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Carlo Middione’'s Low-
Calorie Pasta Lunch
t A\

A premier pasta deserves a
premier package. And that's just
what Fold-Pak gives you. We've
been making packages for the
best pasta manufacturers in the
business for many years.

Whether you require high fidel-
ity, multi<color offset, rotogra-

vure or flexographic
printing, Fold-Pak
guarantees a ro
superior package.
For an added touch

Mewark, New York 14513 115331 1200

CORPORATION

of elegance, packages can
varnished, waxed or poly-coated
depending on your individu
product need. Our graphic and
structural designers are alsa
available to update your pack e
age or give it a completely ne
look. The end result is a past
package that your product

pasta package
by Fold-Pak.
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incly members of the New York
press corps lunched with the
Board of Directors of the National
Pasta Association at the posh Helm-
sley Palace Hotel in New York City
September 15. Cocktails were served
in the library accompanied by a trio
of scafood appetizers served in pasta
shells. The luncheon entree” was Pas-
ta Svelta, rigatoni with poached chic-
ken having a calorie count of 375.
This was served with a citrus salad
and a melon dessert which were cre-
ated by NPA spokesperson Carlo
Middione, a San Francisco chel.

President Joc Viviano gave words
of greeting to the food editors and
after luncheon conducted a quiz game
called Pastability.

He informed the luncheon guests
that the pasta indusiry’s promotional
theme for the coming year is “PAS-
TA'S ALL THAT . .. AND ONLY
210 CALORIES.” The theme has
been selected, Viviano stated, to com-
bat the myth that pasta is a fauening
food.

Cited as the food of the cighties,
pasta has gone upscale as food authori-
ties, in recent months, have referred to
“the pasta avalanche,” . . . “the pas-
ta-rizaiton of the nation,” , . . a rags
to riches change of image.” No longer
thought of as only meatballs and spa-
ghetti or macaroni and cheese, it now
appears on the menus of ulirachic
restaurants in appetizers in addition
o entrees.

Expanded Efforts

As the Association launches its new
campaign on October 1, publicity
efforts will be expanded into the clec-
tronic media as well as traditional
print promotion. Personalities such as
Carlo Middione, prestigious pasta
chef and author of “Pasta! Cooking
It, Loving It,” will be appearing on
television and radio programs to cx-
tol the virtues of American pastas.
He will inform audiences of durum-
made pasta’s merits . . . how pasta
can be used in preparing low-caloric
entrees and correct ways to cook and
serve pasta. Brynn Thayer, popular
soap opera star of “One Life to Live,”
will sing pasta’s praises on TV talk
shows. A pasta devotee, Ms. Thayer
is quoted as stating, “. . . We basically
cat pasta four times a week. I love it.”

4

The National Pasta Association is
composed of leading manufacturers of
dried pasta in the United Siates, and
directs its promotional efforts to in-
form consumer and trade groups of
the nutrition, economy, versatility,
convenience and flavor advantages of
pasta as they relate to today's life-
styles. Emphasis is focused on the low-
caloric message that pasta is not a
fattening food, and that your family
can enjoy pasta every day because it
is low in calories. The trade associa-
tion, originally National Macaroni
Manufacturers Association, was found-
ed in 1904,

State of the Industry

Joseph P. Viviens

A the annual New York press
corps luncheon held this year at the
Helmsley Palace Hotel, NPA Presi-
dent Joe Viviano made the following
statement:

The big news in our industry is
not so much that people are talking
more than ever about (and eating
more of) our product, but what they
are saying.

The essence of responsibile report-
ing is simply to cite the facts. That's
what I'm going to do. The following
arc direct quoles from well-known
food experts who kmow pasta but do
mot make their living in the industry.

James Beard calls it “a pasta ava-
lanche.” Craig Claiborne calls it ‘the
‘pasta-rization’ of the nation,” Mimi
Sheraton calls it “a rag to riches
change of image.” 1 could not have
said it any better myself.

All of these phrases | just quoted,
from respected food experts, appeared
in just the past few months. And they
document what I'm going to call the
Fortunate Phenomenoa of the con-
sumer’s nation-wide passion for pasta.

National Pasta Assoclation Greets New York Medi:

Major mews magazines, as v || 4
women's interest and shelter 1ag.
zines, are writing about past. Re.
lated food companies are fe uring
thelr products with pasta in the 34,
to identify with a “winner.” | mou
celebrities are quoted as pavi .
voltees including the occupants of the
White House. The ulira-chic restay.
rants, even those specializing in I rench
cuisine, are now serving pasta cnirees
Pasta appetizers are more and more
common in fashionable menus.

Passion for Pasia

What do you suppose is the cause
of this fortunate phenomenon, this
passion for pasta? Some suggest that
theeconomy is responsible and tha
consumers are looking for economical
meals. And that they are.

But if it's the economy alone, how
do you explain the fact that pasa
products have made major and sub-
stantial gains in consumption in goed
times and bad, tha this passion hn
in fact been a long-term on-oging love
affair? Tonnage of pasta products swh!
through grocery stores has been going
up solidly virtually every year. for
years and decades.

You may be aware of the fact tha
the grocery business has been ven
flat for a very long time. Specit :ally,
dry grocery food products ha - in-
creased in tonnage only about 5%
over the past five years. That ks
than 1% per year and is about qual
to the increase in population.

Pasta products, on the other |
have increased tonnuge by
over the same period. That
pasta is increasing in sales at
of more than three times that
average dry grocery product
store. This popularity is stror
growing. In 1981 the growth 1
22% over 1980 and through -
1982 the rate has increased to

Incidentally, these numbers & -
educated guesses, but report: !
SAMI, a grocery industry rc :
service that measures actual
movement out of food warchou .

It pasta sales increasc coatinually
over so many years in all economk
conditions, and at a rate so mud
beter than the average food product.
the next natural question is, “Why ¥
that?”
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ul you asked, because | want
w the answers,

first place, I'm talking about
1 products, not boxed din-
Oriental noodles. American-
sta, pasta from durum and
d wheats,

re a few of the reasons,

Pasta - all that mutrition — and only
110 calries per serving.

Pasta’s all that versatility — and
=ly 210 calories per serving.

Pasta’s all that ecomomy — and
aly 210 calories per serving.

Pasta’s all that convemience — and
«ly 210 calories per serving.

Pasta’s all that flavor — and only
110 calories per serving.

Favor, convenience, economy, ver-
slity, nutrition — a quintuple treat,
are five good reasons why the
meamcr fecognizes, appreciates and
mts pasta products, Why she or
it ®Iving more every year.
And our industry will be promot-
3 — heavier than we ever have in
the past —on exactly those themes
I jost outlined. We think pasta indeed
=zay be the nation’s favorite food.

Bountiful Crop
Neat s word about the state of our

hslry
Is in very good health and we
nesaure the health of the in.
terms of crop conditions.
now, durum semolina is the
rial of choice to make the
uality pasta products. This
limited crop, grown princi-
4 19-county area in North
t commands a premium price
r types of wheat.
ar we had the biggest crop
dtory of this country, 180
ishels, and this year it will
ite @5 big, 140 million bu-
still one of the very biggest
¢. The quality of this crop
) be excellent.
oes that mean? The size of
especially two bumper years
vack, should provide stability
. Pasta always has been an
“n value in terms of protein,
+ and meal values on a cost-
ening basis compared 10 other
M jossibilities. With the supply
P, we will continue to offer that
Nanlage,
’?‘ 10 quality, farm products are

other products. Sprout damage, rust,
insufficient moisture and other condi-
tions determine how good the wheat
is for processing. So far there have
been no major afflictions affecting this
year's crop. Since wheat, water, cn-
richment and manufacturing expertise
are the only ingredients in pasta, the
quality of the raw material is sbso-
lutely critical in the production of the
product. We should have no problem
supplying quality pasta at traditional
values.
Strategic Plan

In other major developments, just
in the past two years our indusiry
has created u Strategic Plan for the
industry itself. The plan amounts to
a road map that identifics the spaeific
direction we wamt to take, the ob-
jectives we want 1o attain in the major
arcas of our industry activities. Today,
cvery progressive business worth its
salt either has developed or is de-
veloping long range or strategic plans
—as well as next year’s budget. This
process works equally well for an in-
dustry. So we now have a plan in place
that is helping 10 focus industry at-
tention and activities towards identi-
fied goals.

One of these goals is another im-
portant development. We are chang-
ing the location of the Association’s
office from the Chicago area to Wash-
ington, D.C. The reasons are the same
that have led so many other associa-
tions to be headyuartered in the na-
tion's capitol. Increasingly, association
activity interfaces with government in
terms of policy, legislation and regu-
lation — and so it only makes sense
to be closer 1o the seat of government.

Imports

Finally, in discussing general in-
dustry conditions, 1I'd like to mention
several points about foreign  pasta
products, which are being imported
into this country in increasing volume.

First, there may he some mystique
about food products made across the
occans and then placed on sale in
an American supermarket. The prod-
ucts come from a long distance, a pic-
turesque locale, and carry strange-
sounding names, all of which can de-
velop some sort of a special interest.
Mystique can be created as much
through lack of knowledge, as posses-
sion of knowledge, il not more so,

Let’s start with the fact that there
is no real mystique or secret o the
manufacture of pasta products, If you

put the best raw material through
modern equipment and operate in a
clean plant. you're poing to end up
with excellent pasta. The quality of
American-made pasta products  from
No. 1 Hard Amber Durum Semolina
is superior to those of similar raw
materials imported from  anywhere,
very definitely including laly, Our
raw materials are equal to or superior
to ltaly's. As a matter of fact, they
buy a substantial portion of their sup-
ply from American wheat filds.

Ialy and other foreign producers
are mot governced by the stringent san-
itary and regulatory conditions that
the US. government imposes on
American manufacturers for the pro-
tection of the American public. And
so, even il the raw materials were
equal, | can assure you that the
American-made products are going to
be cleanei

The last point I'd like 10 make
about imports is that the ltalian gov-
ernment is subsidizing — to the tune
of 6-8¢ per pound — these  pasta
products imported into the U.S. Oh.
viously, we think this is an unfair sit-
uation. We are receiving no subsidy
on US.-made products, and we want
none. We do want fair competition.

Pasta Cooking and
Serving Tips from a
Pasta Specialist

To puarantee that your pasta is
served at its peak in Mlavor and texture,
here is some helpful advice from Car-
lo Middione, author of “Pasta! Cook-
ing It Loving 1" and a master chef
who has spent a lifetime  extoling
pasta.

A first generation  Sicilian-Ameri-
can, Carlo in his youth learned a great
deal trom his father, an accomplishe A
French Pastry Chel knowledgeable in
French haute cubine and provingial
dishes.

Later he studied cooking technigues
at such famed institutions as Le Cor-
don Bleu and La Verenne in Paris,
and the Cordon Bleu School of Cook-
ery in London. He has conducted
cooking tours in England, France, and
ltaly, and served as the lalian Spec-
ialist at Tante Marie’s Cooking Schoo!
in San Francisco. Presently Carlo is
the Pasta Specialist at the famed Cali-
fornia Culinary Academy, where he
was awarded their Honorary Diploma,

(Continued on page B)
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is always

4 in assuring confidence to pasta factories all over the world
% with the most advanced technology
% because of experience acquired throughout the world

BRAIBANTI “HT" lines

in ITALY

in FRANCE

in US.A,

in JAPAN

in PORTUGAL

in SPAIN

in GERMANY
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Cooking Tips
(Continued from poge 5)

thus joining a small select list headed
by James Beard and Julia Child.

“Americans make a number of very
common mistakes with pasta that are
casy to correct” says Carlo. Here are
some of his tips:

1) In cooking, use about 4 to §

quarts of water per pound of pas-
ta, This help the pasta cook even-
ly and prevents it from sticking
together.
It is unnecessary and undesirable
to add oil to the pasta-cooking
water. After the pasta is cooked,
leftover pasta may be very lightly
dressed with oil to prevent stick-
ing.
To get very long pasta—such as
spaghetti—into the pot, grasp a
bundle of spaghetti a1 one end
and submerge the other end in
the boiling water; as the submerg-
ed end of the pasta soltens, grad-
ually release your hold. The rest
of the pasta will slide into the
waler without breaking.

The size of the pasta determines

the cooking time. You can use

package directions as a guide, but
you should still watch the pasta
very closely and test frequenily.

Pasta is done when it is “al den-

tc” (to the tooth), is tender but

firm, siill biteable but not mushy,
and with no taste of flour.

5) Boiled pasta to be baked should
be under-cooked in boiling, as it
will be cooked more, later, in the
baking sauce.

6) Do mot drain and rinse the cook-
ed pasta. Many pasta sauces
benefit from blending with a little
of the cooking water left in the
pasta. Otherwise, the pasta may
get too dry and you will end up
having to use more sauce than is
really necessary, which will in-
crease the calories.
Pasta to be served with a sauce
should be caten immediately.
The sauce should be ready and
waiting. The bowls or plates
should be hot.
Tubular and concave pasta
shapes are designed 1o trap
sauces. Use them when you want
to cat a lot of sauce with cach
bite. Conversely, a rich sauce
should be served with a flat pasta
or a shape which will not accum-
ulate too much sauce.

2

—

l

-

4

7

-

8

—

9) Americans often use pasta as a
mere excuse for cating quarts
of sauce. This only supports the
myth that pasta is fattening, as
most sauces surely are when tak-
en in excess.

Pasta is made from durum wheat
or other quality hard wheat.
While ltalians are big bread eal-
ers, they never “double up™ on
wheat products at the same meal.
This caution helps keep calories
down and the menu light.

10
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Carlo Middione
“Middione talks frequemily about de-
veloping a sensitivity for taste, and his
foods and menus openly and honesily
challenge and tantalize thai sense.”

San Francisco Magazine, June, 1980

Carlo Middione is a first gencration
Sicilian-American and a bomn cook.
As lar back as can be traced, his fam-
ily were restaurateurs and culinary
artists in Sicily, »

His parents brought this tradition
to America more than sixty years ago.
Their bakery in Buffalo, a fine restau-
rant in Los Angeles, and a catering
business provided opportunity to per-
petuate the highest epicurean stan-
dards.

Middionc worked with and for his
family in these food businesses from
childhood and was thus fortunate to
receive his practical cooking training
very carly as an apprentice to highly
accomplished cooks. His parents were
dedicated 1o preserving the taste, tex-
ture, and freshness of food ingredients
in the honest cooking of the authentic
ltalian  tradition. They faithfully
maintained the old world methods of

preparing and interpreting the ras
gredients of the table fare. In
Carlo’s father, who was an «
lished French Pastry Chef, \ 1 |
knowledgeable in French haut cuiy
and provincial dishes.

Sound theory is an integra pun
indigenous ltalian cooking, o d
dione has continuously suppi:
his practical training with v

enne in Paris; the Cordon Bleu
of Cookery, London, Lid.; and mus)
other programs in America
abroad. He has conducted highly sx-
cessful cooking tours to Englnt
France and laly.
Carlo Middione serves as the ltalis
specialist on the faculty of the cend
cate program of Tante Marie’s Coit-
ing School in San Francisco, and &
demonstrates and teaches (requenty
at other cooking locations in Norther
California. He is known for his unijx
menus that tantalize the sensc of ta
with wonderfully simple, sophisticae!
foods from all regions of ltaly. He
pears regularly on Channel 7's AN
television show,
In all of his work Middionc insisy
on perfect or nearly perfect fook
and he points out at every opponuns
that authentic lalian cooking has e
er abandoned the criteria of unmale
flawless simplicity which Cath. ri
Medici transplanted » 16th .
France and to which “La 7
Cuisine™ has returned full circl
In August, 1980, Carlo M
was appointed Italian specialis
faculty of San Francisco'’s p
school for professional chefs, t
fornia Culinary Academy. In
ber, 1981, the Academy confe od &
on him its Honorary Diplon . I
adding his name to a small s xt I8
headed by James Beard an Juis
Child. Additionally, he is am ng
first group of cooking instru. ors ¥
receive certification by the e
tional Association of Cooking * :hook
In addition to his work as . coo
ing instructor, Carlo is Presid o ad
founder of Vivande, Inc. whicl of™
ed an lalian Porta Via or tike<¥
store in San Francisco on Dev
10, 1981 that has met with resousd
ing success. His first cookbook, P&
ta! Cooking It, Loving It, was P&
lished in March, 1982 by lrena
mers, New York City.
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Vibrating Conveyors: Ideal for conveying materials gently
without breakage. One picce stainless steel trays which are
'l cleaning meet the most stringent sanitation requirements.
A'' units wtilize corrosion free “Scotch Ply™ reactor springs
w' ch can be washed down plus simple maintenance free
v tive eccentric drives. Capacities of up to 2500 cu. ft. hr.
v 1 lengths over 60 feet.
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POLY-STAMLESS DR ALUMNUM

BUCKET ELEVATOR
The Versatile Bucket Elevators with Space Age Design-Sani-
Plas Buckels (Polypropylene) FDA approved, Sanitary Delrin
rollers on chain— reduce friction and wear. Pre-lubricated
chain bushings where lubrication s not possible. Section-
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s . mlln for Bulletin CAL-50

The Mindu-Tran II Vibrat-
ing Conveyor fesds product
sideways as well as in the
normal forward direction
This unique development by
Asevecn Corporation makes it
possible to split a stream of
product. to any rates of Mow
desired. with sanitary estheti-
cally designed vibrators
U nits can be installed inseries
1o distribute product to mul-
tiple packaging machines or
to several use points simulta-
neously on demand.
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Luncheon Recipes

Intermerzzo
(Makes 6 servings)

4 medium navel oranges
2 medium lemons
Y3 medium red onion
2 tablespoons olive oil
Freshly ground pepper
Basil leaves
Peel oranges and lemons removing
all white membranes. Slice oranges
about Y-inch thick. Slice lemons and
onion about '&-inch thick. Arrange
fruits and onion slices in an Nternat-
ing pattern in a shallow salad bowl.
(Separate the onion into rings, if de-
sired.) Drizzle on olive oil and sprin-
kle with pepper. Let stand atl room
temperature for about 2 hours. Gar-
nish with basil leaves and serve.
Calories per serving: 95.

Pasta Svelta
(Makes 6 servings)

broiler-fryer chicken,
quartered (about 2% pounds)
cup chicken broth
large red pepper or green pepper
tablespoons virgin olive oil
large cloves garlic, pecled and
finely chopped
| cup part skim milk ricotta cheese
12 ounces rigatoni (about 6 cups)
1%2 tablespoons salt
4 10 5 quarts boiling water
4 tablespoons capers, drained
1 large tomato, peeled, cored and
diced
Salt and pepper 1o taste
10 large fresh spinach leaves, trim-
med and cut into julienne pieces.
Poach chicken in chicken broth in
covered skillet about 35 minutes or un-
til tender. When cool enough to han-
dle, strip the meat from the bones in
large picces. Remove skin. Set meat
aside and discard bones. Roast red
pepper under broiler until the skin is
charred and black. Peel off the skin;
remove core and seeds. Cut into quar-
ters; set aside.

Meanwhile, heat oil in small skillet
and saute the garlic 2 to 3 minutes; set
aside. In a blender, blend red pepper,
garlic and oil and ricotta cheese until
smooth, Turn into a skillet or Dutch
oven large enough to hold chicken
and rigatoni.

Mecanwhile, gradually add rigatoni
and salt to rapidly boiling water so
that water continues to boil. Cook un-

covered, stirring occasionally, to “al
dente™ stage. Drain in colander.

While pasta is cooking, heat the
cheese sauce stirring often. Add riga-
toni, capers, tomato, szlt and pepper
to taste and chicken. Add 35 of the
spinach and cook, stirring, until heat-
ed through. Serve immediately on
heated plates. Garnish with remain-
ing spinach.

Calories per serving: 375.

Melome Al Vimo
(Makes 6 servings)

3 cantaloupe (aboul 4 to 5 inches

across)

3 tablespoons dry Marsala wine

3 tablespoons Soave or other dry

white wine
Mint for garaish

Cut the melons in halfl crosswise
and remove seeds. Using a melon ball
scoop, scoop the melon out around its
cdge to create a scalloped effect. Re-
move rest of melon the same way.
Turn melon into a bowl. Set the shells
aside for later use. Add both wines to
melon balls; stir and mix well. Let
stand in a cool place for at least 2
hours,

To serve, divide the melon balls
cvenly and spoon in melon shells,
Place each on a dessert plate and gar-
nish with a mint sprig.

Calories per serving: 90.

Pasta Shell Seafood Medley

A pasta highlight at the National
Pasta Association luncheon was the
trio of scafood appetizers served in
pasta shells, Christened Frunta di
Mare by Carlo Middione, prominent
pasta chef, the cooked shells became
individual containers for the different
combos,

Smoked oysters, tossed with dill,
lemon juice and Dijon mustard, were
tucked into some. Chopped shrimp
and chives, blended with yogurt, filled
others. Cream cheese, mixed with
fresh basil, Parmesan cheese, pinc
nuts and red caviar made a colorful
and delicicus filling.

Calories for the nibblers ranged
from 30 for the cream cheese varicty
(20 if a lower caloric type cheese is
usced) to 15 for the oyster selection
and 10 for the shrimp-chive shells.

These recipes can be increased
casily should you wish to translate
them itno appetizer or salad courses.

Shells with Dill Smoked Oy oy
(Makes about
Y2 dozen hors d’ocuvre:

12 cups large macaroni she s
(about 3 ounces)®
teaspoon salt
quart boiling water
teaspoons chopped fresh il
teaspoons fresh lemon juice
teaspoon prepared mild Dijog
mustard

2 cans (3% ounces each) whole
smoked oysters, drained

Gradually add shells and saht
rapidly boiling water so that
continues 10 boil, Cook uncovered, st
ring occasionally, until just tende
Drain in colander. Rinse with co
water; drain again. Pat dry.

In small bowl, combine dill, lemos
juice and mustard. Gently stir in oy
ters. Place an oyster into each shel
Arrange on a serving plate. Gamish
cach shell with a tiny spring of freb
dill, if desired. Garnish with lemos
and dill sprigs, if desired. Serve im-
mediately.

*Uncooked shells are about *4 indh
in diameter.

Note: Do not use jumbo shells.

Calories per hors d'ocuvres: 15,

Shrimp-Chive Shells
(Makes about
3% dozen hors d'ocuvres)

13 pound medium-size raw « rimp
V5 cup lowfat plain yogun
12 teaspoons minced fresh ¢ ives
1¥2 teuspoon salt

1 guart boiling water

Dash cayenne
12 cups large macaroni shel
(about 3 ounces)*®

Cook shrimp in boiling w. 1 i
| minute or just until firm. Dra
rinse with cold water, Dry wit pape
towels; remove shells; devein hrisp
and finely chop. Combine shri p,
gurt, chives, Y4 teaspoon salt W&
yenne. Chill about | hour.

Meanwhile, gradually ad¢ shels
and | teaspoon salt to rapidly
waler so that water conlinues )
Couk uncovered, stirring occa:
until just tender. Drain in ©
Rinse with cold water; drain ag n. P#
dry. Spoon about | measurirg ¥
spoonful shrimp mixture into
shell. Arrange on a serving plate. 654
nish with fresh parsley or watcrere
if desired. Serve immediately.

Calories per hors d'oeuvres: 10-
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The future
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‘aviar Pesto-Cheese Shells
Makes about 3'2 dozen
hors d'ceuvres)
13 p packed fresh basil leaves
2 blespoons freshly grated
irmesan cheese
1 blespoon pine nuts (pignoli)
1 wckage (B ounces) cream
¢ eese, softened
1 tiblespoon red salmon caviar
(about Y2 ounce)
1Y cups large macaroni shells
(about 3 ounces)®
I teaspoon salt
| quart boiling water
i food processor or blender, pro-
¢ess or blend basil, cheese and nuis
wntil very finely chopped, stopping and
wnping contents several times with
a rubber spatula if necessary. Cut up
cheese and add 1o pesto mixture: pro-
cess until well mixed, scraping con-
tiner with spatula  several  timwes,
Gently fold in caviar. Chill mixture
about | hour to firm up. (Do not pre-
pare too far ahead as basil gets durk.)
Gradually add shells and salt 10
npidly boiling water so that water
coatinues 1o boil. Coo\ uncovered,
stirring occasionally, until just tender.
Drain in colander. Rinse with cold
sater: drain again. Pat dry. Spoon
choese mixture into a pastry bag finted
aith o Ya-inch open rosctte tip. Pipe
about ! teaspoon mixture into one end
of eahr shell. Arrange shells on a
snin. plate; spoon a few grains of
aviar on top of the pesto cheese of
cxh - ell 1o gamish, if desired. Gar-
nai g ote with fresh basil, if desired.
five  mmediately.
Ca ies per hors d'ocuvres: 30 (if
mita: 1 cream cheese is used, calorie
rrh . d'ocuvres: 20).

Heln ley Palace Chef
Prep res Pasta Luncheon

o nderscore pasta as a chic, in
letnat nal food, the annual luncheon
fom ed by the National Pasta
\w tion was prepared by Andre
Rene. “hef Directeur des Cuisines at
% H imsley Palace.

Bo ., educated and trained in
Fanc =~ Andre was former Chel Di-
e of Windows on the World
*here he was responsible for Haute,
Mode:ne, and Nouvclle Cuisines. He
f been the directing or executive
el 4t such notabl: hotels as the
Paza, the Pierre, St. Regis-Sheraton
@ New York, and Four Seasons-Sher-
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aton in Toronto., Andre is Executive
Vice President of the Societe Culinaire
Philanthropique and an active mem-
ber of many other professional culi-
nary societies.

In 1964, he was selected by the US,
Department of Agriculture to represent
ihe United States in the International
Hotel and Catering Exhibit at the
Olympic Exhibit Hall in London. He
has received many other awards such
as the Grand Prize of the Salon of
Culinary Art, the Gold Medal of the
Societe Culinaire Philanthropique, and
the Medal of Jean-Francois Vatel,
Merite Agricole of the French Repub-
lic.

Andre prepared pasta dishes created
especially for the evemt by Carlo Mid-
dione.

National Pasta Association
Offers New Leaflet

A new recipe leaflet . . . Pasta in
a Slim Cuisine . . . is offered by the
National Pasta  Association, It has
been  designed 1o make  consumers
aware of the fact that pasta is not
fattening, and that you can enjoy pas-
ta every day because it is low in calor-
ies. Each recipe is calorie-counted.

Healthful  entrees,  ranging  from
stir-frys, salads and casseroles 10 stul-
fed shells and lusagne rolls, are rec-
ommended.

The leaflet’s content reminds us that
pasta. made from durum and/or other
high quality hard wheat, is an excel-
lent source of comples carbohydrates
—the kind recommended in the US.
Dictary Guidelines. It offers protwin,

niacin, thiamine, riboflavin and iron,
and is low in fat and sodium,

To order copies of Pasta in a Slim
Cuisine, write the Macoroni Journal,
P.O. Box 1008, Palatine, Il 600TK,
Send Ste for individual copies for pos-
tage and handling, $10 per hundred
plus freight Lo.b. Palatine.

Food Editors Take Pasta Quiz

With pasta’s popularity at an all-
time high, the National Pasta Asso-
ciation has given Americans nv e
reasons to cat this versatile and nu-
tritious food. At a recent press lun-
cheon in New York City, guests were
introduced 10 a new guiz game testing
the  editors”  “Pastability.”  NPA
President Joseph Viviano asked mul-
tiple-choice  questions  and  editors
made their sclections. The answers
surprised  many.  Master  chel  and
pasta expert Carlo Middione, author
of “Pasta! Cooking I, Loving It”
was the answer man. Try the quiz
yoursell and chech your own Pasta-
bility.

1) Two ounces of dry spaghetti ex-
pands in cooking to a weight
of approximately:

A. 3 ounces
1. § ounces
C. 7 ounces
D. K ounces

2) A S-ounce portion of flounder
baked with 2 pats of margarine
and served with a medium baked
potato (with no topping). has
ubout 400 calorices,

A S-ounce portion of cooked
spaghetti, served with 4 ounces
of tomato szuce, has about:

AL 200-220 Calories

B. 2K0-300 Calories

C. 340-360 Calories

1. 380-400 Calories

3 One serving (5 o0z, cooked) of
pasta has about:
A. 180 Calories
B3. 200 Calories
C. 210 Calories
2. 230 Calories

4) One serving of enriched  pasta
provides a  signilicant  amount
(10% US. RDA or more) of
these nutrients:

A. Vitamin A, B vitamins, and
calcium

B. Vitamin A, B vitamins, and
iron

C. Vitumin C, B vitamins, and

iron
Continued on poge 14)
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Pasta Quiz
(Continued from poge 13)

D. B vitamins, protein,
iron

5) Pasta products (exccpt egg nov-
dles) arc usually made from the
coarsely ground endosperm ol
durum wheat, which is called:
A. Semolina
B. Farina
C. Durum flour
D. Rolled durum

6) Quality branded dry spaghetti
can usually be purchased in the
grocery store for about 80-95¢
per pound. Quality fresh pasta
usually costs about:

A. The same

B. 25-50% more

C. 75-100% more

D. 100-150% more, or higher

7) Pasta’s largest nutritional com-
ponent, by weight, is:
A. Vegetable protein
B. Vitamins
C. Simple carbohydrates
D. Complex Carbohydrates

8) Most of the durum wheat for
U.S. pasta comes from:
A. Nebraska
B. laly
C. North Dakota
D. Kansas

9) lalians consume about 60 Ibs.
of pasta per crpita per year.
Americans consua'e sbout:

A. 25 Ibs,
B. 20 lbs.
C. 15 Ibs,
D. 10 Ibs,

10) Durum wheat (and/or other
high-quality hard wheat) is used
instead of other kinds of wheat
to make pasta because durum
gives pasta better:

A. Nutritional value
B. Al dente texture
C. Flavor
D. Color

11)Pasta (except egg noodles) pro-
vides the following nutricnts,
listed in order of highest to
lowest US. RDA contribution:
A. Thiamine . . . riboflavin and
niacin . . . protein and iron.
B. Riboflavin . . . thiamine and
niacin . . . protein and iron.
C. Protein . . . thiamine and
riboflavin . . . niacin and iron,

and

D. Iron . . . thiamine and ni-
acin , . . riboflavin and protein,

12) “Al dente” is an ltalian phrase
which literally translates to:
, A. “Firm Texture™
B. “Cook Rapidly”
C. “To the Tooth”
D. *Soft Texture”

l!)&pmmlnpediemh
products

f

14) The three most widely used pasta
shapes in the US. are:

A. Lasagna, spaghetti,

15) In the ltalian tradition, spaghetti
is caten by:
A. Twirling noodles with a fork
and a spoon
B. Twirling the noodles using
only a fork
C. Cutting the noodles, then
picking them up with a fork
D. Picking up noodles wiih a
fork and slurping them

16) Pasta is high in carbohydrates,
which has ——————<calories,
by weight, as fat
A. The same
B. ¥ as many
C. Y as many
D. Less than Y2 as many

17) Pasta should be cooked in:
A. Slowly boiling water to pre-
serve flavor and nutrition
B. Medium boiling water to
keep temperature consistent
C. Rapidly boiling water to
prevent sticking
D. Any of the above

18) All told, there are aboul———
different pasta shapes:
A. 50
B. 80
C. 110
D. 150

19) Match the sauce with the key in-
gredient  that  characterizes it.
(select only one ingredient for
cach sauce).

A. Marinara
B. Pesto
C. Bolognese ————

D. Salsa Verde ———— -
1. Basil

2. Meat

3. Tomatoes

4. Cheese

5. Cream

6. Parsley
(Answers Given on Poge 40)
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SomeN'x of 47 of the top 55 food
chains and wholesalers in the US. re.
port they now carry some type of
generic line, according to a survey is-
sued in December 1981 by Willard
Bishop Consulting Economists, [Lid,
Barrington, Il

The survey, tapping responses {rom
distributors who each gross $50¢ mil-
lion-plus yearly, found 62% of them
saying they will increase their generics
line.

Most respondents with generics pro-
grams indicated they had introduced
generics between 1977-80 — 32 in
1977 through 1978 and 41% from
1979 through 1980 — while 21% said
they had only debuted their lines in
1981.

How has generics impacted on their
product mix? Some 35% of respon-
dents said they trimmed slower mov-
ers across the board; 16% saiu na-
tional brands lost shelf space, esp. izl
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can be assured of top quality
durum products.

Skip wants you to deliver the
finest macaroni products. To do
that, you begin with the finest

quality Durakota No. 1 Semolina,

Perfecto Durum Granular, and
Excello Fancy Durum Patent
Flour from North Dakota Mill
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That's why at North Dakota Mill,

we say, we deliver quality”

the durum people
MY

NORTH DAKOTA MILL

Grand Forks. North Dakota 58201
Prone (T01) 795-7000




On Thursday, September 16, some
forty pasta manufacturers and
millers met at L'Enfamt Plaza in Wash-
ington, DC, where they were bricfed
by stafl members of the U.S. Chamber
of Commerce, agency personnel, and
NPA members,

Madelaine Geller of the Chamber's
Bricfing Center introduced the morn-
ing speakers: Frederick W. Stokeld,
Director of the International Economic
Policy Section, said the world reces-
sion is an important consideration at
this time of strong nationalistic ten-
dencics 1o protect domestic industries
and to encourage overscas exports. It
is a complicated situation with the
sanctions against technology being ex-
ported for the Russian pipeline. The
initiative in the Caribbean Basin will
impact on agricultural output of Cen-
tral and South American countrics,
and many situations that would be
black and white on strictly agricultural
considerations are now involved in
politics and economics.

Mark S. Caboon, Ascociate Director
for Retirement, Human and Commun-
ity Resources, said there was goo!
news and bad news concerning social
security. The good news is that serious
problems with the system arc being
acknowledged. The three trust funds
for retirement, disability, and medi-
care have not been interchanged in the
past but may have a co-mingling of
funds in the future. The bad news is
that problems are getting worse, there
is the threat of retirement fund run-
ning out of money in 1984, and 1982
has been another year of inactivity. A
bi-partisan proposal by a |5-member
commission is due in December.
President Reagan is going to call back
a lame duck session of Congress to
handle this and budget matters.

E. Clinton Stokes, Associate Direc-
tor of the Food & Agriculture Divis-
jon, stated that 301 cases will be dis-
sussed by the agricullural group this
year. The Chamber of Commerce ag-
ricultural committee has 45-50 mem-
bers who have periodic dialogues with
their counterparts in Common Market
countries. Next meeting is in carly Oc-
tober in Frankfuni, West Germany.
Ou: committees have agri-business
personnel as well as growers. The com-
mittees from the Common Market are
strictly farm organizations and tend to
be further off center and less likely to
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Congrensional Reocoption: laft te vight — Armend Seavedre, Senster Alin Dizen, Sol

Maritete and Antheay H. Gisle.

compromise. This is the first year in
12 years that U.S. exports have declin-
ed, and the basic problem with all
commodities is subsidies.

Polly Minor, PAC Director, Nation-
al Republican Congressional Commit-
tee, gave her views on the clection out-
look, She observed that there are SR
open scats with 21 likely to go Demo-
cratic and 21 being newly districted
which in many instances causcs com-
plications for the incumbent. She is
optimistic that GOP will hold its losses
1o a minimum, because it has better
cash reserves than the Democrats.
The Chamber's Congressional Action
Publication has a special edition on
opportunity races in 1982, If there
is a race in your district that you want
to know about, we will look it up for
you if you give us the district number
and names ol candidates if you know

them,
Industry Reporis

Standards Commitiee members Mic-
key Skinner, Zizi Gibbs, and Jerry
Hutton met with Dr. Prince Harrell
of the Food and Drug Administration
on Wednesday to review net weight
protocol. Presently FDA has no tol-
crance for moisture loss, but it has
taken a practical viewpoint in regard-
ing nct weight labeling. They first re-
quested a review of protocol in March,
1981, and the Standards Committec
has done extensive reviewing and de-
velopment of an outline to conduct
a study as soon as possible. FDA en-
couraged NPA to conduct this one-

year study in order 1o support its claim
that might be made with state and lo-
cal agencies. The study will be con-
ducted by North Dakota State Univer-
sity for credibility, will be published
in some scientifiz journal so it has x-
ceptance, and will run for a 12-month
period probably starting  December
1, 1982,

Mr. Skinner also presented nodeh
for sodium labeling. Enriched pasts
products must carry such a statu nent

Darla Tufte of the North 1" kot
State Wheat Commission re el
thers is an excellent crop of dur 11
taling some 148 million bushels 1 the
United States of which 112 1 llion
bushels are in North Dakota.  nety
percent of the crop is in, while om
of the late plantings are still « 1 %
be harvested within the next t o 0
three weeks. Test weights have <0
running 60-62 pounds with yic s 3
high as 32 bushels per acre. Pro n ¥
14.4 percent is more than a yei 3
falling numbers 382 is lower 1 in 3
year ago. There was a hard fi 4@
late August, but no sprout dam ¢ ¥®
reported as yet. Frost may comc from
the late areas now, but this is no co
sidered to be a sizeable risk.

Joan Reynolds of the Wheat | du
try Council reported that the Jun. &8
held with the Surgeon Genera
week before had been most succest
ful. He lauded grain foods as impo
tant elements of the dietary guidclines
The squib in Wall Street Journal w3
written by a young reporter sitting nett
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wa dritionist from Weight Watch-
s, d hence the derogatory com-
ment vhich was the only negative
note
Agency Personnel

Fr. &k J. Piasom, Deputy Director,
Grair and Ferd Division, Foreign Ag-
ncult.:al Service, USDA, has spent
four ycars in Rome and two years in
Moro.co. He reported that the Medi-
werrancan harvest was brought in in
June, but figures are not yel available.
There were record exports of durum
in 1951 of some 81 million bushels,
but this will be down in (982 to
somewhere around 75 million bushels.
Siocks of 131 miilion bushels have
oaly 73 million bushels in free stocks.
Uilization is expected to be about S0
million bushels, down from 59 million
bushels a year ago. Although the pro-
duction of the U.S. and Canada rep-
resents 90 percent of all international
trade in durum, Turkey is the greatest
durum producer using most of its out-
put for bread, Argentine durum pro-
duction is dwindling, and most of it
goes 10 Algeria. Algerian production
i down, Tunisia is up slightly. Most
of the consumption in these North
African countries is for couscous.
Durum production in ltaly is down
for the second straight year, but pro-
duction in Greece has doubled in the
past e years. Expectations are for
mcrea ~d world demand this year, be-
cawse Mediterrancan countries  will
have wer production. However, a
stron; 1S, dollar may curb the full
poten Al

P2 Cullen of Collicr, Shannon,
Rill i 3cott, counselors for the NPA,
mro. ced Jan Archibald, Chairmai,
of th: 01 Committee inter-agency re-
btor ip group. They have been
il g the cases of pouliry, flour,
and | ta with kezn interest since they
bave :en filed. The European Eco-
romi. Community at first refused 1o
st with the U.S. on these matters,
0 o ciliation was applied for. This
callew “or a fact-finding panel that held
4 he. ing in August and will hold a
woon  hearing in October. The leng-
thy ti ¢ involved comes about by nit-
ty kg | arguments on both sides, but
the baic difference of opinion is the
&finition of processed product v. a
mimary agricultural product. The
Ewopeans have been maintaining that
'W_' and pasta are pure grain and thus
titled 10 subsidy. There will be a

Novemaen, 1982

GATT ministerial meeting in Novem-
ber to discuss their trend of work in
the next decade, and the US. will
again ask: “What does Article Y really
mean?" The adminstration is for pget-
ing clarification on these malters as
soon as possible.

Dr. Sanford Miller, Director, Bu-
reau of Food and Drug Administration.
was most complimentary to pasta in his
comments before the group. He noted
that pasta had become more important
in nutritional guidelines — was a pos-
itive product — was unique in variety
in its ability to combine with every
other type of food. Current nutritional
goals are set forth in the dictary guide-
lines and will be promoted in nutri-
tional education. The enforcement di-
vision of the FDA will be concerned
with guestions of claims — the label
on a product is designed to be an en-
forcement tool, and statements must
be precise. Regulations are for the
worst members of a group, but they
must apply to all. There are eflons
being made to reduce the information
burden and make the label more in-
formative to the consumer. Of note
is a recent Roper Survey that showel
sodium a higher concern than calories.
In the question and answer session il
was pointed out to Dz. Miller that pas-
1a is not specifically mentioned in the
dictary guidelines with other carbohy-
drates. He said it will be shortly.

Reception
At the Congressional Reception in
the evening among guests from the Hill
were Senators Bill Bradley of New Jer-
sey and Alan Dixon of Hiinois, invited
by Armand Saavedra, o member of
the government affairs committee.

‘Up With Wheat Foods!’

Editorial Comment by
Milling & Baking News

No theme could have been more
appropriate for the well-planned and
well-executed Wheat Industry Coun-
cil reception and luncheon in Wash-
ington than the one selected — “Up
With Wheat Foods!™ It proved especi-
ally fitting for the official launching of
the Wheat Industry Council’s nutrition
cducation campaign, in light of the
US. Surgeon General's address in
which he enthusiastically advocated
increased consumption of wheat-bas-
ed foods.

In his comments to an audience
dominated by leaders in food and nu-
trition policy, consumer organizations,
and local, regional and national me-
dia, Dr. C. Everett Koop summarized
the Council's program as “based on a
good message that needs a lot of public
exposure.”

Describing wheat-based food as “a
onc-stop source™ of important nu-

Paul Vermylen greets Virginia Knaver while Joon Reynolds chets with De, C. Everert

Koop st the Wheat Industry Council reception end lunchesa,
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(BUHLER-MIAG) EXTRUDER;.
Performance Yofan Depend On!

R AT T

tary Design
siructural Members completely enclosed, can't collect dust
or dint.
Motors and Drives are open, away from product area and
easy lo service.
Drive Guards are completely enclosed in oil baths for chain
drives. Ball Drive Guards are open at bottom, to prevent
dust and dirt accumulation.
One-piece Unique Trough Design has smooth rounded
comers for easy cleaning. Product hangup on mixer walls is
virtually eliminated.
Outboard Bearings on mixer shalts absolutely prevent
product contamination by lubricant. Seals may be replaced
without removing bearings or shafts.

Press base and bell guard reflect the clean,
ellicient design and atlention to detail in every
Buhler-Miag press. Base is sturdy and easily
accessible. All joints have smooth welds lor
easy cleaning

y Supervision and Operation

Mixer Cover has plexiglass window for easy inspection.

Variable Speed Drive with remote control for accurate
capacity adjustment.
Time Saving Hydraulic Die Change Device.

« Construction
Time roven Design assures long, trouble-free extruder life.
Reliz e U.S.-built Drive Components selected for low noise

oper.
Model TPCD Capacity, 800 b

]
LY

Eight Models — Capacities from 50 to 16,000 | 1s/K.ur.

on.

st Quality is What Really Counts!
3 quality is yours from BUHLER-MIAG equip-

ur customer recognizes and deserves it. Can

d to give him less?

Head lor round dies: 15% " (400 mm) diameler,
with hydraulic die change device (Single screw
exlruder)

Cont;

‘ us for information on BUHLER-MIAG Extruders and other Macaroni Processing Equipment.

Model Lbs v, Capacity
TPLE (Single Screw) Lab Extruder 50- 300
TPAE (Single Screw) 850- 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 (Fout Screw) 8,000-16,000

We can help yoLr
profit picture, re-
gardless of your
plant size.
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<) BUHRLERWMIAG

\\ BUHLER-MIAG, INC., P.O. Box 98497, Minneapolis, MN 55440 (612) 545-1401
BUHLER-MIAG (Canada) LTD., Ontario (416) 4456910

Novempen, 1982

SRR B il & o oY) U At o Bt e e e




TN P IO T T T T

Up With Wheat Foods!

(Continued from poge 17)

URVEY REVEALS OPPOSITION
O BIG GOVERNMENT

trients, the Surgeon General empha-
sized that “Wheat foods are abundant

and imn\pcmivc. yet they are not fat- Y 4. Which view best expresses your own:

tening. You can’t ash for much more . 10.6% —The business tax incentives cnacted
than that.” And the individuals, com- N"",‘"""lw last year amount (o an unlai: "gi\::-
panies and organizations backing the I'resident away" at the expense of the poor
Wheat Industry Council could not hope Chamber of Commerce 84.7% —Th y P‘ p" :

for a more positive note on which 10 of the United States T weThiete INR, CUEH W10 RAREEIAEY 80 £

courage business expansion, speed
recovery from the recession and
create jobs in the private sector,
5. Civilian federal employees, including members of
Q Congress, are nol now required to pay into the

launch a program to increase con-
sumption and appreciation of their
products.

In one of the strongest official en-
dorsements of wheat-based foods in
recent years, the Surgeon General of
the US. last week said the foods are

The response to my recent
readers’ survey on critical
national issues has been out-
standing. To date, 1 have
received well over 4,000
replics from every corncr of the nation, and they are

Social Security system. Should *hey be required to
participate in Social Secunity along with the rest

inexpensive, non-fattening and can be still pouring in of the work force?
“an individual's best one-slop source” The results reveal substantial | sk W Ay
of several essential nutrients. i Al agreetionl Smceg 6. Ncarly all analysts agree that Social Security faces

readers—and pointed disagreement with many policy
directions currently popular in Washington, D.C.

To summarize, you told me in no uncertain terms
that deficits should be reduced by cutling spending,

a scrious financial crisis. Do you believe that slow-
ing the growth of benefits by limiting future cost-
of-living incrcases should be considered as one
measure to prevent the system from possible

In addressing a luncheon meeting
that marked the official start of the
Wheat Industry Council’s nutrition
education program, Dr. C. Everett

Koo sised the industry-financed not by raising taxes; that business tax incentives are
cﬂu: a:" an important slcprizl improv- important 1o spur growth and jobs in the private b.;:lzp.:f,u 23.1% —no
ing nutrition in Amefica. rmc::r: !h;‘::uviror;;\cnuh!c u;;:lalio:s can t:astrcam- 2 Bt h' ", 4 =

“ b - without sacrificing health standards; that Social . With which position do you most agree:
Gm:\;l;:n:ul;‘.;'s.c:l“ilwt:. a““::,dz?‘;ﬁ‘ﬂ-: S_ccurily should be reformed by including federal 4.1% —-Any attempt to remove the confusion
best one-stop source of carbohydrates, civilian employces in the system and by considering and red tape from the current Clean
fiber, protein, Vitamin B, and impor- some curtailment in future cost-of-living increases; Air Act amounts to an cflort 1o
tant trace minerals. Wheat foods are and that a constitutional amendment requiring a weaken that law.
abundant and inexpensive, yet they talanced budget should be passed. 92.6% —Rcasonable reforms can be made to
are not fattening. You can't ask for Finally, if the nation responds to the availability of reduce the regulatory burden on
much more than that.” 1 dividual Retirement Accounts the way readers say business and encourage the creation

Dr. Koop addressed a capacity audi- t -y have or will, then we arc on the verge of an excit- of jobs without sacrificing clcan air
ence of more than 170 representatives i +savings revolution in this country. standards.
of the media, nutritional and health Here are the complete results to date: 8. Do you believe President Reagan is pursuing the
organizations, government agencics, Which course should Congress pursuc to reduce right course by attempting to restore cconomic
Congrmloﬂa[ CORVIHIEES, food in- iarge budget deficits that have been projected for prosperity by culting government spending, taxes
dustry organizations and breadstufls the next several years? and regulations?
e sl Wednesday, Sept. 1.5% —raise taxes  B2.4% —cut federal 94% —yes 4.6% —no
8, reception and luncheon at the Hyan : ; A
Regency Capitol Hill in Washington. ipcnd‘mg 9. Duyuuauppt.m or oppose a constitutional amend-
Registration for the event exceeded ex- 1'3'7“’_‘-'“ both 0.7% —do ncither ment to require a balanced budget?
pectations and the sponsors of the Which vicw bost cxpresses your own: 84.4% —suppon 12.3% —opposc
meeting — the American Bakers Asso- 3.8% —Congress has already cut spending 10. On January 1, 1982 cvery American worker be-
ciation, the Millers’ National Federa- as much as it can without hurting came cligible 1o deposit up to $2,000 per year
tion, the National Association of large numbers of Americans who de- ($2,250 for workers with a non-working spouse)
Wheat Growers and the National Pas- pend on government assistance. into a tax-deferred individual retirement account
ta Association — were forced 1o turn 94.6% —The surface has barely been scratch- (IRA). Have you set up an IRA 10 provide for
away several last-minule registrants. ¢d. Many more billions in wasteful your retirement? It not, do you plan to?

As Surgeon General, Dr. Koop, a and unnccessary spending could be 38.7%alrcady have  29.1% —don't plan to
pediatric surgeon with worldwide ex- cut while still maintaining the social 26% —plan to

perience, is deputy assistant secretary
for health in the Department of Health
and Human Services. The Surgeon

salely nel.
3. Should Congress cancel or delay the 10 percent
1ax cut scheduled to take cffect for all taxpayers

NOTE: Totals do not add up to 100% because some
readers did not respond to every question.

General advises the public on general : + oo o

and specific f2alth matters and over- ,? ' in July 19837

sees the 7.200-member Public Health ; 22.5% —yes 75.4% —no
Left to right: Derle Tuits, Nerth Dekote : Richard Krwsa, Brechi:

. ~ sy Wheet Commission,
Service Commissioned Corps. ridge, MN whoet grower; Pot Henderson, Minncopslis Board of Trede.
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Pastaville Plans

Pastaville USA will be celebrated
November 11-12-13 in Minot, North
Dakota in conjunction with the Inter-
national Durum Forum.

Scveral new events have been added
to tht. year's celebration:

A Pasta Momma contest will be
held which is similar to a Mother of
the Year contest. Children will write
in why their mom should become Pas-
ta Momma. The lucky Mom will reign
over Pastaville activities, be the guest
of a reception in her honor and re-
ccive many gifts including a brand
new microwave oven,

Mr. Spaghetti Legs, a new event,
has also been added where male con-
testants model their legs fashion show
style. The winner must have legs that
are pale and skinny resembling, of
course, spaghetti.

Pastalympécs

Dave Osborn, former running back
with the Minncsota Vikings and a na-
tive of Cando, will be the honorary
master of ceremonies of Pastalympics.
Pastalympics is a series of sports or-
iented games and contests for students
grades three through cight, Over 250
students are expected to compete in the
events which have a unique pasta twist
to them. Lasagna Leap for example is
the high jump over a two foot stack
of mock lasagna. Other events include
the pasta basket shoot, Pastaville
Course, Noodle Jump, Spaghetti Sprint
and the Pasta Peddle. The day long
competition will take place at Dakota
Square Shopping Center on November
13,

The third annual Rigatoni Run, a
five and ten kilometer race for junior
and senior runners, a speediest Spag-
hetti Slurpers Contest, will all be held
again.

The Pasta Cup hockey game — a
match between the Air Force Acade-
my Juniors from Colorado Springs and
the Minot Collegiates is a remaich of
the two teams.

Pasta World

Returning Pastaville activitics in-
clude Pasta World, a series of food
boutiques serving pasta dishes from
around the world; the spectacular
Spaghetti Supper held at the Minot
Municipal Auditorium serving 3,000
spaghetti meals with musical entertain-
ment.

Throughout the week of November
8 the city of Minot will be decorated
with Pastaville USA banners and
signs. Display competitions are open

to financial institutions, grocery
stores and agri-business depicting pas-
t scenes.
Schools will be serving pasta to
their students during the week.
Minot, North Dakota, in the heant
‘l’J'S durum country, becomes Pastaville
A.

Durum Crop Estimate

September crop summary from De-
partment of Agriculture estimated
durum outtum at 147,535,000 bus.
up 3,355,000 bus from August but
215 below last year's record of 185,-
940,000 bus. Reduction from year
ago reflects sharp cut in acreage, for
durum yields this scason are estimated
at record 34.6 bus per acre, up from
previous mark of 33.1 bus in 1978.

Canadian Outlook

United Grain Growers forecasts
Canadian Prairie farmers will produce
an all-time record output of grain in
1982. The Prairie grain cooperative's
predicted 1982 crop of 44.7 million
tonnes, if it is harvested, would surpass
last year's record of 42.1 million
tonnes by 6%.

Cool weather and timely rains dur-
ing June and July werc given as key
reasons for the record output. Tiller-
ing, tiller survival, kernels produced
per head, and kerncl weight are all
enhanced by these weather conditions,
United Grain Growers said,

The Prairic cooperative predicted
output of red spring wheat would be
833 million bus, up 9% over last year's
764-million-bu record. Durum wheat
production is estimated to be 122 mil-
lion bus, 17% more than the 104
million bus harvested in 1981.

Durum Trends

Now that durum wheat are
back to a normal relationship with
other classes, if there is “normality™
for a market as isolated as durum has
been, manufacturers of pasta are rap-
idly retuming to usage of durum se-
molina as replacement for the blends
that had widespread popularity in the
past several years of unusually high
durum prices. Currently, durum of
milliag quality in Minneapolis ranges

L kgt

to a discount under 14 percen: pro-
tein hard red spring, a price levt tha
not only encourages a restoral; 1 of
durum semolina usage, but ac sally
serves as a stimulus to maxi: izing
the trend. That is an importan shifi
for the pasta industry, whose p:idua
quality is largely dependent on thie ex-
tent of durum used and whose murkets
experienced some impact, largely of a
negative nature, from the change in
flour types in 1980-81 and 1981-82.

Chairman of U.S. Wheat
Associates

Harrell Ridley, a wheat producer
from Las Animas, Colo., was clected
as chairman of U.S. Wheat Associates
during the organization’s annual board
meeting in Duluth, Minn.

U.S. Wheat Associates is the over-
scas market development arm of the
U.S. wheat industry with 12 foreign
market development offices worldwide
and is supported by per bushel check-
ofl funds from wheat producers in 13
major wheat-producing states includ-
ing North Dakota. Funding is also pro-
vided through contracts with the For-
cign Agriculture Services of the US.
Department of Agriculture as well a8
third party cooperators.

North Dakota Members

North Dakota producer board mem-
bers elected to oversee and direct the
foreign market development act ities
of USWA are North Dakota State
Wheat Commission board me
George Howe, Casselion, NI ).
Ole Sampson, Lawton, N.D.;
Neshem, Berthold, N.D.; and
Giffey, Roseglen, N.D.

Depressed Market
“U.S. wheat producers must
a greater eflort to promole ou.
product not only because of a 1 cord
harvest and a depressed mark for
wheat, but also because the [ ieral
government is reducing its fundir and
cffonts in forcign market de' lop
ment,” Ridley said. He said durir 2 bt
tenure as chairman, the objecti ¢ of
USWA will continue to be to increast
the levels of US. wheat export
through foreign market developmen!
activities stressing the unique role of
the United States as a reliable prods-

cer and supplier of quality wheal.
During his one year term of ofi
as chairman of USWA, Ridley will
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1ake
own

at meetings of the board and
ve committee with the respon-
of developing the organization
and seeing that those policies
by the organization’s

%

i ¢y has farmed in Colorado for
:0 years growing both irrigated
iryland wheat and raising cattle
ﬂ‘!. HC

-

EE3,RIZERD

has served on the Color-
oo Wheat Administrative Commit-
we for several years and served as its
President in 1979-80. He was a direc-
tor of Great Plains Wheat and follow-
ing the merger of Great Plains Wheat
with Western Wheat Associates has
served as Secretary and most recently
# Vice-Chairman of the board of U.S.
Wheat Associates. Ridley has also ser-
ved on the Bent County ASCS Com-
mittee and the Colorado Grain Mar-
keting Task Force.

Etvrope Spectulates GATT
Decision Against U.S.

While no one is predicting the out-
come with any degree ol confidence,
recent advices in Europe have indica-
ted that the General Agreement on
Tariffs and Trade (GATT) ruling in
the complaint brought by U.S. govern-
ment against European Community
subsidization of flour exports may go
aainat the U.S. position. Issuance of
the so-called “draft report” was ex-
pecte] in September.

Tt US. case in turn was prompted
by a iocalled Section 301 complaint
it by the Millers' National Fed-
,, the US. milling industry's
wusociation.
ording to one report in Europe,
\TT panel is leaning toward the
lements of the Community's de-
of its export flour sales polices
¢ that the US. has not taken
ccount pits extensive financing
ir exports under the P.L. 480

for Peace program, and that
flour is a heterogencous product
1as no fixed market price, and
that, iherefore, u subsidized price level
B diticult to determine.

Iniced, a good deal of Europcan
Speculation tends to concentrate on
the cxpected course that U.S, agricul-
tural export policy will follow in the
event the GATT panel rules against
te US, complaint on Community
Sour exports.
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CoriAgra Report

Net income of ConAgra, Inc., in the
first quarter ended Aug. 29, totaled
$8,480,000, equal to §5¢ per sharc on
the common stock, up 8% from
$7,570,000, or 60c per share, in the
first quarter a year ago. Net sales ag-
gregated $612,407,000, up 18% from
$520,138,000 in the first quarter a
year ago.

Average shares of common stock
outstanding in the first quarter was
15,030,000, compared with 12,614,-
000 a year ago. The increase is due to
the merger of Peavey Company into a
wholly-owned subsidiary of ConAgra.
Peavey's results were included in the
final month of the first quarter.

Grain processing and merchandising
carnings in the first quarter, ConAgra
said, were below last year due to weak-
ness in the grain merchandising indus-
try. Noting that ConAgra and Peavey
had recently consolidated their flour
milling businesses in ConAgra Grain
Processing Companics and their grain
merchandising businesses in Peavey
Grain Companies, ConAgra said, “Sig-
nificant gains in productivity and effi-
ciency arc expected.”

During the quarter, ConAgra said,
Banquet Foods increased volume and
carnings and began national rollout of
three new chicken products. Singleton
Scafood increased volume and had
good carnings while Country Skillet
Pouliry's carnings were above a year
ago but below expectations. “The broil-
er chicken industry,” ConAgra said,
“needs to continue reducing the sup-
ply flock to achieve firm prices and
stronger profitability.”

ConAgra said Peavey Retail Com-
panies achicved good carnings gains,
and United Agri Products, the agricul-
tural chemicals business, continued
to increase sales and improve its posi-
tion despite a weak farm cconomy.

Peavey Milling to Omaha

In an internal announcement Pea-
vey Company said its milling head-
quarters and staff functions would be
transferred from Minneapolis to the
Omaha, Nebraska, headquarters of the
parent company, ConAgra, Inc. A re-
alignment of the flour milling and
grain merchandising operations of
ConAgra and Peavcy, bringing togeth-
er businesses in the same industries,
was announced in August.

The internal announcement set Nov,
30 as the date for the shiflt of mill-
ing functions to Omaha, and indi-
cated that a review of staff functions
and personnel needs in the milling op-
erations was under way. A similar
review is under way for consolidation
of grain operation functions, with this
business to be headquartered in Min-
ncapolis. Under the realignment an-
nounced last month, Roger F. (Bud)
Morrison, president and chicl oper-
ating officer of ConAgra Grain Com-
panies, will manage the combined
flour milling business and Lewis A.
Remele, group vice-president, grain
and milling group, Pcavey, will man-
age the combined grain merchandising
business.

Peavey Presidents

The board of directors of Peavey
Company, wholly-owned subsidiary of
ConAgra, Inc., last week clected presi-
dents for its expanded grain operations
and its retail businesses. Lewis R. Re-
mele was elected president of Peavey
Grain Companics and Jerome W. Tre-
bli was clected president of Peavey
Retail Company.

Both exccutives will continue 1o re-
port to George K. Gosko, president
and chief operating officer of Peavey.

Peavey Grain Companies consist of
Peavey's domestic and export grain
merchandising operations, barge trans-
portation and commodity futures bro-
kerage, as well as ConAgra's grain
merchandising operations, which in-
clude Minneapolis-based Atwood-Lar-
son Co. and Burdick Grain Co., and
St. Louis-based ConAgra Grain Mer-
chandising Co.

Peavey Retail Companies consist of
more than 200 retail outlets in 16
states and Canada in four specialty re-
tailing categorics: fabrics, farm stores,
building supply stores, and work and
outdoor clothing.

Multifoods Posts 15 Percent
Earnings Gain

Intemational Multifoods Corp. re-
rorted a 15-percent increase in carn-
ings for the sccond quarter ended Aug.
31, 1982,

Second quarter net earnings were
$8.1 million or 98 cents per common
share on sales of $266.6 million. This
compares to carings of $7.0 million

(Continued on poge 28)




Pasta draws
a fine line

Most everything about
pasta is positive.

Pastas — let's tell it like it is.




Multifoods Gains

(Continued from poge 25)

or 87 cents per common share on sales
of $278.8 million for the same period
a year ago.

Results for the first six months of
fiscal 1983 showed an improvement in
camings of 17 percent to $13.4 mil-
lion or $1.62 per common share over
first half eamings for fiscal 1982 of
$11.4 million or §1.40 per common
share.

Multifoods' President, Darrell Run-
ke, in announcing the results said that
“we are pleased with the continued
strong performance of our Venezuclan
operations, which was one of the keys
in the outstanding operating gains
posted by our Industrial, Consumer
and Agriculture market segments. Not
to be overlooked,” Runke added, “is
the continued success of our manage-
ment team’s program of inventory and
receivables control as reflected in an-
other significant reduction in interest
expense.”

Runke also said that net earnings
for the quarter were reduced by 23
cents per sharc duc to the estimated
impact of the recent devaluation of
the Peso on the Company’s joint ven-
ture in Mexico.

Industrial Segment

Discussing performance in the In-
dustrial segment, Runke noted that “in
the US. and Canada, bakery mix
shovizd gains in unit volume and camn-
ings, but bakery flour continues to
struggle as does the export flour mar-
ker”

Excellent results in the Consumer
scgment were attributed principally to
gains from consumer flour products in
non-U.S. operations. Also of particu-
lar note, nccording o Runke, were
“sharply increased sales and carnings
from our U.S. Feinberg specialty meats
organization and good overall im-
provement in glassgoods and cereals
in Canada.”

*The good news about the upward
trend in the Agriculture segment is the
improved carnings of our US. feed
operations,” Runke reported. “We re-
main extrenicly cautious about a short-
term strengthening of the U.S. agricul-
tural cconomy, but our new products
and marketing strategies may be begin-
ning to pay ofl.”

In the Away-From-Home Eating
scgment, camings were down. Custo-
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mer counts in the domestic Boston Sea
Party restaurants, as well as restaur-
ants in Canada, continue to be ncga-
tively affected by economic conditions.

William G. Phillips, Multifoods’
Chairman and CEQ, commenting on
the situation in Mexico said, “the im-
pact on the second quarter represents
our best estimate based on the current
available fucts concerning currency
exchange. We are convinced that our
agri-business joint venture is sound
operationally and financially, and that
our Mexican partners and managers
are doing a good job in dealing with
the present uncertain economic condi-
tions.”

In summarizing the quarter, Phillips
said, “I am quite pleased by our earn-
ings gain in this difficult economic en-
vironment.”

“First half results have been good,™
Phillips added, “and we remain confi-
dent that our well balanced product
lines and divensity of geographic
sources of carnings will deliver our
15th consccutive year of improved
carnings next February.”

Pillsbury Net Up

Net carnings of The Pillsbury Co.
in the first quarter ended Aug. 31 to-
taled $25.6 million, equal to $1.18
per share on the common stock, up
3% from $25 million, or $1.16 per
share, in the first quarter of fiscul
1982. Last year's first quarter results
included a gain of $3.7 million, or 17¢
per share, from the sale of Wilton
Enterprises.

Average number of shares outstand-
ing in the first quarter was 21.7 mil-
lion, up from 21.6 million in the first
quarter of 1982,

Sales in the quarter aggregated $806
milliva, up 9% from $741.5 million
in the comparable period a year ago.

Commenting on the results for the
quarter, William H. Spoor, chairman
and chief executive officer, said, “The
29% gain in our first quarter pre-tax
carnings, after adjusting for Wilton,
was attributable to improved i
performances from ecach of our busi-
ness groups.”

“We are convinced that the combi-
nation of our balanced food portfolio,
financial strength, first class facilities
and a proven management team will
give us our 12th consecutive year of
increased sales, earnings and dividend
payments,” he said.

Record Year for
General Mills of Canada, td,

All time record sales and net .m-
ings were reported in the General lilly
Canada, Inc. Annual Report fo the
year ended May 2nd, 1982,

John D, Herrick Chairman o the
Board, said the success was die o
“Improved market share perform.nce;
increased operating cfficiencies; and
successful new product introductions™
in all divisions.

Consolidated Sales were $202.§
million an increase of 5.2% for the
diversified consumer products com-
pany and net eamnings before an e
traordinary loss item were $9.5 mil-
lion, 27.6% greater than last year.
An extraordinary loss reduced net
carnings to $7.7 million and was due
10 the disposition of the Regal Toy op-
eration which was sold in the beu
strategic interest of the Creative Prod-
ucts group.

Operating  highlights included a
substantially increased share of mar-
et for the Big “G" line of rcady-to-<at
cercals; significant distribution expan-
sion of the Lancia pasta and Bravo
sauce products; the successful intro-
duction by Blue Water Seafoods of
four new products; the eight consccu-
tive year of sales growth by Euddie
Bauer outdoor apparel retail stores und
the introduction of more than four new
products by Parker Brothers includ-
ing clectronic games and Cana 'ian
version of Monopoly.

Lancia-Bravo Foods Division

An independent mcasuring sc::ie
verified that consumer sales of L. cia
pasta continue to grow faster thar the
market, which grew an encour. ing
5% this past year, This strong m. ke
growth is the result of increasing 0
sumer interest in pasta as a nutri s
and tasty altermative to other an
meals, plus consumer recognition hat
pasta offers top value for their m: <y.
Lancia continued to gain in distrib ion
outside the large Ontario ma ket
where it is the lcading brand. M. kel
share gains were particularly strot 2 i
Western Canada and Quebee, de-pite
competition for both domestic and im-
ported sources. Significant progrest
was 2lso made in export markets.

Lancia pasta is made with scmo-
lina from 100% Canadian amber dur-

{Continued on page 30)
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CLYBOURN CARTONERS
ineet a wide range of needs

VERTICAL CARTONERS

Clypourn cartoner features:

+handie hard-to-feed producls » carton size changes
«sift-proof sealing « tuck or seal end style cartons
A comprehensive assortment of options and acces-
sones makes it possible for us to satisfy a wide
range of cartoning requirements

Volumetric Filling

Ideal for most free-flow-
ing products such as
powders, granules, flakes,

macaroni and rice

Net Weight Scales

For free-flowing, multi-
shaped producls such
2» specialty pasta, pet
foods, wrapped candies
and products with fre-
quent density change

to-feed, semi-free-flow-
ing products like ultra-
fine powders and mixes
with shoriening

Hand Loading
Ideal for operations
where product changes
are frequent and pro-
duction volume varies
widely

Plus Others

We also offer auloma-
tic bottle, can and pouch
loading Tilt tray con-
veyor makes it possible
to feed into the carton
irregularly shaped pro-
ducts. Ctybourn Vertical
Cartoners are available
in speed ranges from 50
to 400 cartons per
minute. Speed varies
with model! and carton
dimensions

HORIZONTAL CARTONERS

Intermittent Motion and Constant Mction Hori-
zontal Cartoners are available with the following
features: * tuck or seal end style carton * three-
dimensional carton adjustability * vertical or
horizontal form, lill, seal tie-in with automatic
collation from single or mulliple lanes.

Pouch Collation

o G ) h'.."i-;_,:.
'-_'_l.'-n?‘-"D:;T“ .

% .J""'---.b

Container Collation

Buill to meet your product and production line
specilications, Clybourn horizontal cartoners
package a wide variety ol products such as:
boltles, blister packs. bearings. chewing gum
pouches, pencils, pens. bakery, frozen anr
snack foods. spaghetti and many other type
of products.

Clybourn

Machine Company
TSISN Linger Ave
Shokse 160077

a tryeson of Pasal Inc
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Lancia-Bravo Foods
(Continued from poge 28)

um wheat, the best wheat for pasta in
the world. The reward for this policy
of using only premium raw materials
and maintaining consistent product
quality is evidenced by market accept-
ance and position.

Like the pasta market, the spag-
hetti sauce market continues to grow
at a rapid pace. Bravo spaghetti sauce,
which is made from an original auth-
entic ltalian recipe, continues to be the
market leader in Ontario. Record
shares were achieved in Western Can-
ada and Quebec as expansion plans
were exccuted successfully.

The Lancia-Bravo Division offers
the most extensive line of ltalian-style
foods. As both Lancia pasta and Bra-
vo sauce continue to expand national-
ly, the company looks forward to in-
creased volume through additional dis-
tribution gains, improved market
share and innovative new products.

Coca Cola Acquires Ronco

The Cocoa-Cola Company Foods
Division, a leading producer and
marketer of fruit juices and beverages,
has acquired Ronco Foods Company,
a firm that manufactures pasta.

Eugene V. Amoroso, presidemt of
the Foods Division, announced that
the Ronco purchase has been com-
plcted and the company has operated
as a subsidiary of the Division effec-
tive September 17,

The purchase of Ronco represents
the Foods Division's first entry into
manufacturing and marketing of solid
foods. Currently, the Division markets
juices and fruit drinks under the brand
names of Minute Maid, Hi-C. and
Snow Crop, along with Maryland Club
and Butter-Nut coffces.

Based in Memphis, Tennessee, Ron-
co Foods Company manufacturers a
full-line of high-quality pasta products
including noodles, macaroni, and spag-
hetti that are distributed in more than
20 states principally in the south and
southwest. Founded by the Robilio
and Cunco families in 1920, Ronco
Foods operates a manufacturing fa-
cility in Memphis and employs ap-
proximately 150 persons.

In making the announcement, Amo-
roso said, “Ronco has been a well-
managed and consistently profitable
operation that sells high quality pro-
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ducts which have excellent consumer
and brand recognition.
“We feel this acquisition provides
us with another growth opportunity
in both consumer and foodservice
markets.”

Creamettes in Joint Ad with
Kikkoman Soy Sauce

Creamettes Macaroni and Kikko-
man Soy Sauce will mount an exciting
tie-in campaign this fall featuring a
four-color, full-page ad inviting read-
ers to try the recipes for “Savory Beef
‘N Macaroni Casserole™ and “Stir Fry
Beef and Spaghetti.”

The ad appeared in the October
S Family Circle, Oclober Working
Mother, and September McCall's and
Woman's Day.

Point-of-sale malcrials were avail-
able through both Creameties and
Kikkoman sales representatives.

The recipe illustration and dircc-
tions in the ad were featured on
Creamettes Macaroni  seven-ounce
packages, along with 10¢ store cou-
pons for Kikkoman during August and
September.

Creameties Macaroni is the most
widely distributed pasta in the US.
and Canada. Kikkoman is the leading
brand of soy sauce in the US. and
Canada.

Tie-ins have been featured by both
companics lately because of their pop-
ularity with retailers. Two sales groups
can provide display and merchandis-
ing ideas with increased effectiveness
—and help merchandisers sell more
related items.

Creamettes sells a complete line of
Spaghetti, Egg Noodles and other pas-
1a items. Besides Soy Sauce, Kikko-
man offers Teriyaki and other sauccs.

The ad agency for Creamettes
is Martin/Williams in Minncapolis.
Grey Adventising in San Francisco is
the agency for Kikkoman.

Prego Spaghetti Sauce

A new Prego Spaghetti Sauce va-
riety is joining the three already
popular Prego flavors on supermarket
shelves in New York and Philadelphia.

Prego Marinara Spaghetti Sauce is
being introduced into these two east-
ern markets this month. The new
product is formulated with no sugar
or sweetners, is 100% natural, and
tastcs great over pasta, as well as
chicken, veal and seafood.

“Prego Marinara Spaghetti Sauc
represents a substantial volur : op
portunity in the New York anc Phils.
delphia markets,” according 1 Mar.
ty Buchalski, marketing direc o for
Campbell's US. Division ( oven
Business Unit. “These two mar. ‘s x-
count for 68% of all marina 1 s
ghetii sauce sold in the United * atey”
Buchalski said.

Prego Marinara Sauce coiies in
three sizes, 15%4, 31%, and 464
ounces. In product testing, Prego Ma-
rinara was judged by consumens to
be highly superior to competitive
brands.

Marketing support for the introdu-
tion included a major newspaper ad-
vertisement on Sunday, October 3. In
addition, Family Weekly Sunday sup-
plement coverage will be provided in
areas without the inserts. These ad
will carry a 20¢ coupon good toward
the purchase of one jar of any six
cr variety of Prego Spaghctti Sauce.

Campbell Soup Sales Up

Campbell Soup Company posted in-
creased fourth-quarter and 1982 fiscal
year sales and earnings.

Net sales for the 1982 fiscal yerr
ended August | rose 5% to S2.944.
779,000 from $2,797,663,000 last
year. Net carnings for the year were
up 16% or $4.64 per share ‘enw
$4.00 last year.

Sales for the fcurth quarte: ros
10% 1o $666,683,000 from 607
291,000 in the same quarter las year.
Net carnings for the quarter we ¢ uf
18% 10 94¢ per share versus K : Nf
share in last year's fouith quant .

Sales volume was vp ove b
year by 3% for the year and 17 o
the quarter. International sal: et
down 10%, when convertad (nm
foreign currencies, principally ¢ W
the strong U.S. dollar.

R. Gordon McGovern, Prc
attributed the strong results pr
to improved operating carnings
year from Campbell US., Pepj
Farm, Vlasic Foods, and the
America Divisions. McGovern 0k
that prices for Campbell US. "™
ion branded products have ren iined
relatively unchanged since April (98-
and that Campbell had continuc 4
increased level of marketing duri: ¢ ¥
year. Marketing expenses for fiscd
1982 were up 29% or approxinatel
$60 mililon, with advertising expend-
tures alone increasing 43%, up $3!
million.
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RALPH RICATONI
RECOMMENDS —

Call Today and Find Out
COOLEY SALES, INC.

913 362 5120

SIAWaARTAAT WMILHION =Y bEJC)

P.O. BOX 1008
PALATINE, ILLINOIS 60067, U.S5.A.
Please enter one year subscription: | 1 $14.00 Domestic

R I Zip. -

New Subscription

$17.50 Foreign




FAMILY BUSINESS COLUMN

by Frank M. Butrick, Akron, Ohio
PART VI — THE DAUGHTER AND THE BUSINESS

Mnny business owners look at their
family and discover that a daugh-
ter is intercsted in the business. Some
of them accept this with equanimity,
rising gracefully to respond to the idea
of a woman some day running their
businesses. And others do not—and
should.

In no way is this a plea on behalf of
women's lib or so-called cqual rights.
It is not necessary since there has al-
ways been a certain proportion of
wome in business, Most of them hold
less than exccutive positions, but so
do most men. Yet others have worked
into traditionally masculine jobs, with
perdectly fine results.  Twenty-five
years ago | knew a midwestern indus-
trial distributor with an all-female
sales force. Unfortunately, after a few
very successful years, the owner was
killed in an airplane crash. His wife
took over the business, fired the ladies
and replaced them with men and con-
tinued on almost as successfully (if
not quite so spectacularly). But this
one business alone is an example of
ladies at both selling and management
levels.

And in smaller businesses of all
kinds there have always been lady/
owner/managers. Widows, daughters
of owners, and even an occasional en-
treprencur, Except in certain lines of
retail selling they have always been a
minority. But it does not really sur-
prisc us to find an occasional wife
(widow) or daughter who is in sales,
or is a truck driver — or winds up
running a food-processing plant or a
sporting-goods store. So il your daugh-
ter wants to run your busincss some
day, will take the time to prepare her-
self for the task, and is willing to ac-
cept the long hours, hard work, and
responsibility involved — then why
rot? Really, the key question is does
your daughter really WANT to run
the business — enough 10 accept the
impact of that deciison on her life —
and if so, for HOW LONG will she
want to run it? There is a great deal
of noise about sex discrimination, but
what it really boils down to is this:
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A woman's place is in the home — IF
that is where she WANTS to be. If
she wanis 10 be in your business, then
that is her place.

Of course, there are obstacles, but
these are mostly habit and tradition,
rather than fact. The largest obstacle
seems 10 be the lady's family. A man
can become a father without losing a
single day's work. He can raise chil-
dren, own a home, remodel and tend
to it, tinker in his garden, go fishing—
and still work full time at running his
business. And it is true that if your
daughter marries and becomes a
mother, her children and her work
will interfere with cach other. Still, the
inconvenience of a few pregnancies
does not preclude a woman's work-
ing in a company, nor should it pre-
vent her from heading it up. Between
nursemaids and nursery schools and
day help, she can work full time, the
same as a man. And if she loscs a day
now and then because she is a mother,
so what? Few businesses require 100%
attendance — not if they are properly
managed.

Your Daughier As An
Execwtive in Your Firm

Now, where does this leave the
woman who wants a career in your
business? Hers is still a difficult role.
First, she must sell herselfl to you —
and that is a major task, because the
tradition-bound father (and mother!)
all too frequently look at their daugh-
ter as “their little girl”, and just do not
take her seriously as a potential suc-
cessor. Her first obstacle is YOU!
Even if you give her a chance, she
has a hard row to hoe. To succeed in
an essentially masculine business en-
vironment, she must step away from
the female world, to neutralize the
traditional male/female roles. This
may mean downplaying her physical
attractiveness since otherwise this will
overshadow most men's reaction to-
ward her. And she must adopt mascu-
line behavior patterns so that she can
play the business game by men's rules;
business still 1S a man's world. The

truly successful women fits into it
rather than trying to change it. Many
women have managed this very suc-
cessfully, but the key is not merely
ability to compete, but ability to leam,
adopt and then compele by men's
rules. That may not be very fair or in-
viting to your daughter, but that is the
business world as we find it today.

The male objection to most women
in business is not because women are
incompetent or cannol manage of
compete, but because some do not play
by the established rules. Thus the mak
dismissal of women as “loo emotion-
al, helpless, overbearing, disinteres-
ted”, and so0 on. Men do not object 10
working with women business execu-
tives who are executlves first and
women second. But in adopting mas-
culine behavior patterns, your daugh-
ter must avoid a trap — that of end-
ing up with a caricature of the wors,
rather than the best. Some women
think they display independence and
strength of character by outrageous
behavior — loud, strident, abrasive,
and abusive. They have complcely
missed realizing that civilized soc cty
is based upon ancient, establisied
rules of behavior — that the e
measure of social development is 0
liteness, not aggressiveness.

After my talks 1 frequently | »¢
men come up to me to disagree on n¢
point or another. But not once, 1%
such an exchange of viewpoints ! en
really unpleasant. Yet women also is-
agree with me and | would estit e
that a full third of them are actt Ily
abusive. Such behavior will not be ol-
crated by most men, There are di' <1
ences between confidence and agy ¢
siveness, between being forceful nl
obnoxious. Your daughter must re Jg
nize these lines and not run off the
very men whose respect she hope 10
acquire.

Further, the woman in business niusi
be able to operate independent of niav
culine assistance, at least as much »
men are independent of each other
When she uses her feminine charm of
takes advantage of masculine chivalry.
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Sometimes the people hardest to please are

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

But the best noodle dishes begin long betore they
reach the table. They begin on the farms of the northem
plains, where the nation’s best durum wheat is gromn

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

At Amber Milling. we're serious about pleasing our
customers. We know you're fussy about quality. 5o we
”“\ deliver semolina and durum flour that makes it casier tor
you 1o please all your “fussy” customers. Specity Ambaer! .1‘ A

"'y
AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION W

] Mills at Rush City, Minn » General Ottwes at St Paul Minn 55165 Phone 6121 6l a3l
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she loses, because she is taking unfair
advantage, She must remember that
among men, favors are repaid — or
are no longer granted; every man is
expected to stand on his own feet,
without leaning on his co-workers.
She must be equally independent —
or remain a ‘helpless’ female.

Il your daughter does not want to
play by these masculine rules, then
she will have to create her own and
play as she chooses — but she better
plan on replacing all her key men with
key women when she takes over, and
her relationships with male customers,
suppliers, and advisors will be dubious
at best. Men will always object 10 a
female “boss™ -~ as they object to a
male *boss”. But many women have
become successful executives in a pre-
dominately masculine business world,
merely by deciding they wanted the
rewards badly enough to earn them
fairly.

Your Daughter as Wide and Mother

But none of this is terribly difficult,
Any women who wants to join the
business world can easily meet these
simple requircments. A much more
serious problem, however, is at home.
Ironically, if your daughter faces any
real problem in becoming your succes-
sor, it is more likely to come from her
husband than it is from her father or
her ability to take on a “man’s job".
If your daughter marries, her husband
will have a profound effect upon her
ability to run your business. Does he
come in, too? If so, in what capacity?
Second fiddle to his wife? Can they be
partners in management without rival-
ry, or without one getting the upper
hand to the disadvantage of the other?
Or will she want him to take over the
company? A son-in?law is an entirely
different matter from a daughter as
SUCCessor.

| 2m reminded of a business now
owned by the founder's daughter,
where the son-in-law is also involved.
To salve his ego, she made herself vice
president (although she owns the
place), and clected her husband as the
president. They married when she
was working in the office and he was
an ambitious cub salesman. Ironically,
in this case, both have developed into
excellent managers; either one could
run the business very well, But as it
is, they both try to run it. Unfortunate-
ly, they operate not as pariners but as
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rivals and competitors. Trying to outdo
cach other, they have the pushed the
business to an extremely large size,
and they are considered a great suc-
cess.

But if you get either of them aside
over a martini or two, you soon find
that there is more frustration and bit-
terness than there is satisfaction. The
rivalry and arguments at work have,
inevitably, spilled over into their pri-
vate life and both are trapped, with
on hope for improvement and no es-
cape. Most people would not consider
theirs a very good life.

And if the son-in-law stays out of
the business and pursues his own ca-
reer, what happens when he is trans-
ferred 1o another city — or accepts
a position with some distant firm? Or
goes into business for himsell and
wanis her help? Will he jeopardise his
own career and his future for his wife's
career — and YOUR business? The
family business can build a son's life,
but will it build your daughter’s life —
or destroy it? In the final analysis, only
the daughter can determine the answer
1o this knotty question.

Nonctheless, never rule out your
daughter as your successor, because
other daughters have taken over their
father's business at his retirement or
death, with remarkable success. One
which comes 1o mind is a midwestern
macaroni products and lalian food
specialties company. The founder
(now retired) had only one child —
a daughter. From the very beginning
she was fascinated by the busincss;
she and her father were very close and
he helped and encouraged her to keep
up that interest in the family business
through her teens and four years of
college. She returned to the business
with an business degree from a good
college and her father staried her on
a well-organized training program
which included working in all of the
various depariments, learning every job
—f{rom bottom to top.

During her carly twenlies she also
married. Her husband was a teacher
and is now the high-school principal.
When her father’s health failed, he
moved her quickly into the top post
of his business. With his help and that
of an elderly shop superintendent, she
took over smoothly. Today, the busi-
ness is thriving — growing and mak-
ing money. The daughter is a happily
married career woman, the mother of
three children, looked after during the

day by a housekeeper. This is me
one example that demonstrates ho
daughter can “follow in father’s (
steps”, even in a so-called mascy
industry. | have met dozens of otl

This daughter wanted 10 run
father's business, studied for the
practiced, took over and succeedc !
because she wanted to. Also give
credit for picking a husband vho
could advance in his home town s
their carcers would not confict. So i
your daughter really wants to run your
company—wants 10 badly enough w
work and prepare for it, and marries
the right husband—then she will pro-
bably be a great success, quite as good
as a son. And quite possibly better,

So in the final analysis, your daugh-
ter could become an excellent suc-
cessor for you. But you will have to
teach her, the same as you would a
son. And you must not try to keep her
us “daddy's little girl”, because she
will have to learn to carry her own
weight and fight her own battles, just
as would a son. For practical purposes.
it IS a man's world, and your daughtcr-
successor  will have a difficult time
finding her way into it. But you harm
her, not help, when you try to shicld
her from the rough and tumble of rc-
ality. Just give her a fair chance and
she will probably do very well indecd
—as long as she picks the right hus-
band and organizes her personal |fe
$0 as 10 accommodate her carcer as n
entreprencur.
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NEXT MONTH—we treat the st -
ject of your son-in-law as a succes 1
for your business.

This article is condensed from a
chapter in the author's book, TI ©
FAMILY IN BUSINESS, to be -
leased by the IBI Press, Box 159, 7 -
ron, OH 44309.

MACARONI JOURNAL will ¢
printing key chapters from the bo ..
the first ever devoted exclusively ©
the personal relationships within
privately-owned business, during ' ¢
forthcoming months. If you hawe 2
situation upon which you would | .¢
Mr. Butrick’s comments or advice, } ¥
may contact him through MACARO sl
JOURNAL, or by writing the 1
Press in Akron, or calling him at 216-
253-1757. There is no cost or oblip+
tion — but if you write, be patient.
His heavy travel schedule precludes
quick replies to his correspondence.
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:USTOM DESIGN

—AND BUILT-

COMPLETELY AUTOMATED

‘"CONVEYOR

SYSTEMS '

FOR

SPAGHETTI

FROM STRIPPER * W
% w TO PACKAGING

INCLUDES:

Bucket Elevators
Horizontal Conveyors
Chimneys — 10" or 20"
90" or 180° Curves
“$" Curves

Curters

Special Equipment Designed
and Built

MORGAN &
ASSOCIATES

Serving the Industry over 20 Years

Salvaters aad Alessandre Di Cecco

Exclusive Sales Represemtatives for:
RICCIARELL!:

Automatic pockoging mochinery in cartony or cello-
phone or thylene bogs for:
Long ond short cuts pasta, cerwals, rice, dred
vegeiobles, coflee, cocon, nuts, dried Hfrums,
wices, etc. Bundling mochines ond Bologna
stomping machiney

NICCOLAI:

Dies ond die-washing mochmnes

High-resistance bronze-gluminum ond eatra-light
oluminum-titonium olloys

Ecologi water-recovery ond decontaotion lanks
BRAMBATI:

Systems for pneumatic conveyonce and blending of
semolina ond flour

Storoge for noodles ond short-cut pasto
Dry pasta mill grinders

AGNELLL:

Mochines for the producion of ravioli, coppellem,
tortellini, lasogne and noodles

Consulting Services Fres of Cherge
Addram: RLR. 1, Richmend Hill, Ontarie L4C 4X7,
Cansda

Phoae Mo, (416) 773-4033, Ahernete Neo. 898-1911
Telex No. 06-98494)

6507 Twin Oeks Drive
Kanses City, Missouri
64151

Phone (816) 741-8096

LABORATORIES, Inc.

EST. 1920

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

1—Vitamins and Minerals Enrichment Assays.
l—?ﬂi‘uu‘%ﬁmhl’non‘
oodies.

3—Semoline end Flour Anolysis.
4—Micro-enelysis for extroneous metter.
S—Senitery Plant Surveys.

6—Posticide + Fumigont Analysis.
T—Bactericlogical Tests for Solmonelle, etc.
8—Nutritional Analysis.

9—Troubleshooting Compressor Oils.

MARVIN WINSTON, DIRECTOR
P.O. Box 361, 25 Mt. Vernon St.,
Ridgefield Park, NJ 07660
(201) 440-0022

Novemsen, 1982

s




for better or for worse — hinges
their contacts with you, your know-
ledgeability about your business and
how it applies to them. This makes you
one of the most important people in
the business. Did we ever claim other-
wise?

2. Know the customer’s busimess.
If you don’t, ask questions. Listen to
the answers. No customer will object
to your interest in his or her business
needs; in fact, they'll welcome it. And
the knowledge you gain will stand you
in good stead. To say nothing of the
appreciation your customers will feel
for your concern.

3. Anticipsie your customers’ preb-
lems. Knowing your customers’ busi-
ness also means being able to antici-
pate their problems if a shipment is
late or their order is delayed — and
to notify them as far in advance as
possible so they can take remedial or
preventive action. Which is far better
than waiting until it's too late.

4. Salve of least part of the preb-
lem. You may not be able to solve the
customer’s problem all in one fell
swoop, but you can give “first aid” 1o
help reduce the inconvenience or ac-
tual cost 1o the customer. Particularly
where time is important, don't waste
time trying to place blame, but instead
get to basic facts and start the wheels
moving for a solution,

S. Make promises reslistically.
Whether it's solving a problem, hand-
ling a complaint, promising delivery
on a customer's order, or following
through on a customer’s request, nev-
cr make a promise or set a date for
completion unless you are certain it
can be met. If there's a chance it will
not be met, let the customer know in
advance.

6. Be a team member, Know whom
to call on in your firm for help in
specific matters, whom 1o refer cus-
tomers to on special inquiries. In short,
know your team, and function as a
tecam member. Let customers know

imags (which customers like) by blam-
ing others when things go wrong.

7. Help the customer bocome a hero.
Whether it's an emergency order, a
problem of his or her own making, or
whatever, the surest way to get and
keep customers is to make them heroes
in their own companies or among
friends and family. Help customers
save [ace, prestige, even their jobs.
It's one of the great rewards of your
job

8. Feed yowr cwstomers ldess. If
you know of new products or applica-
tions, deals or promotions amd
the like, and it’s within company pol-
icy for you 10 do so, feed the informa-
tion 10 your customers, not nccessarily
a3 a sales pitch, but rather 1o keep
customers informed of services and
products and applications which will
help them do their jobs better.

9. Be trwiblul. The one thing no
company or individual can afford to
lose is credibility. Customers count on
you to provide accurate information.
Often, their plans are based on what
you tell them. Willful exaggeration,
missiatements, even carcless inaccura-
cies in answering their questions —
any of these is likely to be taken as a
serious breach of good faith,

10, Use your time productively. Cus-
tomer service work consumes a lot of
time — looking up information, call-
ing customers back only to be told to
call back later, missing customers’ calls
when you yoursell are tied up, and so
forth. Many callbacks can be avoided
by getling — or giving — all the need-
ed information on the first call. Having
all the information, files and appropri-
ate forms at hand also saves lime, as
does being courteous bul businesslike
in your calls and keeping them brief
and to the point. The same is true for
letters and memos you write: include
all the facts, but avoid big words and
technical jargon. i you use files fre-
quently, try to get as much informa-
tion as possible on a single trip rather
than running back and forth for each
item. In short, invest your time wisely
and eajoy the dividends!

11, Inmovate. If you think a job can
be done better and more cfficiently, let
your supervisor or depariment head
know how you would go about it. The
best ideas for improving operations

12. Communicate fully
Observe the Golden Rule
communications: “Do not
cate simply so that you can
stood; communicate so that
not be misunderstood.” Persom
yourself who work with cust:nen
spend an average of five-plus ho s a
day communicating — which am unts
to some 23 days a month or abou: 27§
days a year. With that much practice,
you ought to be the best! (And you
probably are.)

13. Serve, and serve willingly. All of
us who work in business are herce for
the customer’s convenience, because
it is the customer — and nobody clse
— who pays the bills. We may not al-
ways be able to give customers cxactly
what they want — but we can alwap
give them our best in attitude, perfor-
mance, interest, follow-through and
concern that they are satisfied in their
transactions with us, so much so that
they not only keep coming back to do
business with us, but also tell othen
about us via word-of-mouth advertis
ing which is the kind of recommenda-
tion we wanl

and
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Restaurant Growth

The National Restaurant Associa-
tion groject improved real growth aod
maoderating menu prices for 1982

Foodservice industry sales are jro-
jected 1o reach $136.7 billion i
1982—a 9.7 percent increase « .¢f
1981;

Real sales, adjusted for inflat o
will advance 1.3 percent—well ab ve
1981°s more modest increase of 4 | -
cent,

Performance by different sector- of
the foodservice industry will be miv d
Real sales in the Commercial Gr i
are forecast to rise 1.7 percent w e
Institutional Group real sales dec ¢
.7 percent;

Transportation foodservice and !
food restaurants will post the lar %
real sales gains in the industry.

Eating places, which account of
about 60 percent of sales, are o
jected 10 record a sales increas. of
10.4 percent in 1982,

Menu prices will continue to n %
crate, rising 8.4 percent in 198'—
almost a full percentage point beo¥
the 9.3 percent increase during 1981

As inflation slows and the conr

VK FROZEN

come from the people who are per- sumer’s economic situation improseh
real cating place sales are projected 10
register a 2 percent gain in 1982.

EGG CORPORATION

GENERAL OFFICES:
S8 BROADWAY, P. 0. BOX 119, WESTWOOO, N. J. 07473
PHONE (201) 6444700 TILEX 134340

that the whole lcam is working on their  forming those operations every day —
behalf. And don't destroy the team which means you. Don't be modest!
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STOP

] Dough Ring: (] Breakage | Raggedness
[ Roughness ['] Collapsing || Poor Shape
I splits [J Poor Color ] Uneven Wall Thickness

Recondition your extrusion dies NOW!

Tell or Write for Details

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




School Lunch Is Big Business

The nation’s 25 largest school sys-
tems spent $326.7 million on food in
the 1980-8] school year, Topped by
New York City at $56 million, some
301 school districts spent over $1 mil-
lion each for food in that year, accord-
ing to research by Information Central
for the new 1982-C3 edition of School
Foodservice Who's Who.

The largest number of million-dol-
lar school food programs is in boom-
ing Texas, says the Wheo's Wheo. That
Sunbelt state boasts 44 such school
districts, followed by California with
30. Florida and North Carolina each
have 19 super districts and Louisiana,
17.

Research for the Directory, which
lists foodservice data on nearly 1800
public school and Catholic parochial
systems with enrollments over 5000,
shows that except in certain Southern
States, the percentage ol school sys-
tems offering some type of non-subsi-
dized a la carte foodservice ranges be-

B by T SR AR 1 B

tween 75% and 95%. The $1.5 mil-
lion food program in the Garland, TX
school system is entircly independent
of federal money, notes the introduc-
tion 1o the Directory, which adds that
a la carte programs are “of growing
importance as federal support de-
clines.”

Designed to help the food/foodser-
vice marketer locate his prime pro-
spects in the 30+ million meal/day
school market, the 1982-3 School
Foodservice Who's Whe covers the
largest school systems which control
65% of cnrollment and 70% of total
food purchases. Schools are expected
to spend over $6 billion on food for
meal programs in 1982.

The typical Directory listing includes
name of the key foodservice executive,
food purchasing power at the local dis-
trict level, as well as number of Jun-
ches, breakfasts and other meals
served per day. In addition, special
programs — summer foodservice, eld-
erly feeding, daycare/headstart, fast
food menus, a la carte service, vege-

tarian offerings and salad bars - ap
detailed.

The 1982-83 Scheol Food mice
Who's Whe costs $125 per o y; it
may be onlered from the put sher,
Information Central, PO Box 67 Kirk.
land, AZ 86332. Information ( :ntral
has published three previous e.litions
of the School Foodservice Who's Whe,

A detailed study of what foods are
offered on lunch and breakfast menus
in each state is also available from In-
formation Central, which points out
that “schools, the largest institutional
foodservice seclor, were not covered
in the recent USDA/Foodservice ln-
dustry Study. Our study should help
the marketer fill that critical informa-
tion gap.” The Schoel Foodservice
Market Report & Mena Study muy be
purchased scparately at $175 or o
$135 in combination with the new
School Foodservice Who's Whe.

Oppesite Pege . . .
Geoch Foods Telavision Advertising

The 25 Largest Schoel Food Service Operators

Amsual Feed

Rank School District Earollment (3585, 508) m
I New York City 1,000,000 + 156 509,136
2 Los Angeles 550,000 46 370,000
3 Chicago 450,000 » 252,856
4 Dade Ciy (FL) 130,000 17.8 137,252
S Philade!phia 235,000 16 85,000
6 Detroit 210,000 4 110,000
7 Hawaii 168,000 14 140,000
8 Houston 195,000 126 99,208
9 Polk Cry (FL) 63,000 ic+ 45,000
10 Cleveland 7¢.000 10 60,000
11 Dallas 134.000 99 75,000
12 Memphis 109,000 9 75,000
13 Hilkborough Cry (FL) 112.000 89 73,456
14 Fairfax Ciy (VA) 125,000 ] 53,000
15 Broward Ciy (FL) 126,166 75 69,591
16 Prince George Cry (MD) 116,300 72 68,000
17 Newark 67,500 6.2 40,000
18 Orleans Parith (LA) 82,600 6 65,000
19 Montgomery Cty (MD) 96,000 57 40,000

20 St Louis 60,600 37 i

21 Mobile Cry 64,544 56 42,123

22 San Diego 111,000 5.5 50,000

23 Duval Cry (FL) 99.022 5.5 66,001

24 Buffalo 49,800 54 33,100

25 Palm Beach Ciy (FL) 70,000 53 50,000

Source: Information Central Research.

for Los Dade County, Dallas and Nowark i
Angeles, Y. an wark not furnished.

Note: Enrollmenst
From 1979 US. Govt.
42

AVERAGE MEALS PER DAY

Breadfast Other
98,986 NA
180,000 85,000
67,239 13,968
28,711 13m
21,000 33,000
15,000 NA
20,000 10,150
30.043 69,000
200-300 NA
22,000 9,000
22,000 12,000
17,000 90,000
27,101 6,900
1,300 19.000
6,442 2827
11.000 23,000
12,000 NA
10,000 100
6,500 25,000
16,962 3,500
10,983 2559
12,000 30,000
15,176 NA
13250 3,100
10.000 NA
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PUT A SMILE ON A PASTA LOVIN' FACE

WOMAN NO. 2: | put 8 smile on a pasta
lovin® face. They love (o eat it... | love to
cook it.

(¢, AUS SINGS: Martha Gooch

PUT A SMILE ON
AVPASTALOVIN FACE

F

ot Martha Gooch put a smile

pul a smiie on a pasta lovin' face

Put 2 smile on a pasta lovin' lace.

%mmeMlemmmamm.xmcw‘
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SAVE OVER $1 MI

WITH EACH MICROWAVE
DRYEH

® Up 10 4 imes the production in
the same feet of floor space (a bar-
gain in itsell with construction
costs in the $40 sq /It range)

W Free production 542°% with a
5-day week

B Save energy Tests prove over
50% total energy savings com-
pared 10 some competitive dryers

& Sanmtation savings  Minunum
$100 each cleaning Maost easily
sanitized dryer hose it down or
steam clean it

® Save on installaton Fabricated
and assembled at our plant Up to
5000 man-hours savings

B Other factors of increased flex:-
bility less waste from spillage
more exact moisture control

A BETTER PRODUCT

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

Microary actually proa.
ter product than does c«

processing The super ity

the cooking strength . 2
when ready 1o eal anc
enhancement and mic
when presented in the

We will be pleased to su° mi
ples of product made or ‘ne

press same die same rawv.

but dried in convent

Microdry units You will re adily
the color difference ook
taste the bite differences

measure for yourself the st
sluff off each product

B Kilis all weevils—eqy
and adults

B Kills all salmonelia © -
Col and Coliforms Gr
duces total microbial cou

8 Makes a produc! w
color

i ¢rying operation from

ton ine comparisons by two
crceessors. Skows total energy
€0

WHAT USERS SAY:

B Lowest downtime We keep an
accurate record of all downtime
and express it as a percentage of
time down to time scheduled
Microdry leads the hist at less than

2%
Plant Manager ol a leading mid-
wes! operation

W All tuture equipment will be
Microdry

Technical director ol a large pasta
plant

B | guess the greatestcompliment
| can pay to Microdry 1s that il we
were going to install another Short
Cut hine 1n our Operation 1t would
definitely be a Microdry Micro-
wave Dryer

Execulive Vice President pasta
manufacturer

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

B GOLDEN GRAIN PLANTS

7 units

Chicago Seattlie San Leandro
| DAMICO 1 unit

Chicago

m CATELLI 1 umet

Montreal

m GOOCH 2 units

Lincoln. Nebraska

mCGB 1unit

Fort Worth Texas

| LIPTON 2 umits

Toronto Canada

W GILSTER MARY LEE 3 une
Chester llhnois

” WESTERN GLOBE 2 unit
Los Angeles

® PILLSBURY CO Amerncan
Beauty Division| 2 units

Kansas City. Kansds

W SKINNER 1 unit

Omaha. Nebraska

W Diewasher by Microdry More
compact 2.000p s + water nozzle
pressures

MICRODRY Corp World leader
i ndustnal microwave healing

i,

MICRODRY

v

3111 Foslornia Way
San Ramon CA 94583 415 837 9106




National Pasta Association
Winter Meeting
Februory 20-24, 1983

Muarriott's Marco Beach Resint
Marco Iland . Florida

Just off the west coast of Flonda
on unspoiled  and - undiscovered”
Marco Bland, Marco Beach Resornt
claims 3' 2 miles of white sandy beach,

A new puest toom  tower — cach
room with a balcony or terrace, most
overlooking the pool, the beach, the
Gulf of Meviwo — doubles the room
count 1o 742

The 40000 sy 1t of function space
mcludes a0 200000 s, 1. ballroom,
spacious enough Tor 1900 attendees,
vet divisible to vight separate rooms
In total, the hotel otlers 20 separate
meeting roons

Afler sessions, groups can - enjoy
thive freshwater pools, 18 Har-Tru
tennis courts, 30 holes of champion-
ship golf, or sport fishing and sailing

Ihe hotel s accessible via Marco
Ishand Airwans and e Flonda Com-
muter  from M From Marco
Island  Awport (15 muinutes away ).
Naples Auport 125 nunutes away) or
the Fr. Myers Regional Jetport (85
minutes aswas b we will whish you to
this dehghtful tropical enclave  via
complimentary  transportation.

Plant Operations Seminar

Hotel Constellation, Toronto

March 21-22-23, 1983

79th NPA Annuacl Mecting
Silverado, Napa, Californio
July 16-21, 1983

BUITONI FOODS ATTENDS
NFDA CONVENTION
Hico Paglier ond Beb Momne ipictured left
1o nightl. Region Manzgers for the Buitons
Foody Corporgtion, attended the National
Food Duvtributor s Agsocigtion  consention
n Miams 1t agy the firyt time thet Buiten,
wtilized ¢ dupley booth, end they found
thewr participation to be successfully n

formatine 10 the trode

in

San Giorgio-Skinner Names
Director of Marketing

Alan F. Geolfrey was recently nam-
ed Director of Marketing for San Gior-
gio-Skinner Company, Clifford K. Lar-
sen, Vice President of Marketing, has
announced

San Giorgra-Skinner Company - is
the pasta division of Hershey Foods
Corporation.

In this position, Geotfrey will be re-
sponsible for the marketing of San
Giorgio and Light 'n Fluffy brands.
Donald E. Herr, previously  Director
of Marketing for these brands, has as-
sumed a similar position tor the di-
vision's Skinner and Delmonico brands.

Betore joining San Giorgio-Skinner
Company, Geoffrey was o marketing
manager for Kraft Inc., Philadelphia,
and an associate product manager for
National Liberty Marketing,  Frazer,
Pa. Prior 1o that. be was an instructor
of marketing at the Universi2y of Hart-
ford, Harttord, CT and a systems an-
alyst for Shell Oil Company in New
York City and Houston, TN

Gueotlrey camned o bachelor ol arts
degree i economics from Duke Uni-
sersity and o masters in busingss ad-
ministration in - marketing from the
Wharton School. University of Penn-
syivania

Food Brokers Association
Picks New President

The Executive Commuttee of the
National Food  Brokers - Association
his announced the sekeetion of Charles
F. Haywood as Assoviation President.
clicetine January 1. 1983 He will
succeed Mark M. Singer. who will
be retinmg following thirty-siv yean
of service with the Natonal  Food
Brokers Association. M. Singer will
become President Emeritus and will
work as a consultant 10 NFBA and
its new Cluel Executive Ofthicer

Mr. Haywood has been serving as
Executive Vice President and  Chief
Operating Otlicer of NFBA for the
past vear. He joined NFBA in 1968
as Director of Management Dosvelop-
ment, assuming the position of Vice
President later that sear. He » a
graduate of the University of Many-
land with a BS. degree in marketing
and business management. He has
also completed the six sear course in
organziation management  sponsored
by the U.S. Chamber of Commerce.

Belore joining NFBA, he was 14
the United States Wholesale Gro s
Association and directed their 1
tutional Tivision. He has held va:
marketirg  positions  with the
dressograph - Mulugraph Corpor o
and the American Greetings Corp 14
tion and was in the US. Army  om
1958-1961. He was selected as or  of
the outstanding young men in Am w
by the U.S. Javcees

Founded in 1904

Founded in 1904, the Natonal
Food Brokers Association represents
over 2,500 food broker firms through-
out the United States and in 14 coun-
tries abroad. NFBA membership
limited 1o firms representing scllen
who sell food, grocers and related
products to the wholesale, retail, food
service, and industiial ficlds. NFBA
members meet the Association’s high
standards of ethical operations. Most
of the processed o, groven amd
related products are sold in this coun
iy through food brokers

At thv end of the sear, the s
sociation: will be moving 1o als new
headquarters building now being com-
pleted in downtown Washington, D (

Look Who's Selling
Rice-A-Roni on TV
(Opposite Page)

Rice-a-Romi, far and away the oy
seller among rice mixes, is laund o
a massive television advertising -~
gram this fall on network, cable.
spot-TV in prime time evening he
Included in the heavy Rice-a-Ron:
television  linc-up  are  outstan 3
shows with the stars pictured her 0
a variety of programs featuring
stories, news interviews, high ad 0
ture. fun show, serial dramas
a total of 7 different network sho

In addition to this, commercials
turing  Rice-a-Roni will appear
weeh day on Daytime, the new v 1
en’s gable network. Further, Ri ¢
Roni is continuing ils participatic
9 leading television Game Shows

Crowning this powerhouse sche e
is a concentration of individual Ric -+
Roni evening TV spots inthe nate n*
top 30 markets. Night or day, anyt/m
you turn on your television set this 1l
you will likely be greeted by Rice-s
Roni's bright. colorful, musical com’
mercials.

Tur Macaront Joursy

MEMBER, |YR2

R, sl S




INDEX TO
ADVERTISING
Poge
A D M Milling Ce. 24-27
Amber Milling Ce. n
Arrece Corporation ’
Ereibenti Corporetion 67
Buhler-Misg Corp. 1819
Clybourn Mechine Co. 29
Cosley Seles Co. n
Defrencisci Meching Corpereti .2
Di Ceceo b1}
Egg Corperstion of Americe 37.38
Fold Pak Corperation 2
Internetionsl MuRifoeds Corp. 50
Malderi & Sem, D, Inc. a
Margea & Asseciotes b
Nerth Dekota Flour Mill 1} ]
Peavey Compeny 22-2)
Ressetti Comsubtonts Asseciates a9
Seaboord Allied Milling Corp. 39-40
Winsten Labersteries s
CLASSIFIED
ADVEIRTISING RATES
Wont Ads $1.50 per bine
Minimem $5.00

WANTED: D wied p presd

informetion write P.O. Box 1000, Pale-

For
tine, IL 40047,

FOR SALE: Clerment woeden nr needle
mll‘.t&-&&mtﬂhl 12) 341.

$. Resheed Ahmed, M S, comulting posta
food scientit, 4835 Naothon Waest nglﬂimg
Heights, MI. 4B078, telephone 311.979.
7774 — specalining in total quality assur-
once ond sanitotion programs, ingredient
formulation and improvement, egg products,
generic  products, private lobel occounts
formulation of cherie souce for macaroni
& cheese dinners, in.gh proten products,
GMP and FDA regulatory complance, speci-
fication development, crective problem
solving

Microwave Survey

In the rush 1o save energy and boost
produciton and quality, a new survey
explores use, interest and future of
microwaves in industry. It confirms
International  Microwave Power In-
stitute  statements about growing in-
terest.

It is based on response from manu-
facturers, consultunts  and research
personnel. Each had requested a free,
non-sales booklet: “What You Should
Know About Industrial Microwave
Processing.” The survey, was mailed
with the booklet and asked 20 ques-
tions. This may be the first industry-
wide survey with international over-
tones covering the current state of the
art (of 1759 inquiries to date, 247 arc
foreign).

48

Since ratio of response was low (to
date 252, or 14% ), results cannot be
considercd definitive, yet certainly are
indicative,

Production, energy, space and time
savings, as reported (sce graph), par-
allel those in the pasta industry where
microwave processing has been used
for years.

While microwave power is accepted
in the food industry, surprisingly, the
chemical, petroleum, rubber and plas-
tics industries show even greater in-
terest.

Eighty-tive percent of all respon-
dents described their problems with
conventional heating methods. Making
up this 85%, 19% cited time and pro-
duction loss; 18%, warious costs;
14% , product deterioration; 10% en-
crgy consumption: Y%, temperature
control; 8%, space; 3%, hazzard and
pollution; 3%, maintenance and only
3% stated “no problems with con-
ventional heating.”

Only 4% of all respondents now
use industrial microwave processing,
mostly to avoid product deterioration
from conventional methods (only mi-
crowaves can make the inside of a
product hotter than the surface).
Their secondary reason is cost sav-
ings.

Eighteen percent of all respondents
have tested microwave heating. Of
the 40 reporting results, 20 said
“good™; 10, “pot good™; 10, “still
evaluating™.

Line Rep e 100% ol C
L

MICROWAVE PROCESSING
CLAMED
PROOUCT IMPROVED

CLumiD
PRODUCT DETEMODRATED

Greph shews respenis frem thew thet wie
or have tested microweves.

However, their testing olten w; in.
adequate, using small batch typc .
cns rather than continuous proce: in.
dustrial test units with conveyors.
may be why, out of the 25% . ing
“not good™; results, 60% still arc on.
sidering microwave processing, %
said “not at this time,” 30% gav no
answer and none report that they e
lost interest.

Forty percent of all respondent. are
considering microwave use and 8%
“possibly”, 3% “not at this time” and
only 10% said “no”, 29% did not an-
swer. The high incidence of thouw
“considering™ may be due in the firn
place to their interest in sending for
the booklet.

The survey was by an independent
survey firm. The booklet was produc. ¢

ed by Microdry Corporation of San &

Ramon, California as an industry ser-
vice. Without using brand names n
tells the advantages, disadvantage
and limitations of microwave proces-
sing. Available free from Svenson &
Associates, 45 Webb Road, Watson-
ville, California, 95076, US.A.
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ROSSOTTI

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY
SINCE 1898

OBJECTIVES
BUILDING A CONSUMER FRANCHISE FOR YOUR BRAND

MARKETING
SALES PROMOTION
TRADE MARK AND BRAND IDENTITY
ADVERTISING
DESIGN AND GRAPHICS
MERCHANDISING
NEW PRODUCTS DEVELOPMENT
MACHINERY AND EQUIPMENT
PUBLIC RELATIONS

PRODUCT Anp PACKAGE

We have experience in these areas

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

Telephone (201) 944-7972
Established in 1898

Charles C. Rossotti, President Jack E. Rossatti, Vice President
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