ta Association Winter Meeting at The
Breakers, Palm Beach, March 3.

Dr. McGrath is a licensed psycho-
logist and past president of the Con-
necticut  Psychological  Association.
His professional memberships include
the American Psychological Associa-
tion, New England Psychological
Association, Academy of Religion and
Health, and American Management
Association. For the past 17 ycars Dr.
McGrath has been on the faculty of
Mutual Savings Bank Graduate School
of Banking, formerly at Brown Uni-
versity, now at Fairfield University. He
is a member of the Board of Trustees
for the Center of Financial Studies at
Fairficld. Dr. McGrath lectures cxten-
sively for industrial organizations on
management issues and dynamics.

He spoke to the Pasta Convention
for two and a half hours distilling a
full term’s course in practical psycho-
logy using only a flip chant 10 note
some of his principles and drawing on
a vast background of experience and
stories to illustrate his points.

The presentation was videotaped
and is available on 3i-inch tape at
$165 a sct. A set of rental tapes are
available for $50 per week plus freight
to and from Palatine, lllinois. Reser-
vations should be made in advance
with the National Pasta Association,
P.O. Box 1008, Palatine, IL 60067.

Management for the ‘80's—Theery Z and Beyend:

You the Manager

The following notes wzre made by
cditor Robert M. Green and are high-
ly condensed.

The Challenge Today

Dr. McGrath began his presentation
by indicating the challenge 10 manage-
ment today is how to handle the kids
from the "60's who are coming into the
work force. There has been a change
in our culture and attitudes toward au-
thority, loyalty, and discipline. As
these youngsters were growing up dur-
ing the Viet Nam War, the question
was asked: “What about truth?”

The truth is that good relationships
must be developed, and good relation-
ships arc dependent upon credibility,
trust, love which is expressed in com-
munication, service, and touch.

There is a difference between being
a manager and a boss. Management
through good relationships is the only
way lo go.

We were blindly loyal years ago —
*my country right or wrong” — but
today loyalty to the church is possible
only if the congregation likes the pas-
tor, loyalty to the company now is if
you like management. To keep the
marriage contract in effect the partner
says, in effect: “Woo me.”

Discipline went up for grabs in the
1960's — we had MEism. People be-
came oriented not 1o do a day's work,

The cultural change has been a pen-
dulum swing from American pragma-
tism where the common good was all
— the good of the family, the good of
the school, the good of the commun-
ity, the good of the industry, the good
of the country — to liberalism that
emphasizes that the person is all im-
portant.

The liberalism philosophy brought
on unionism with all of its excesses.
The Miranda decision, sct down by the
Supreme Count, declared that a person
is more important than (he common
good. This has brov,at about new
movements such & Dlack is Beauti-
ful”, Women's Li:, “i Am a Person”
— retarded childien are now regard-
ed as “individuah"

Along with tis pexJalum swing to
liberalism came terrorism, a brand
new but terrible power which in its

and the wheat that makes top Granular or Excello Fancy Durum
quality durum products It's Patent Flour from North Dakota
people like Carol Rossberg, one Al
of the skilled technicians at North the durum P!Up]ﬂ
Dakota Mill, who know how to
control the consistent high quality
of the products The result of our {
experience is the perfection you 5

NORTH DAKOTA MILL
expect when you specify Durakota e 0 Dakota 58201
No 1Semolina, Perfecto Durum Pnone (701) 7957000

vhen you order durum products
nilled at the North Dakota Mill,
«e not only deliver the nation’s
tinest durum milled at one of the
most modern mills . . . we deliver
essence declares: “If you scare me G experience!
will hate you, and | will get you.” 1
ramification of this new power and
philoscphy are being felt in the pol i
cal and world scene every day.

Under Theory X the boss was noi 8
manager, he was an authoritarian, U
der Theory Y the relationship betwe

manager and worker must be partici

patory. A
Theory Z

Theory Z says that the best manage§

ment is through good relationships
The Japanese put it in the %
*Preference to Person™.

So management must put ils
and training in middle managemen$
where the style must be to develop re
lationships which in turn develop loy
alty.

Under the old philosophy of 1h
common good, discipline and the Pu:
tan work ecthic were the stick to drivd
the worker. The suffering that
curred from this can make you cranky
crazy, or be the start of heroism.

When you are up tight then thers
is siress. You get negative emotiom
Getting angry makes the adren
glands work and shoot chemicals ini
the body that make stress. Manag
ment must get back to the human per
son. “If you love, then pain will n
hurt.”

Sell denial and self control are
price you pay for a love relationship
We have to get smarter about peoy
The one single source of happines i
a good relationship.

Relstionships
Relationships are built upon th
important foundations: (1) Credibility
faith in God, faith in man, and faut
in cach other. In the business wo
an ad campaign must be simple, J
rect, and truthful. If it is not credit
it will not work. Credibility is '
greatest need for peace in the world
for without it stress is produccd.
(2) Trust - defined as carying ¥
your promise. Credibility and tru
create respect and love.
(3) Communications are essentisji
1o cradicate ignorance and secrec)
When there is danger to love or 10 ¥
leadership relationship, the reaction i
(Continued on poge 20)
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Leo Cantwell, Director of Market-
ing at North Dakota Mill knows
that it's not only the equipment




Dr. McGrath
{Continued om poge 18)

to fight or take flight - to be aggressive
or to be apathetic.

Communicalion means to promote
opinions and attitudes. People only
move when they are motivated. It takes
a group of attitudes to make for moti-
vations. Truth is accepted with pas-
sion and attitude. Communication is
getting feelings from lcadership. Man-
agement must be the communicator if
the relationship is 1o develop loyalty.

Love does three things: (1) Com-
municates; (2) Offers service; (3) Re-
sponds 1o touch. In communicating,
say a kind word — an love
word will be a strong motivator.

Service involves self control and
sclf denial. It is top drawer in the
state of the art among technologists
who now know how to handle people.
Young people want something human
in the management relationship, 15
percent of your work force is not
manageable, so you must make them
as harmless as possible.

Touch can be verbal as well as phy-
sical. Many undonc marriages could
be saved if one of the parties could
say: “I'm sorry™ which is a strong love
word. The most vicious person is one
who spurns the apology.

: The Negatives

Here is a chart that shows causes of
negative emotion and negative beha-
vior,
CAUSE

Frustration

Threat

Conflict

Violation of values

Loss

Failure

NEGATIVE EMOTIONS
Hostility
Fear
Anxiety
Guilt
Depression
Self pity

NEGATIVE BEHAVIOR
Aggression/Apathy
Fight/Flight
Incfficiency
Arbitrary rejection of values
Cry
Overindugence

Stress is a measurable biv-chemical
change. The new skill in managing
people under stress is to hold them ac-
countable by pointing out that the com-
pany has rights just as thc manager
has rights, just as the individual has
rights. You must assume the philo-
sophy: “I am intelligent, and 1 am hon-
est. When 1 am stupid, it is because
of stress.”

Management makes you accomplish
something.

Abernatives to Punishment

Six altenatives to punishment: (1)
i care - | understand - it's okay - what's
bugging you? Focus on the cause.

(2) Obedience is based on law and
punishment. Live by values, not
by laws. We need laws, but work-
ing with humans requirc under-
standing. Don't use a club to make
an employee work, use a skill.
Leam to minister to yourself un-
der stress.

(3) Every law is protecting a value.
The Golden Rule says, Love the
Lord, Love your Neighbor as
Yoursell. When working with hu-
mans, the use of the relationship
approach is definitely the best.

(4) Anger can be managed. Apathy
cannot. Management is a skill that
knows how lo manage anger.

(5) The time problem - find time for
yourself, for your wife, for your
family, for your God. Minister
unto yoursell.

(6) The medium is the message - focus
on the danger, not the insult. Why
do people fight or run? Look for
the danger that has made the per-
son feel fear or threatened. Any
inefficient person will have anxie-
ty over some conflict. People do
not choose to be lazy - they are
depressed when their hormones
are off, their values are not there,
or their relationships are not there,

To Break the Conflict

How to break the conflict? Set pri-
oritics and think values. There must be
order and harmony, or there will be
conflict,

Management style will be more suc-
cessful if it employs an understand-
ing of relationships. Managing by ob-
jective is a brilliant technology but
needs understanding and relationships.
Quality circles arc a brilliant technol-

The diet of most Americans is not
B - model of what people should eat
health and vigor, Its emphasis on
ats, fats, processed foods and sugar
destructive to health, fatiening and
r:-shonminl. A healthy diet goes in
imost the opposite direction. Its em-

dence of program progress. Happily,
that has now arrived.

“The major clements of the con-
sumer campaign are in the final stages
of perfection, and the industry's
themes/message  should be reaching

ogy. They also need understanding
rehlhnshipt.

The system works, because ever i
you get the wrong reason, you will b &
straightened out. Ignore negative x)
havior, but hold people accountas’

15 €m-  arget audiences within a few shon
after finding the cause. hasis should be on foods high in  months. It now must be hoped that
Slsices ymplex carbohydrates — vegetables, reaftirmation of the original expecta-

uits, grains, beans, nuts, sceds and
pinimally processed foods made from
m. Il you ecat a variety of these

pods, you'll get all the nutrients you
Joi Yoo sivesses oul OF yoult systen d and avoid getting too much of

clude:
agny one.

(1) Physical excrcise. Do your thin &
and then relax. Emergy First Consideration
(2) Chemical herbs and berries ha “Energy is the first consideration
pr all living things. Carbohydrate fills

been used since the beginning o 5
mankind, but the abusc of alcohd Shis role admirably and much more
“iBcalthfully than cither fat or protein.

will close all sluices. B i
. + o cenler your meals around grain and
(3) Social activity is an excellent sluic fika e Koend sl Beans

. people need friends and (88 ounged by fresh vegetables and

o _ ii8ruit. Go ahead and enjoy the spag-

(4) Intellectual activity such as readin; &8eq1j without guilt; it's a lot better for
a book or playing « game is help Sy than the meatballs beside it. Have
ful. 3 becr with your pasta. Eat bread,
(5) Acsthetic — a beautiful pmuin. olatoes, rice — they are healthy foods _ ‘
or soothing music or inspiring pp nd considering the nutrition they The second audience was described

ctry all relieve stresses. ing with them, they aren't fattening,  as the “aware audience — people who

= 'lher." think they know something about nu-

(6) Spiritual activity such as prayer &g trition.” This group includes a tremen-
a‘:flpm sluice — pray to )w dous army of publishers, authors, and

cditors who often make damaging
Program all of these cleaning sy i statements about wheat foods and nu-

We all have stress breaking point
Sluices are necessary in a dam to k=
stresses out. A half dozen sluices

tions from the program will be accom-
panied by continued industry suppon
and encouragement.”

At Council Mecting

Al the Council meeting in Kansas
City March 16-17 Al Salter, a vice
president of W. B. Doner & Company,
told members of the Council that the
overall objective would be *10 provide
consumers permission to cat wheat
foods because ‘they are good for them
and part of a proper diet.”

He said there are three audiences
that must be reached by the Council's
short and long term programs. The
first is the general public. “They have
very little information and a lot of
misinformation,”

ood News from
heat Industry Council

tems into life to relicve s ind 3 trition,
you will hy:;thalthicr relllmirs ,:2::- :‘d:rolri:ru mglm The third audience is the profes-
- News on the front page of the si(.muI public, the most difficult to ld.cal
Runner's World farch 23 issue. “Authorization by the with from the standpoint of credibility.
(Continued from poge 3) heat Industry Council of a major A spokesperson approach will be
The energy they produce is their sin ;k 7sumer communications program, used for the general public as there are

some 10.000 television shows that fo-
cus on home, health, diet, and consu-
mer affairs with opportunities for guest
appearances. “The broadcast media,”
Mr. Salter said, “are morc important
to us than anything clse, because we
have so few dollars. We also want w0
develop a network of local and re-
gional spokespersons to take advantage
of local programs.”

The Doner project also proposes a
series of two- or three-minute radio
vignettes with a celebrity talent as the
“draw™ for the audience. This could be
provided to local stations on a public
service basis or as the basis for com-
mercial sponsorship.

Of the proposal to arrange for fea-
ture articles in general consumer mag-
azines, Mr. Salter said, “Success in
just one is worth a whole year's effort.™

-ompanied by strong indications that
#ill receive prompt review and ap-
wal by the Department of Agricul-
¢ comes as a double dose of good
vs. While it would be an overstate-
' 1o describe last week's meeting
seen  Council and Agriculural
. .rketing Service officials as endms
problems, it is apparent that major
aflicts have been resolved, paving
1= way for an exciting and compre-
pensive consumer program to begin
psthaste,
“The Council's meeting last week
s dominated by some very real con-
e expressed by its members that if
dustry support and confidence arc
b be maintained, more than just a
omise of success is required. Needed
A @ most urgent sense is visible evi-
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contribution to health,

“Don't take this contribution ligh'§
ly. Energy from food is the sine g
nonufllumunli!e.OflheS{)Olot :
grams of nutricnts — protein, fat, ¢
bohydrate, vitamins and mincrals (%8
not including water) — an adult ne :
in a dsy, only 10 to 15 percent i
md[artbepulpmaothetlhmsm :
ply providing energy to run the 1§
chine. Il the calorics aren't providk®
in food, the body will start to consum 2
itsclf. Body fat carrics most of 1hs]
load, but some organs can't run s
fat, notably the nervous symm. Thes?
organs require carbohydrate, and whet
the relatively small supply stored i
the liver is depleted, pmteiunlrom 4
over the body must be converted int

e and used, This damagey
every organ in the body.
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Subsidy Protest

“GATT Weighs Action on US.
Complaints over EC Flour, Pasta,”
reports the Wall Street Journal March

U.S. complaints about Common

Market wheat flour subsidies were con-
sidered by a three-member panel set
up by the General Agreement on Tar-

iffs and Trade.

The subsidies commit-

lee is preparing to investigate US.
charges about the European Commun-
ity’s subsidization of pasta exports.

Common Market officials in Gen-
eva agreed to hold

sions™

“informal discus-
regarding U.S. charges related

1o the pasta subsidies after rejecting a
U.S. demand for formal consultations

under GATT regulations.

The infor-

mal talks apparently have failed to re-
solve the dispute about whether pasta
is a manufactured, processed item cov-
ered by GATT rules on subsidies as
Washington argues, or an agricultural
commaodity, as claimed by the Com-

mon Market.

GATT's subsidies committee has to
decide on the next course of action,
which could be the formation of an
investigatory pancl or a request for the
Europeans to enter into formal consul-
tations with the Americans,

The wheat flour dispute, in which
the U.S. argues that Common Market
subsidies give Europeans an  unfair
share of world markets, wasn't resolv-
ed in formal consultations between the
two sides. The manufactured item ver-
sus agricultural commodity argument
is much the same as that for pasta.

The GATT panel hearing the wheat
flour case includes Fumihiro Suzuki,
Japanese ambassador to the United
Nation's Furopean headquanters in Ge-
neva, DLE.R. Hobson, first secretary
at the Canadian mission, and Roland
Lempen, an economics counselor
the Swiss Foreign Ministry,

Planting Intentions

According to US.D.A,, farmers as
of Feb. 1 intended to plam 4.661.000
acres of durum in 1982, down 217
from 5,876,000 acres in 1981, and

16%

less than §,525.000 acres in

1980. North Dakota was down 17%
from last year, at 3.800,000 acres
against 4,600,000, while Montana was

off 29%.
was “desert durum”
Arizona. cut nearly in half from year
ago.

Big; -

percentage decline
in California and

(b it s bl
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rum Shuation of normal in all durum producing were 64 percent more than the :
o states despite rains in carly August vious year's holdings. This year's o ’fm
from Grain Market News, Quarterly 00 lowed progress. Wet conditions  stocks represent 80 percent of the : By
Durion Report, Febrmary, 1002 in North Dakota increased sprout durum wheat stocks ]~ _ -
Production of durum wheat was ¢s- damage thus tightening supplies of high percent a year ago. Off-farm e  BUCKET ELEVATOR
Diharpsg i high 186 million quality. Limited spot offerings of wop 30.9 million bushels were 5 o zg;r E‘;:‘n':c'i‘.‘s"'m“""': IElolrult;r;n wAﬂchm .:,%'. nﬁslpmmx-m.
Hllllhlf m'r“m m*d 'l'ﬂlﬂ' thn ,C‘l’ (gt L] ene approvi nila
buluh.w ﬂ;umn m Y Wm ,hy: shel during m.mm: bushels. rethemtitie y! &“fhﬁh‘hﬂ'}?‘f‘bmg’ l;?:l ear, Fistansicand
s Lo Jon | possible, Section-
the Crop Reporting Board’s Annual pared to $8.10 per bushel a year carl-  Disappearance during the Octobe: """*\__\/p llmdm-lﬁmmm::m:ﬂupu:llllxsychnsthl
Summary. ier. Mill buyers were very selective December, 1981 quarter totaled or horizontal run—allows for ease in cleaning and inspec.
: with few trading at the top. Spot off- miltion bushels, nearly double the 19 : tion. Available as standard with conventional frame or sani-
Harvested acres totaled 5.76 million of M {ary open tubular frame design. Capacities to 4000 cu. ft/hr.
Tk with 4.84 million crings by the end , grad-  million bushels disappearance Write for Bulletin CAL-50
year compared ing amber were discounted 25¢, and ago.
acres the previous year, Yield averaged 40 gurums were discounted 50¢ per  US. eaports of durum

The Modu-Tran I Vibrat

Saulicated Sepply ing Conveyor feeds product
sideways as well as in the
normal forward direction.

CROP YEAR Ou Farms AN Others Total Freducton This unique development by
- 1490 BUSHELS — Aseeco Corporation makes it
1979-1900 possible to split a stream of
June 1 69,685 16,084 85,75 106,654 192,423 ' L : w:;l l:l: ;l‘l}‘ rates of :'lo\lr
Octoher 22,62 30570 153 or con materials gently ired, with sanitary estheti-
Januaty : l“.",: 19,776 IBT:::“) :g:::; :%M h!lh.l.'gu “ﬂmlnh::“n: trays whish are :.Illg- deln’:gned“;!ll:nla;s.
64,486 cleaning meet the most stringent sanitation requiret sents, Tnits can be instal nseties
Apeil | 21,267 5,733 83,159 All units utilize corrosion free *Scotch Ply” reactor s} rings to distribute product to mul-
1900-1981 which can be washed down plus simple maintenancs free tiple packaging machines or
June 1 48,669 12,342 61,01/ 108,395 169,406 positive eccentric drives. Capacities uf up to 2500 cu. ft. hr. to several use points simulta-
October 1 88,456 24,406 122,862 112,862 with langths over 60 feet. - neously on demand,
Jaouary | 73,990 29,448 103,438 1,430 i 45 Y2k : hulistia cve-30 bulletin co/T10
April 1 59974 2328 83,256 83,256 e :
1981-1982 . 8 i bt Mo
June 1 45,183 14,735 59918 185,940 245,858 ;
October 1 147,54 41,701 189,238 189,238 .:.e . R
January 1 121384 30,945 152.329 152329 o 7 N >
Ilicated Disribution l oy
Used for Gresad by I S
CROP YEAR Beed [ Experts Total | "'%_,‘h% 7
- 1,000 BUSHELS — 5,
1979-1906
June-Sept. — 12,7187 14,310 7,617
Oct.-Dec. -—_— 9,357 36,009 46,366
Jan.-March —_ 9,649 10,707 20,356
April-May 8,200 5,087 16,964 30221 !
Season — Total 8,200 37,050 79310 124,560 :
,900

ek TWX 810-290-2101
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Canadian Acreage

Acreage of durum wheat in the Ca-
nadian Prairic Provinces in 1981 in-
creased to 3.8 million acres from 3.1
million in 1980, Yiclds were up, esti-
mated at 26.9 bushels compared with
23 bushels per acre in 1980, The No-
vember estimate of the 1981 crop was
103.6 million busheis compared with
71.4 million the previous year. Visible
stocks of Canadian durum in licensed
storage and in transit as of January
27, 1982 decreased to a position of
784.8 thousand tonnes. Total exports
during the June-December period to-
taled 1.6 million tonnes, 288 thousand
more than last year's figure of 1.3 mil-
lion.

Congressional Concern

US. Wheat Associstes report Con-
gressional concern over the swelling
economic dilemma in U.S. agriculture
and the inadequacies of the new Fann
Bill and the Reagan administration to
realistically address the farm credit
and oversupply problems. A dozen
Democratic senators introduced a res-
olution urging the administration to
take “emergency action™ to stabilize
the farm economy, and 13 Democratic
congressmen crealed a “farm crisis”
group which believes Congress will
hawve 1o offer new remedies to farmers
in licu of lack of action by the White
House.

Lower Egg Production in ‘82

January’s egg production was | per
cent below a year carlier because of
reduced numbers of layers as the rate
of lay stayed almost the same. With
fewer replacement pullets, layer num-
bers in the first hall of 1982 will re-
main below a year earlicr, and egg pro-
duction may be down around | per-
cent.

Producers have been responding 1o
unfavorable returns by reducing cash
expenses. This shows up strikingly in
the number of chicks hatched for lay-
¢ replacements; 1981 replacements
were down from 1980 levels. The pul-
lets intended for table-egg laying
flocks (hatched 5 to 6 months carlier)
indicate that there will be around 7
million fewer replacements in the first
quarter of 1982 than in 1981. Indica-
tions point 1o around 3 million fewer
replacement pullets in the second quar-
ter of this ycar.

26

Number of Layers

The size of the laying flock depends
not only on the number of replacement
pullets, but also on the culling of
older birds. So far this year, producers
have not culled old birds as heavily as
they did a year earlier. Weekly reports
during January 6-February 17 indicate
5.67 billion fewer mature birds have
been slaughtered in federally inspected
plants than during the comparable per-
iod in 1981. With favorable returns
expected in the first quarter, the cul-
ling of birds producing table eggs will
be below Januvary-March 1981, Thus,
layer numbers probably won't fall as
much as indicated by replacement pul-
let numbers. Layer numbers in the first
half of 1982 are expected to averge
around | percent below a year carlier,

Egg Prodection Will Slip

Egg production in the second half
of this year probably will remain slight-
ly below 1981, Late last year hatchery
activity trailed a year carlier, and pro-
ducers during January 1982, hatched
3 percent less chicks intended as table
cgg layers. Eggs in incubators on Feb-
ruary | were up 3 percent. Continued
high interest rates arc likely discour-
aging producers from expanding
flocks, and a period of portable oper-
ations will probably be necessary be-
fore producers begin increasing re-
placements. However, replacements
this spring will likely approach last
year's low if flocks are maintained at
current levels,

Egg Prices to Decline Seasomally

Prices for Grade A large eggs in
carions in New York averaged 73
cents in 1981, about 6 cents above
1980, While prices were above 1980
during most of last year, the biggest in-
crease was in the first hall, when prices
were up 11 cents a dozen. Prices weak-
encd late in 1981 but still averaged |
cent above a year earlier during Oc-
tober-December.

Prices cased in carly January 1982
but increased later in the month, av-
eraging about 5 cents above last Da-
cember and January a year earlier. Se-
vere winter weather in many areas dis-
rupted egg marketings and contributed
1o strong prices. Prices weakened, and
marketings picked up as prices aver-
aged 78 cents in February.

Director of ASCS
Commodity Office

James G. Schlick has been nan e
director of the Kansas City Agricul
tural Stablization and Conservat o
Scrvice Commodity Office, Mr. Schlid
has been acting director for the pas
year.

As director, Mr. Schlick will be re

sponsible for planning, coordinatin
and administering the acquisition, han.
dling, storage and disposition of com

modities 1o carry out a variety of fed I

eral programs, as well as providing
management for Commodity Creds
Corp.’s inventories.

Before coming to Kansas City, M
Schlick was in Washington for 10 yean
in various m nagerial positions in the

Office of the Deputy Administrato§

Commodity Operations, A.S.C.S. Prix
10 joining the Depariment of Agricut
ture, he was involved in marketing and
sales in the wheat and comn milling ic-
dustries, most recently with ConAgra
Inc., Omaha.

Mr. Schlick is a graduate of Law-
rence University in Wisconsin.

Pillsbury Posts Gains
The Pillsbury Co. achieved recon

carnings in the third quarter endedf§

Feb. 27 despite “a recessionary econ
omy, a very severe winter and depru sy
ed agricultural markets,” according ¢
William H. Spoor, chairman and cl id
executive officer.

“Fourth-quarter sales and profi s.
Pillsbury said, “are expected to ¢
tribute to another record year for h
company. The economic environm nt
however, remains a concemn for af
business groups.™

Mr. Spoor said net income in h
third quarter totaled $26.9 millin
cqual to $1.24 per share on the com
mon stock, up 24% from $21.7 nik
lion, or $1.08 per share, in the i
quarter of fiscal 198). Sales aggrejre
gated $823.1 million, off from $8254
million a year ago.

For the nine months ended Feb. 7.
Pillsbury had net income of $96.9 mil
lion, equal 1o $4.48 per share, a 9%
gain from $89.2 million, or $4.44, it
the first three quarters of fiscal 1981
Sales amounted to $2,481,400,000
up 2% from $2,439,800,000 in th
same period of the prior year.
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s J. Feeney to Head
ars’ National Federation

nes J. Feeney, vice-president and
1l manager of the Sperry Division
:neral Mills, Inc., Minncapolis,
ven nominated for clection to
nan of the board of the Millers'
nal Federation.
\r. Feeney would become chairman
the MU.NF. at its April 18-22 con-
ntion at Palm Beach, Fla. He would
hoceed T, Frank Rawlinson, presi-
nt of Centennial Mills, Portland,
¢, a division of ADM Milling Co.
r. Rawlinson has been chairman the
W Iwo years.
Mr. Feeney currently is second vice-
hairman of the Federation, a member
its executive committee and board
directors. He is past chairman of
Transportation and Wheat Flour
pstitute Commitices. Mr. Feeney is
processor member of the Wheat In-
try Council.
ith General Mills since 1948
General manager of the Sperry Di-
sion of General Mills since 1973 and

company vice-president since 1970,
r. Feeney previously was manager

B bakery flour and food service for the

vision, and carlier was assistant
ral manager of the division and
cral manager of the former food
nice and protein products division.
A praduate of the University of
pw 1. Mr. Feeney joined General Mills
148 a3 a grocery products salesman
1 Southwest. He has held positions
* s promotion and supervision at
©  Tpany,

Names New Officers

\ Terminal Association, re-
'main marketing and processing
tive, has named four new sen-
-presidents under new president
of executive officer, Allen D.
an They arc Roland Pavek,
bun  operations; Merritt Peterson,
! trution and development; Gar-
P\ ria, commodity marketing, and
0. bel, finance.
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w Pillsbury Group

§ The Pillsbury Co. announced forma-

" 0/ a new Restaurant Group to di-
<t 1l growing restaurant operations,
hich include Burger King, Stcak and

+ Bennigan's and Poppin Fresh
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restaurants, Norman E. Brinker, chair-
man and chiefl exccutive officer of
Steak and Ale, will be president of the
new group. “The strong growth oppor-
tunities for our restaurant operations
and the significant contribution restaur-
ants make to Pillsbury’s total carnings
require that we focus our management
attention on the entire enterprise so
that it can reach its fullest potential,”
said Winston R. Wallin, president and
chief operating officer. “We have a
strong commitment 19 expanding this
segment of our business, which re-
ceives a major portion of the company's
capital spending, and we are enthusias-
lic about our growth prospects.” Mr.
Brinker will continue as an exccutive
vice-president and director of Pillsbury
and chiefl executive of Burger King.

Peavey Earnings Off

Net income of Peavey Company de-
clined in the sccond quarter and six
months ended Jan, 31, primarily due
to reduced earnings of the Agricultural
and Food Groups, according to Wil-
liam G. Stocks, chairman and chicf ex-
cculive officer,

Net income of Peavey, in the second
quarter totaled $4,233,000, equal to
72¢ per share on the common stock,
off 32% from $6,192,000, or $1.10
per share, in the comparable period a
year carlicr. Sales totaled $194,474,000
down 9% from $213,655,000.

Net income in the six months ended
Jan. 31 was $8,620,000 or $1.49 per
share, a 35% drop from $13,171,000,
or $2.36 per share, a ycar ago. Sales
aggregated  $390,229,000, off R%
from $422,626,000.

Ag and Food Groups Down

“Earnings of the Agricultural and
Food Groups were down significantly
for the quarter and six months,” Mr.
Stocks said. “Although volume in both
grain merchandising and flour milling
was slightly above year-ago level, add-
ed competition for that volume resul-
ted in substantially lower grain and
flour margins,

“Both groups had lower dollar sales
duc to sharply lower grain prices.”

The Peavey chairman observed that
sales and carnings of the Retail Group
improved from last year's second quar-
ter, but group eamings for the six
months remained modestly behind
ycar-ago levels. Fabric store sales and
camings conlinued to show strong im-

provement, Farm store sales and earn-
ing improved for the sccond quarter,
but carnings for the first hall were
about even with last year. Building
Supplics sales and carnings continued
to deteriorate due to the depression in
the housing industry, he pointed out.

“Extremely compctitive markets in
both grain merchandising and four
milling, as well as a very weak farm
cconomy and reduced construction ac-
tivity have remaincd with us through-
out the first half of fiscal 1982, Mr.
Stocks stated. “Without improvement
in these environments, the pattern of
lower carnings seen in our first half
will probably continue for the full
year,”

Den Hl..'lnu.‘
Dan Breland Named

Kerr Pacific President

Dan H. Breland has been named
President and General Manager of
Kerr Pacific Milling Corp., Pendicton,
Oregon. He will be responsible for all
wesl coast operations,

Breland is a graduate of the Univer-
sity of Southern Mississippi with a B.S.
Degree in Chemistry. He spent cight
years in Evansville, Indiana with the
General Foods Corporation in a variety
of positions. For twenty years Breland
was with General Foods in Pendleton
at its flour mill operation, In 1980 Kere
Pacific Milling Corp. purchased the
mill.

The Pendicton operation of Kerr
Pacific Milling Corp. is a major user
of Durum wheats, Hard Red Winter
wheats, Dark Morthern Spring wheats,
and locally grown Soft White wheats.
These wheats are manufuctured into
flour products and sold to producers
of high-quality pasta, bread and cake
products.




(BUHLER-MIAB) EXTRUDERS .

Performance Yo

Eight Models — Capacities from 50 to 16,000 Ibs

Model Lbafiw. Capacity
TPLE (Single Screw) Lab Extruder 50- 300
TPAE (Single Screw) 660- 1,320
TPAD (Double Screw) 1,320- 2,640
TPBE (Single Screw) 1,000- 2.000
TPBD (Double Screw) 2,000- 4,000
TPCE (Single Screw) 2,000- 4,000
TPCD (Double Screw) 4,000- 8.000
TPCV (Four Screw) 8.000-18,000

Model TPCD Capacity, 8000 Iy

We can help your
profit picture, re-
gardless of your

plant size.
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an Depend On!

tary Design
ructural Members completely encloced; can't collect dust
dint.

tors and Drives are open, away from product area and

y 10 service.

ive Guards are completely enclosed in oil baths for chain
ives. Belt Drive Guards are open at bottom, to prevent
st and dirt accumulation.

-piece Unique Trcugh Design has smooth roundsd
rs for easy cleaning. Product hangup on mixer walls is
ually eliminated.

tboard Bearings on mixer shalts absolutely prevent Press base and bell guard reliect the clean,
uct contamination by lubricant. Seals may be replaced ellicient design and allention to detail in every
thout removing bearings or shafts. Buhler-Miag press. Base is sturdy and easily
accessibie. All joints have smooth welds lor

easy cleaning

Supervision and Operation
ixer Cover has plexiglass window for easy inspaclion.

iable Speed Drive with remote control for accurate
pacity adjustment,

me-Saving Hydraulic Die Change Davice.

ed Construction

¢ “roven Design assures long, trouble-fiee extruder life.

I 'a U.S.-built Drive Components selected for low ncise
‘on.

>t Quality is What Really Counts!
" 2 quality is yours from BUHLER-MIAG equip-
ur customer recognizes and deserves it. Can Head for round dies: 15%" (400 mm) diameter.

! 1to give him less? with hydraulic die change device (Single screw
extruder)

" tus for information on BUHLER-MIAG Extruders and other Macaroni Processing Equipment.

7/ ®
(BUHLER-MIAG)

\\\ BUHLER-MIAG, INC., P.0. Bax 9497, Minneapolis, MN 55440 (612) 545-1401

BUHLER-MIAG (Canada) LTD., Ontario (416) 445-6910
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National Pasta Association — Plant Operations Seminar

6600 N. Mannheim, Des Plaines, Illinois 60018
(312) 827-5131

MONDAY, MAY 10 —Afternoon arrivals and Registration
6:30 p.m. Welcoming Reception and Dinner

TUESDAY, MAY 11
8:00 a.m. Welcome and program overview
8:15 a.m. Presentation on Flour Quality Characteristics, Storage and Handling
8:45 a.m. Presentation on Azo flour handling and blending systems

9:15 a.m. Discussion of mixing and extrusion including use of dies by
representatives of Braibanti, Buhler-Miag, Defrancisci and Microdry

10:30 a.m. Coffee Break
10:45 a.m. Presentation on dies/extrusion by Ralph Maldari
11:15 a.m. Question and answer session with panelists
12:00 Luncheon
1:00 p.m. Presentation on drying theory and practice by Charles Hoskins

2:00 p.m. Discussion on drying by representatives of Braibanti, Buhler-Miag,
DefFrancisci and Microdry

3:00 p.m. The use of Microprocessors in process control by Carl Cotton, Microdry
Corporation

6:30 p.m. Reception and Dinner

WEDNESDAY, MAY 12

8:00 a.m. Bus tour to Golden Grain plant in Bridgeview
12:00 Luncheon

1:00 p.m. Questions and Discussion

2:00 p.m. Equipment Maintenance — representatives of Braibanti, Buhler-Miag,
DefFrancisci and Microdry will be at round tables to be visited by the
participants in order to ask questions and discuss maintenance
problems. This arrangement will allow the participant to seek answers
to spoa'.fcilc questions about the equipment in his plant, or in which he i
interested.

4:00 p.m. Adjournment

Ramada-O'Hare has free parking and fres courtesy car to and from O’Hare Airport
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CANNELLONI AND LASAGNE
The Two Typical Italian Specialties!!

— Hove you some problems in producing them?

— Would you like to have them in your sales
catalog?

We ore a Firm specialized in the sole produc-
tion of these speciol shapes ond we supply only
industries both with their own brand and with
bulk product for cotering or suitable for being
afterwards re-elcborated for ready Food, canned
or deep-frozen

For every information please address to

LEAPAR

AL.EA. PARMA S.r.l. — Vio S. Vitale 6
43100 PARMA - ITALY

LABORATORIES, Inc.

EST, 1920

¢ .ulting and Analytical Chemists, specializing in
i naiters involving the examination, production
labeling of Macaroni, Noodle and Egg Products.

! Vitaming and Minerals Enrichment Asseys.
: Selids end Color Sc i nd
ﬁ'o'odlu. ore In Epgs o

Semeoling and Flour Analysis.
Micro-analysis for extrancous matter.
Senitery Plant Surveys.

-Pesticide + Fumigent Analysis.
Becteriological Tests for Salmonelle, etc.
8 -Nutritional Analysis,

9 ~Troubleshooting Compressor Oils.

/AMES ond MARVIN WINSTON, DIRECTORS
P.O. Box 461, 25 Mt. Vernon St.,
Ridgefield Park, NJ 07660
(201) 440-0022

L I - R N

DO YOU NEED?

® Pasta Production
Lines?

® Noodle or
Macaroni Storage

Systems?

® Problems Solved?

Charles M. Hosking

Coll HOSKINS COMPANY
DEMACO Pasta Production Lines
ASEECO Posta Conveying and

Storage Systems.
CHARLES M. HOSKINS consulting

HOSKINS COMPANY
Phone: 312-362-1031 TWX 910-684-3278
P.O. Box F

Libertyville, IL 60048 HOSKINS LIBY.
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Borden Celebrates Its
125th Anniversary

To celebrate its 125th Anniversary,
Borden, Inc. announces the biggest
promotion in the company’s history—
a nationwide “Thank You America™
celebration that will feature a traffic-
building $125,000 consumer swecp-
stakes, full-page coupon ads in April
and June magazines with more than
40 million combined circulation, more
than 275 million store coupons on Bor-
den products, and much more.

In 1857, with threc employees and
one product, Gail Borden, Jr. founded
the company that has become the Bor-
den of today—a leading producer of
food, dairy and chemical products.

The first product, Eagle Brand
Sweetened Condensed Milk, is still
among the diverse line of items mar-
keted by the firm's Consumer Pro-
ducts Division. In 1885, Borden's ex-
pansion began when fresh milk was
added 10 its product line, and in 1928
a company diversification plan an-
nounced the beginning of expansion
into the varied food and chemical pro-
ducts for which Borden is known to-
day.
As Borden celebrates its 125th An-
niversary, the Consumer Products Di-
vision enjoys the distinction of being
one of the nation's largest producers of
dairy products and the leading mar-
keter of “diet” products. From coast
10 coasl, generations of Americans
have grown up with Borden and have
made quality Borden products an
American tradition.

The Borden Family
The Borden family includes a wide
varicty of well-known food brands,
many of them leaders in their individu-
al categorics:
® Realemon and Realime juices
Wyler's drink mixes and bouillon
Bama jellies and peanut butter
Snow's chowders and clams
Drake’s line of snack cakes
None Such mincemeat
Kava instant colfee
Cremora non-dairy creamer
Campfire marshmallows
Cracker Jack caramel coated
popcorn aml peanuts
® Creamettes and Luxury pasta
products
* Wise, Buckeye, Guy's Morton,
Dentler and Dickey's snack
products
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Elmer's Glue-All and Krylon paints
arc also a pant of the Consumer Pro-
ducts Division.

“Thank You America™ Promotion

To show its appreciation for 125
years of support by its loyal consum-
er and trade customers, the Borden
Consumer Products Division is launch-
ing a massive second quarter “Thank
You America™ promotion.

A full-page, four-color *“Thank
You America”™ ad will appear in April
27 Family Circle, reaching 7.5 million
readers, plus additional insertions in
other women's magazines for a com-
bined circulation of 18.7 million.

The ads will deliver coupons na-
tionally on Borden products, including
Eagle Brand Sweetencd Condensed
Milk, Borden Process Cheese Food
Singles and Creameites pasta, in addi-
tion 1o an offer for a free “Best of
Borden" recipe sample with 25 recipes
and craft ideas. Southeast, southwest
and central editions will also carry a
Lady Borden Ice Cream coupon, and
Eastern edirions will feature coupons
for Wise Snacks and Drake's Snack
Cakes.

Display Materials

Full-color in-store display materials
will invite customers to enter the Bor-
den’s $125,000 “Birthday Stakss.”
The contest features cight different
sweepstakes, each designed to pro-
mole individual product groups as well
as the entire Borden product line. Each
of the cight sweepstakes has its own
grand prize and is sponsored by a dif-
ferent Borden product group. A total
of 2280 additional prizes will be
awarded.

Riser cards, complete with contest
rules and two entry pads are also avail-
able for in-store Borden displays.
Shell-talkers are provided in two for-
mats: one for individual product
groups, the other for all participating
Borden products—both with sweep-
stakes entry forms.

Retail ad slicks are availabls for
local newspaper and store circular ad-
vertising. Borden representatives will
bz available with the expertise to help
stores plan tie-in displays and sections
for maximum sales during this event.

“Birthday Stakes”

The Borden “Binhday Stakes™ will

also be announced to more than 36 mil-

lion consumers via a free-standing in-
sert in Sunday suppliments on May 9.

ALY T

This will include three full pages to pn
mote Borden products with coupons i
Lite-line, ReaLemon Drink Mix, Crd
mora and other products. The swep
stakes ad will be personalized for e x
state and will feature entry blanks [c
the contest.

In June, “Thank You Americ
ads in women's magazines will re
an additional 20.3 million consume
nationally with coupons for Old Lon
don, ReaLemon, Realemon Drink M
and Skim-American. Wise and Dral
coupuns will also appear in easte
editions.

Throughout the program more
275 million Borden store coupons wi
be delivered to American consumer
in addition to the million of coupor
delivered via individual Borden b
programs.

181, the San Giorgio brand was
st growing brand in the indus-
wcomplished this by obaining
market share in its existing
shic arca. Skinner, a leading
n the Southwest and the South-
as expanded into the fowa mar-
aring 1981,
v company made successful in-
@ tions of new items of the P & R
il |, which continues to be a leading
@ in New York State. The Gold
il brand was repackuged and re-
ioned into the Southeast as an
ymy brand. Market acceptance to

has been good.

Countcract’ng Generics

e pasta business, in common with
h of the food industry, is seeing
ic products gain an increasing
of sales at the expense of adver-
brands. As part of an cffont to
cract this trend, San Giorgio-
r produced a new commercial
pE1 entitled “It's Silly to Skimp
fasta,” It reminds consumers that
pwest cost macaroni is not always
est value because it may not be
from quality ingredients, deliver
crior lexture, or possess other at-
es associated with high quality.
¢ outlook for San Giorgio-Skin-
g§n 1982 is favorable. To accom-
te the growth in the company’s
business, a new production line
1ded 10 the Louisville, Kentucky
and additional warchousing
was purchased to support the
n, Pennsylvania plant. In addi-
ereased macaroni and neodle
won capacity will be added 1o
anon facility in 1982,

nal Food Brokers
iation Convention

uture for food brokers is lim-
+ by their ow: individual initia-
ctivity and adaptability to
This was the pregnosis offered
i's V. Putthoff, 1981 National
‘ll_ol_ the National Food Brok-
wiation,
-liveting the “National Chair-
Repont™ to the opening session
1981 NFBA Convention and
! Sales Conferenice, Mr. Putthoff
fided the food brokers and manu-
rers in the audience of the “in-
pendencies™ in  the marketing
nel. “The producer, broker and
ribluor are but links in a chain that

Golden Grain Drive

Golden Grain's Macaroni and C
dar Cheese Dinner launches a
spring and summer advertising p
gram in March via ads in Family Cir
cle and cight other leading women
magazines reaching more than 33 mi
lion homes.

In addition to the colorful magarin;
ads, ten of the biggest game shows o
network television will push Golde
Grain Macaroni and Cheese throug
out the day and during prime evenin
viewing hours, The shows inciu
“The Price Is Right,” “Wheel of '
tune,” “Joker's Wild,” *Family Fe:d
and half a dozen more.

According to Sales Manager Dim
nic Forte, it is one of the biggest &
vertising campaigns Golden Grain
ever put behind its popular Maca ¢
and Cheddar dinner.

The ad agency is Vantage Ad:x
tising, San Leandro, Calif.

From Hershey's Annual
Report

The Pasta Division again reah
record levels in sales and operating i
come, despite the fact that the p
industry had a difficult year in 19§
A poor durum wheat crop in V¥
1981 resulted in substantial cost
creases in semolina, the principal i
gredient in quality pasta, The 19%
1982 durum crop, however, was
record levels, and the wheat quality
excellent.
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leads to the consumer. One of us will
not improve our vitality independently
of all other links nor independently of
the entire channel.”

He noted that one of the toughest
challenges facing food brokers is the
economics of the brokerage business:
“Most American business, when it has
a problem with profit or expeise con-
trol considers raising prices. Food bro-
kers have processed countless price
advances in recent years bui have nev-
er issued one of their own. Additional
commissions carned on higher prices
simply do not cover increased costs.

Negative Reaction

“Unfortunately, the food broker
often is forced into a negative reaction
such as reduction in service to princi-
pals and customers or reduced pro-
ductivity and profit. If allowed to con-
tinue, our community will become an-
emic and cventually lack the vitality
to Jo what it could, and wants to, for
this industry.”

“In the interim, NFBA encourages
its. members to be more productive
through better  management of re-
sources both human and material And
most importantly, NFBA encourages
its. members 0 keep such issues in
sharp focus by communicating one-on-
one with principals and customers.
Your Association frequently addresses
the national market on this issue,” Mr.
Putthoff advised,

NFBA members and their princi-
pals must work together to resolve this
situation as well as working to correct
the problem of short-term termination
policies in contracts. “Hopefully our
fricnds in the manufacturing commun-
ity will help us solve the problem. Un-
til they do we will have a tough time
translating a short-term asset into a
long-range plan.”

Persue Professionalism

Mr. Putthoff encouraged the NFBA
members 0 continue their pursuit of
dynamic and professional marketing
scrvices for the industry. “You num-
ber over 60,000 men and women in
position to serve. You have grown
dramatically in sophistization, in di-
versification and in prefessionalism,
Your buildings, computers, test Kitch-
ens, training centers, sales personnel,
automobile fleets and clerical staffs
attest to your considerable investment
and your enthusiasm for the future.

You are no longer an aggressive entre-
prencur looking for an order — you
are a marketing professional in the
biggest business in the world.”

“Our productivity level is essential-
Iy contingent on our ever better de-
velopment of our personnel. | make
this obvious observation to underscore
the reason that NFBA has been so in-
tent recently to offer leadership in the
field of human resource development.

“We must learn 10 do a better job
of recruiting, training. and retaining.
We simply must sharpen our skills at
motivating, leading and compensating.
And we must be better students of the
human person — of how that human
person ticks in 1982 — what is meam
by fulfillment — about the function of
psychological communications which
is the key to improved professionalism
in selling at a profit.

“However, let us not fail to recog-
nize that we cannot do this at the ex-
pense of on-going development of bet-
ter principal relations — customer re-
lations — betier contracts — improved
levels of realistic compensation — can
— buildings — computers — all of
these and more.

“Ultimately, we offer this industry
a local organization of people and the
question is how professional are they
-— bhew productive for the common
guod.

“Let us be ever aware of the inter-
dependencies in the marketing channel
of which we are a part. The producer,
broker and distributor are but links ir
a chain that leads 10 the consumer.
One of us will not improve our vitality
independently of all other links nor
independently of the entire channel.”
Mr. Putthofl stated.

Grocery Industry Trends

Edgar B. Walzer, Editor-In-Chiel
and Publisher of Promwessive Grocer
Magazine, reported the results of three
rescarch studics on current and future
prospects for the grocery industry.

In the first study, the different per-
ceptions of distributors and manufac-
turcrs were highlighted. In surveying
these two groups on opportunity arcas
to improve industry performance. un-
derstanding of cach other's businesses
was the only common response.

“Manufacturers have to overcome
suspicions about their lack of under-

Continued on poge 36)




Pasta draws
a fine line

Most everything about
pasta is positive.

Pastas — let's tell it like it is.
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Grocery Industry Trends

(Continued from poge 13)

standing . . . and be more resourceful
in their trade contacts. That plays right
1o the brokers' streng:h.

Individualized Work \

“Also, tangible productivity gains
call for individualized work with ac-
counts . . . and that's right down the
broker's alley,” Mr. Walzzr told the
audience.

Mr. Walzer then reported for the
first time on a study conducied on
merchandising policies and procedures
in both chain and wholesale headquar-
ters and chain and independent super-
markets,

The market they chose to study is
located near Little Rock, Arkansas
which is a microcosm, containing every
type of store format.

One conclusion drawn from this
study was that most slores, no matter
what format, arc “grossly undermer-
chandised.”

Here, according to Mr. Walzer, is
another arca where food brokers can
shine. They are local people who are
intensely familiar with the trends of
their respective markets,

Food brokers are in a fine position
to fill this need on the part of the
stores.

Crucisl Factors

“Regardless of the format, the cru-
cial productive factors at retail con-
tinue to be sales per square foot and
sales per hour. The key to improve-
ment there is knowledgeable, pinpoint
merchandising . . . tailored to neigh-
borhood needs and competition. Bro-
kers are certainly well positioned to
provide worthwhile help.

“Continual adjustments and accom-
modations will obviously be necessary
as the industry moves forward. But we
see nothing coming up . . . and our
studies reveal no particular situations
that progressive food brokers aren't
entirely cquipped 1o handle,” Mr.
Walzer stated.

He conceded that today’s atmo-
sphere in general and in the food in-
dustry is not an casy one.

“Just consider — therc’s scanning,
which gives retailers the edge on time
movement information . . . and new
types of store formats, with different
buying policies and selling tactics . . .
along with high interest rates, and re-
sulting inventory adjustments. Plus
changing consumer buying habits, af-
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fecting brand volume and market
shares. To say nothing of generics,
diverting, allowanzes, shipping break
down, and. various trade relations
issues where brokers are often caught
in the middle between accounts and
principals. Add the constantly rising
costs of meeting the trade’s call for
service, and the prinicpal’s demand for
more detailed paperwork . . . and it's
easy to sce why the pessimists never
had it so good.

*“Current trends are making the bro-
ker's job tougher, but they may tum
out to be beneficial,” Mr, Walzer told
the NFBA audience.

Foodservice Trends

Sales in the foodtervice industry
are expected to reach $136.7 billion in
1982, a gain of 9.7 percent over 1981
sales. This prediction was made by
Robert Bradford, President of the Na-
tional Restaurant Association, in an
address before the National Food Bro-
kers Association 1981 Convention.

Real sales, adjusted for inflation,
will advance 1.3 pereent according to
Mr. Bradford, well above 1981% mod-
est increase of .6 percent.

At the same time, he noted that per-
formance by different sectors of the
foodservice industry will be mixed.
Real sales in the commercial group
will rise 1.7 percent while military feed-
ing sales are expected to decline by 0.5
percent and institutional group real
sales will decline 0.7 percent.

Eating places, which account for
about 60 percent of our total food-
service sales, are expected to record
a sales increase of 10.4 percent in
1982, which will be a real sales gain
of 2 percent, according to the NRA
forecast.

The largest real sales gain for the
industry is expected to be posted by
the transportation foodservice sector
at 4 percent and fast food restaurants
at 3.6 percent.

“We base our predictions on 1wo
assumptions. First, our economists
believe that the current economic
slump will be short-lived; we're expect-
ing a rebound by mid-1982. The peo-
ple who are making noisc about the
failure of Reagan economics have for-
gotten that the President’s new policies
went into effect on October 1 — We
have to give the man a little time!™ Mr.
Bradford told the NFBA audience.

Favorsble Demographics
“The second reason we're o0 pwi
tive about the future of the foodscn.
ice industry is that demographic :nd
social trends are working in our faver,”
Mr. Bradford continued. He stac!
that this year, more than half of h
population will be 35 or older. M
womicn are entering the work force =
higher paying levels and family size b
expected to continue to be low wit
the number of one and two perss
houscholds continuing to increase.

“As luck would have it, just thox
groups expecled to increase during th
coming decade cat out more ofia
and spend the most money on ther
meals. They have a lot of money and
very little time. For them, foodservic:
is not a luxury, but a service essentid

1o their lifestyle,” Mr. Bradford stated 8

The NRA President quoted a sur-
vey of what Americans 1%z 1o do ait
their leisure time, The front runner re
ply by 13 points is eating.

37% of Comsumer Expenditures
Foodservice now reccives 37 per

The key to trouble - free
food extrusion and

maximum production

results. . .

cent of all consumer expenditures o §

food, up from 33 percent in 1970
NRA cxpects foodservice sales for
1981 to reach $125 billion, which wl
account for § percent of the Gross Nx
tional Product.

“Assuming that the current demo
graphic trends and the continued re
duction in the inflation rate hold true
our economists say that by the tin
of the century, foodservice may be re
ceiving 50 percent of the focd dollir”
Mr. Bradford stated.

Important to Brokers
Mr. Bradford noted that 82 perces
of NFBA member food brokers 1%
sell to the foodservice industry.

“I don't know what the foodsen i
industry would do without the helj «
the food brokers . .
your knowledge of new produc's, ¢
sumer trends and more efficient way
to prepare and serve food. We kios
we can count on you for help in re
solving any problems we may encos*
ter with your prinicpal’s products.”

“l can't imagine a better forum ¥
relaic the National Restaurant Asw
ciation's forecast of what lies ahea!
for the foodservice industry in 1982
We will be growing together,” M!
Bradford told the audience of food
brokers and manufacturers.
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MALDARI *

DIES | g

. We depend = |

Call or Write for Details

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

Amarica’s Lorgest Macoroni Die Mokers Since 1903 - With Manogement Continuously Retaned In Some Fomily
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Condiments contribute little to the
overall sodium intake of American
consumers, while establishing, enhanc-
ing, or complementing the flavor pro-
file of the foods with which they are
ingested, according to a statement by
The Association for Dressings and
Sauces (ADS) regarding the role of con-
diments and sodium in the diet. Ro-
bert G. Burscy, Ph.D., Manager, Nu-
trition Rescarch Laboratory, Kraft,
Inc., was the ADS spokesman at the
American Medical Association Con-
ference on Sodium Labeling. held
March 10, in Washington, D.C.

Condiments, which cover a broad
range of pmducts, including salad
dressings, sauces, dips, rclishes and
mustards, play a key role in the dict
by enhancing flavor and encouraging
consumption of foods considered es-
sential in a well-balanced diet. In this
way, condiments act to increase the
consumplion of r.utritious foods while
aliowing the coisumer complete flexi-
bility in selecting type and level of
use.

According to ADS, “Serving sizes
of condiments are generally in the
range of tablespoon quantitics or less.
Thus, even though the concentration
of sodium in a particular condiment
may be high, the contribution to the
total daily sodium intake is small.”

Average Daily Intake

A 1979 repont prepared by the Food
and Drug Administration’s (FDA)
Bureau of Foods estimated that the av-
erage daily intake of sodium from con-
diments, relishes and salt substitules
is only 120 milligrams. This repre-
sents approximately 1.75% 1o 3% of
the estimated total daily sodium intake
of the average Amecrican and as little
as 4% of the total sodium permitted
for those on moderately restrictive so-
dium diets.

FDA Commissioner Dr. Arthur
Hayes, Jr. has urged the food industry
to voluntarily label their products to
reflect sodium content and lower the
amount of sodium-containing ingred-
icats in foods. The Association for
Dressings and Sauces supports and en-
courages the voluntary labeling of so-
dium in foods. However, reducing the
sodium content of condiments “would
appear 1o be of little merit duc to the

as

discretionary nature of their use,” ac-
cording 1o the Association.

ADS explained that sodium-contain-
ing ingredients, including salt, perform
a number of essential functions in con-
diments with regard to shelf life, safe-
ty and flavor. “Consumers often select
or use a particular condiment because
of the flavor attributes contributed to
the product by the sodium chloride
present . . . The consumer will use only
that amount which is required 1o
achieve a particular favor quality.”
condiments may

dium foods or decreased use of table
salt,

The Association for Dressings and
Sauces represents manufacturers of
salad dressing and sauce products and
suppliers to the industry.

Sodium

The Food and Drug Administration
estimates that 40 percent of food sold
in supermarkets will carry sodium con-
tent labeling by this spring. Approxi-
mately 20 percent of the US. popu-
lation has some degree of hypertens-
ion, an estimated 10-30 percent may
benefit from a lowered sodium intake
—2-6 percent of the population, there-
fore, theoretically would benefit from
reduced sodium/ealt. However, 73 per-
cent of the consumers view salt as a
health threat, although only 14 per-
cent use some form of substitute for
salt/sodium chloride.

Campbell Volunteers
Sodium Labeling

Responding to the consumer's need
for nutritional irformation, Campbell
Soup Company is voluntarily includ-
ing sodium labeling on its soups and
broths, Campbell president R. Gor-
don McGovern announced.

McGovern said the move is part of
Campbell’s long-time practice of pro-
viding thorough nutritional data, and
coincides with the company's across-
the-board commitment to reduce salt
in those products where a reduction
does not affect taste acceptance by
consumers.

Condiments: High in Flavor—Centribute Little Sediuafg-

Beginning next month,
labeling will begin appearing
Campbell's Condensed Soups, Clu
Soups, Soup for One, and Sw.
Broths, McGovern said.

The sodium content will be pin
the nutrition information that €
bell introduced on product labck
1978. For some 20 ycars, Campb
has offered consumers a free bo
outlining the basic nutritional da
including sodium content—for

products.
New Line Appearing

Campbell’s seven-varicly line
new low-sodium soups—cach con
ing no more than 35 mg of
per 100 grams—is beginning to
pear on supermarket shelves.
Campbell's Viasic Foods subsidian
testing a line of lowered-salt pickla)

Meanwhile, efforts are underway
minimize ;

. McGovern said consumer 1o
ing is being carried out on soups
up to 20% less salt. And a new b
of Campbell's Crispy Soups—with ks
than 650 mg of sodium per servi
is being marketed in expanded m
kets.

Coasumer Education

“While sodium, stress, smole
obesity and heredity are all factn
high blood pressure, there’s no &
versally accepled evidence that k

term reduction of sodium intas B

reduce high blood pressure,”
Govern said. “However, Campt !
committed to a progrmm of con:
education on the role of sodium n
dict. We will continue research ard
velopment projects addressing the ¢
cems that consumers and health
fessionals have about sall.”

Campbell will sponsor a symp: +#§
on “Current Perspectives of Hyp 11?
sion” at Princeton, New Jerscy.

The symposium is being orge
with the aid of top medical e
from the University of lowa, Coli
bia University and the University |
Oregon Health Science Center.
three-day event will feature p
tions by some two dozen hype:
authorities from academia and gove
ment agencies.

THE Macaron! Jou

salt in all of Campbel§

the label changes are being
msumers who want nutrient
npc on information on Campbell
du (including sodium content)
h v ¢ for the free booklet “Nu-
on- Why Is It Important?” c/o
su: -t Relations, Box 60C, Camp-
$..p Company, Campbell place,
mdc:. NJ 08101,

1964, Campbell began market-
its original low-sodium products
for consumers on salt-
ricted dicts. Eight low-sodium
fy-to-serve soups, including regular
chunky varieties, continuc to be
¢ted. Low-sodium *V-8" Cock-
Vegetable Juice also is sold.

n 1973, Campbell began a study
determine the degree of interest
png consumers in  reduced-salt
ducts. The study revealed that
on salt-restricted diets consti-
about 8% of the population und
only 18% identified as hyperten-
actually used low-sodium con-
nce foods.

1976, after considerable con-
et research, Campbell introduced
ne of no-salt-added soups. Six
lies were test marketed, but sales
oot strong enough to suppor
v store distribution and the line
wi'hdrawn,

salt Reduction Possible
'8, Campbell began reducing
I s, on a soup-by-soup basis, to
15t above where consumer ac-
might decline. It was con-
iat salt reduction was possible
soups and that there is an
level of salt which will pro-
highest level of acceptance
reatest number of consumers.
itisfied with the first no-salt-
»t, Campbell retested that con-
979 with variations in flavors,
and advertising. Sales once
‘fe not strong enough; con-
! acceptance, cven among salt-
- 18, was negative.
180, Campbell began market-
reduced-salt soups in one plant
without advertising, promotion
Smment on the label. To date,
"'r' panalleling the same varietics
nally,

L 1952

In January 1981, Campbell tested a
reduced-salt vegetable soup against its
standard vegctable soup variety in
cight cities. The ratings were close and
reformulation work continues.

In January 1982, Campbell intro-
duced a new line of low-sodium soups,
each containing only 25-100 mg per
10} oz. serving.

Campbell Soup Sales Up

Campbell Soup Company reported
record sales and earnings for ils second
quarter and first half ended January 31.

R. Gordon McGovern, President,
said net carnings for the second quar-
ter rose 15% to $46,840,000 from
$40,744,000 in the second quarter last
year. Eamings pcr share also advanced
15% to $1.45 from $1.26 per share
in last year's quarter. Sales increased
5% 10 $816,140,000 from $779,231,-
000,

For the first six months of Camp-
bell’s fiscal year, camnings rose 12%
to $83,220,000 from $74,363,000 re-
ported in the first half of fiscal 1981.
Earnings per share climbed 13% to
$2.58 from $2.29. Sales advanced 5%
to $1,555.909,000 from $1,484,367,-
000.

“These financial results are in line
with our operating plans for the year,”
McGovern said. “Our volume is up
over last year by approximately 2%
for the quarter, as well as the six-month
period.” Strong gains were recorded
at Pepperidge Farm due 1o its new
Deli's line and excellent results in
snack bar and cookie sales. Soup
volume was up more than 2% while
Swanson frozen foods and Internation-
al sales were behind. McGovern said,
“Our operating plans call for holding
domestic price increases to a mini-
mum, which we have, and increasing
the level of adventising and marketing
expenses, which were up approximately
20% after six periods. A profitable
Swilt-Armour Argentina mcat  busi-
ness, stable ingredient prices, and our
cost improvement programs have en-
abled us to meet these commitments,”™

B', B’, and B’
by Darla Tufto Nutrition Specialist,
North Dakota Whear Commission

Thiamine, riboflavin, and niacin—
three parts of the B complex vitamins.
We most commonly hear of these B
vitamins because they are widely used
and advertised as enrichments in most
breads, cereals, and pasta. These three
vitamins arc vital for basic metab-
olism.

As a catalyst in the breakdown of
carbohydrate for encrgy in human
systems, these B vitamins are essen-
tial. Nature planned this well as these
vitamins are in most high carbo-
hydrate foods such as cereals, grains,
fruits, and vegetables. They also cach
have other characteristics important to
human function. Thiamine is the most
difficult of the three to find in the
food supply which is part of the rea-
son it is found as an enrichment in
many wheat foods. Because it is spread
thinly in foods, thiamine may be rec-
ommended as a supplement in high
calorie dicts. Thiamine is found in
pork, pasta, breads, and cercals and
in small amounts ir, milk, most fruits
and vegetables.

B’ For Energy

Riboflavin, or B?, not only ucts as
an enzyme for encrgy creation but
also plays a part in protein metab-
olism (building) and in providing
oxygen to the tissucs. lis require-
ments are also related to caloric in-
take. Riboflavin is found in many
foods with wheat products being a fair
source. Dairy products and other ani-
mal protein sources provide most of
the riboflavin needed in the dict.

Niacin has two other enzyme func-
tions aside from its role in carbo-
hydrate breakdown. It is essential for
fat synthesis and aids in the oxygen
supply of some tissues. Niacin is
unique in that it can be made in the
body from the essential amino acid
tryptophane. Sixty milligrams of tryp-
tophane can be converted to onc milli-
gram of niacin. Thus, if a dict is well
balanced, niacin is in adequate sup-
ply. Niacin is found in legumes, cer-
cals, and some [ruits and vegetables.
Because of its relationships to tryp-
tophane, animal proteins can be a
source of niacin.

That's a summary of the functions
and sources of B', B, and B*. They
are imponant to everyday body func-
tions and wheat products are sources
of them.

»




SAVE OVER $1 Mi(§

WITH EACH MICROWAVE

DHYER

® Up to 4 imes the proguchion in
the same feet of lloar space a bar-
gain in itselt with construction
costs in the $40 sq ! range

W Free production 542 . with a
5-day week

B Save energy Tests prove over
50% total energy savings com-
pared to some competitive dryers

M Santitation savings  Minimum
$100 each cleaning Most easily
sanitized dryer hose it down of
steam clean i

W Save on installation Fabricated
and assembled at our plan! Up 1o
5 000 man-hours savings

W Other factors of increased tes:-
bility less waste from spillage
more exact moisture control
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A BETTER PRODUCT

Finally we have the capability
we ve been trying to achieve for
nundreds of years—drying maca-
roni products from the insige out
Until now we have had to wait for
the product 10 sweat or rest so
that the moisture would migrate to
the surface when we could again
dry some more n small stages
We had 1o be careful not to case
harden the product so the moist-
ure would not get trapped thereby
causing the product 10 keep drying
on the outside but not properly
and to check at a later date
when that moisture finally dig
make I1s escape

Microdry actually produ &
ter product than does cory
processing The super e,
the cooking strength ang
~hen reagy to eat and t
enhancement and microb
when presented in the pa
We will be pleased 10 subm
ples of proguct made on
press same dieé same raw
but dried in convention
Microdry units You will reas
the color difference
taste the bite difference
measure for yourself the
sluft oft each produrt

W Kills all weevls —egus M c'ying operatbon trom

ang adults ne comparisons by o
¥Bccacsors Shows total energy

W Kiis all salmonelila

Coli and Coliforms Gre:d

duces total microbial cour 4
s
W Makes a product & |

color !

Tur Mo akoss Jok

TEN YEARS!

WHAT USERS SAY:

| Lowest downtime  We keep an

accurate record of all downtime

and express it as a percentage of

lime down to time scheduled

Microdry leads the hist at less than
<]

Plant Manager of a leading mit
west operation

W All future equipment will be
Microdry

Technical director of a large pasha
plant

B | guess the greatest comphiment
| can pay to Microdry s that f we
were going to install another Shor!
Cut ine in our Operation 1t woula
deftimitely be a Microdry Micre
wave Dryer

Executive Vice Presiaent pasta
manutacturer

UNITS IN THESE LBS HR
CAPACITIE '500 2500 AND
4 000 ARE OPERATING TODAY
OR ARE OMN ORDER FOR

B GOLDEN GRAIN PLANTS

7 units

Chicayo Seattle San Leandro
BDAMICO ' une

Chicago

BCATELLI 1 unp

Montreal

B GOOCH 2 unis

Lincoln Nebrackag

MOB 'uni

Fort Worth Teaas

W LIPTON 2 unas

Taronte Canaca

B GILSTER MARY LEF 3 units

woaster i

B NESTERN GLOBE 2 urin
Angele

B PILLSBURY CO Amencan
Beauty Division 2 units
wansas City Kansas

B SKINNER 1 une

Omahag Nebrasaa

W Diewasher by Microdry More
compact 2 000 p s+ water nozzie
nressures

MICRODRY Corp World leader
moandusitial microwave heating

MICRODRY

3111 Foslorna Way
San Rarnon CA 94581 415/817 9106
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GENERICS DON'T HAVE TO LOOK CHEAP TO SELL

By Charles C. Rossotti, President
Rossotti Consultants Associstes, Inc.

A t the recent Winter Meeung of
the National Pasta Assoiation |
was asked to chair the round-table on
packaging. The first  guestion was
"What's new in packaging since last
year?”

There seems to be little new andd
startling but aspects of packaging gen-
eric foods was a lively topic. While
generic foods are 1o have no frills, the
packaging industry is put under ths
siime constraints—no expensive pach-
aging and keep overall costs down for
the generic products to the consumer.
Thus, the main thrust of the effects of
those involved in attempting to cut out
all the frills and any additional ex-
pense in packaging, seem to cut the
packaging down to the barest mini-
mum — nothing but a black and white
simplificd package. However, the ex-
perts in the packaging industry dis-
agree on this approach.

Their overall disagreement  seems
to be that generics don’t have to look
cheap to sell. Some packaging experts
feel that retailers are all wrong in the
way they have approached generics
packaging. They say generic foods
would sel! better if the packages con-
veyed a message of quality rather than
a message of cheapness. One packag-
ing expert stated that if someone came
10 him 10 design a generics food pack-
age the last thing he would do is make
it look cheap; the first thing he would
do is make it look like the best value
n the store. There is a difference be-
Iween conveying a message of cheap-
ness and a message of value. The price
itsell conveys a message of cheapness,
o there 1s ne reason for the package
to also convey this message. So why
sacrifice everything else good about
the product for the sole purpose of
comveving cheapness?

Packaging cxperts claim that the in-
cremental costs of printing a package
in four colors rather than in black and
white would be so small that it would
not affect the overall cost of the pro-
duct. As a matter of fact, in some in-
stances, generics packaging in black
and white in small quantities might
wind up costing cven more than the
regular color packaging of large users
wn millions of packages. The largest
suingle cost of a generic product is the

- SR 1 -

Cherles C. Ronsorti

contents in the package. The cost of
the actual package is very small, The
cost of an actual labe! might be
1100tk of a penny for black and
white: the cost of a single four color
label s about 175Mh of a4 penny—so
even by doubling the cost or ike Libel
from 1/ 10th of a penny o | SOth of
a penny, you still haven’t satenially of-
fected the overall cost of putting the
product together. What are they go-
mg 1o do — raise the price | 'Stih
of a penny?
Private Lahel

Private label packaging has attemp-
ted to look as good as national brands,
and that’s smart. Claiming that the pro-
duct is as good as the nationam brand

GOULD DESIGN EQUATES DRAMA PLUS GPIOD TASTE !
Could and Associates have created o dromatic and unwgue graphic design for &
Prince Macaroni Company pasta product, ““Superoni’. The raised hand supporting
plate creates o provocative anvitalional suggestion — an offering. The dark bockg™
ond muted colors, by contrast, clearly separcte it from ity competition. The scnip? °
cdds @ guality note 10 the overall design. The visua! effect is o dramatic biliboard

1s alwo smart. Generic products « .
that price is the only game in 1.8
and the first thing they set out i
is to make them look inexpensit.
stead of making consumers fed| |

they are really getting somethii ¢ «
their money. They know the prc |
evenything and the value of notoe &

We believe that the goal for a pa
age should be 1o sell a product a2
point of sale as opposed to decora §
the product and making it look pre
Manufacturers and  retailers  hebe
that the single most persuasive med: 48
available to communicate a love 8
price is the package design. Tha
isell, depicts the importance of pu 8
age design per se because it is a
they use most dramatically as wq
plained in our packaging discussi
last year’s meeting entitled, “Paci
ing should be a tool of twop mans
ment.”

Horrerdous Error
Onee genenes packagers decide
itas the package design that s ¢
to convey bs the consumer what -
the package. then they make wha
think s the most horrendous
Ihe retailer then says, since the o 8
of generics is going 1o be less thao o 3
things else, the first thing we h v i
do is make them look cheap, an | 4

IContinued on poge 441

Tue Macaront Joux

-
Call Demaco for Answers.
(212) 963-6000

A VITAL LINE IN THE FOOD CHAIN

DEFRANCISCI MACHINE CORP. 280 WALLABOUT STREET. BROOKLYN N Y 11206 TWX 710.584 2449
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Roger Di Posca

Roger Di Pasca
was born May 5,
1908 and  died
February 17, 1952
at the age of 73.

He was born in
New York City
. and cducated at
Fordham Prep,
Fordham College,
and was a gradu-
ate of Fordham
Law School.
Before World War
il Mr. Di Pasca was associated with
the law offices of Impellitieri anJ Lo-
reto in the Woolworth Building, New
York City, Mr. Impellitieri later was
10 become mayor of the city, and Mr.
Loreto became a New York State Su-
preme Court Judge.

Mr. Di Pasca joined the Air Force
in May, 1942, and was separated from
the 12th Air Force in December, 1945.
He spent 27 months overseas in the
Mediterrancan Theater, Naples-Fog-
gia-Arno and the northern Appennines
—where he served with the Intelli-
gence Department of the 12th Air
Force. He was awarded the Bronze
Star Medal.

He joined the Ronzoni Macaroni
Company after the War and was with
them for nearly 30 years as general
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counsel. During that time he made a
great contribution to the industry as
well as to the company. He and Joe
Giordanno of V. LaRosa and Sons
were the only legal counsel working
directly in a pasta company at that
time. Between the two of them they
exercised leadership in revising the con-
stitution of the National Macaroni
Manufacturers Association and coor-
dinating committee work, particularly
for the Standards Committee. In short,
they served as general counsel to the
Association on a voluntary basis be-
fore outside counsel was retained.

Mr. Di Pasca became totally dis-
abled with multiple sclerosis about
eight years ago. He is survived by his
widow, Virginia, daughter Linda Step-
hens-Batko, and grandson, Dean
Stephens.

Alaffer Joins Buitoni

Tim Altaffer has joined Buitoni
Foods Corporation as Assistant Pro-
duct Manager - Frozen Foods, it was
announced recently by Willam P.
Smolka, Buitoni Vice President - Mar-
keting and Sales.

In his new position, Altaffer has
marketing responsibilities for Buitoni's
line of frozen entrees, side dishes and
pizzas. He will be reporting to Bui-
toni's Marketing Manager - Frozen
Foods.

Prior 10 joining Buitoni Fools, Al-
taffer was with Lever Brothers Com-
pany, where most recantly he served
as Sales Communications and Promo-
tion Materials Coordinator. He joined
Lever Brothers in 1977 as a Sols
Representative for the Ft. Wayne, In-
diana area.

Altaffer is a graduate of Lehigh Uni-
versity, where he camed his B.S. de-
gree in Marketing.

Buitoni Foods Corporation manu-
factures and markets a full line of
quality ltalian dry pasta products, piz-
zas and frozen enirees.

Coming Events
Tth Amaual Meeting NPA
The Broadmoor, Colorado Spriegs
JULY 11-15, 1982,

Washington Mecting
L'Entast Plars Hotel
Seplember 16, 1982

Birkel of Germany Acqui
‘Batter’ Flour Specialist

According to Werld Food R
Birkel, one of Germany's leadin: ¢
ta manufacturers, has purchase:
her Nachrmittel, located in Ulm, whe
specializes in production of “bare
flour, bread crumbs and soup ingn
ients.

Commenting on the purchg
World Food Report said:

*The acquisition of Zeiher enab
Birkel to expand its own interesty
the ingredients sector. Its wholly
ed subsidiary, TAG, produces b
flour and similar items. Zeiher, wt
markets its products in southwes
Germany, will strengthen TAG's diss
bution network, wh: " " particuls
weak in this region. .+ <.e same 13
Zeiher will benefit from Birkel's g
er technical know-how and larger ng
keting and sales forces. Together, T&
and Zeiher will hold a share of ak
30% of the batter flour market, mi]
ing Birkel the market leader.

“Birkel is also a major force in 3
sauce market. Early in 1981 it entes}
the instant noodle market in a p¢
venture with Nissin Foods of Ja
it noted.

Generics
(Continued from poge 42)
certainly have achieved this aspect §
a matter of fact, in our opinion, ¢
ics packaging represents a step
wards as packaging manufactugil
over the years have constantly m{j
to improve all aspects of pachar
wherever practical and possible. 28
In conclusion, from the stan)pg
of packsging manufacturers, ther§
little or nothing 1o be gained in <€
ening the packaging of generi.
ducts. Finally, gencrics don't have'd
look cheap to sell. |

Durum Decrease :

North Dakota State Wheat (&
mission reports preliminary indicaty)
project a 21 percent decrease in &
um nationwide with 40-50 percent !
ductions in Arizona, California. &
Minnesota. The 17 percent reduc
indicated for North Dakota Juf]
acreage is likely 1o become more
nounced depending somewhat on [
relationships ond producer deci
on acreage reduction program par§
pation between now and program #
tification.
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ROSSOTTI

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY
SINCE 1898

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

PACKAGING —we believe we have undoubtedly

modernized more packaging than any
other sources. We constantly con-
rinue our updating processes.
PROMOTION —we have not only conceived many
promotional plans, but we have
studied many that others have
launched throughout the country. We
believe we zan help promote your
products that you have by study, ana
recommend additional products thar
might be promoted in your trading
areas.

MARKETING —rather than depending entirely on
aavertising dollars, we can show you
modern marketing methods which
will help capture more ot your mar-

ket. We have done it tor others.

MERCHANDISING —We cun point the way towards new
protitable praducts and lay out mer-
cnanaising methods for their devel-
opment.

We have experience in these areas

ciles C. Rossotti, Presidem Jock E. Rossotti, Vice President

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

Telephone (201) 944-7972
tstablished in 1898
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