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The art masterpiece on the cover
this month could be a photographic
representation of a painting from the
Italian Renaissance or a Flemish still
life,

The holidays are traditionally a time
of sumptuous feasting. This year, why
not borrow a menu from a European
celebration and share in one of their
delectable repasts,

Roast Goose

Roast goosc is as highly esteemed
in the castern European countries as
turkey is here. We've chosen this mag-
nificent bird, one of the most flavorful
members of the pouliry family, as the
mainstay of our handsome Christmas
table, Rich and savory, the goose
should emerge from the oven beauti-
fully browned with tender, delicate
meat and a very crisp skin. It is cus-
tomary to stuff it with crisp, pungent
sauerkraut, a favorite vegetable that
has a tangy sharpness to complement
the goose. They are usually served
together on the Continent, and in our
own country, it is customary for the
Pennsylvania Dutch to serve kraut
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a symbol of the ending of the old year.

Nestled invitingly around the goose
is another popular vegetable cultivated
for centuries in Germany and the low-
lands and now grown in California.
Robust, bright green Brussels sprouts
are enhanced with golden seedless rai-
sins and poached in dry white wine.
Broad egg noodles, scasoned with o
hint of orange, are an ideal accompan-
iment and, together with black pum-
pernickel, complete the main course.
The bland noodles provide a welcom:
contrast to the richer, more zesty
fMlavors.

Your guests will probably appreci-
ate a respile before dessert, so plan to
serve the superb, towering Maraschino
Hazelnut Torte with coffee later, so
that it will get the enthusiastic recep-
tion it deserves. Hazelnuts, or filberts
as they are also known, have a sublle
yet distinctive flavor and are probably
the most often used nut in European
cookery. A heavenly butter cream
studded with bits of sweet ruby-red
maraschino cherries makes the confec-
tion still more toothesome. Pipe it with
rosettes of whipped cream and crown
this masterpiece with whole toasted
filberts and stemmed cherries.
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PASTA:

PAST & PRESENT

by Lorraine Latorraca, freelonce writer,
in the Professional Nutritionist

\ hether it's economic concern,
time constraints or increased
awareness of good nutrition, Ameri-
cans have developed an all-consuming
love affair with an ancient food: pasta,

In increasing numbers, they are en-
joying what sounds like a “wonder
food™ from the labs of modemn food
technologists: it is versatile, casy to
prepare, economical, shelf-stable, and
an excellent energy source. Best of
all, plain pasta is low in fat and so-
dium and has no more calories per
ounce than unadorned potatoes or
rice.
Per capita consumption of pasta in
the United States last year was about
11 pounds. That's up about three
pounds per person since 1972,
though still a long way behind the
average ltalian, who consumes up to
60 pounds per year!

Long associated with lalian cui-
sine, “pasta” is now used as a ge-
neric term for an international spec-
trum of foods made from what is ba-
sically a mixture of flour and water.
It's a term which encompasses the
range of foods from familiar lalian
farc—spaghettl, ravioli, lasagma—10
Chinese mein, Ukranian varenikl,
Norih  African couscous, German
spaetrl, Japanese wdom, and dozens
more.

Like bread, pasta is a staple food
in many cultures, And as with bread
or any other staple, it's doubtful that
any one person or country “invented™
pasta, Italian chauvinists may be re-
lieved to know that Marco Polo did
not introduce lalians to spaghetti afier
discovering it during his expedition
to China in the 13th century: both
Italians and Asians had already been
making and enjoying it for millenia.

Grain Is Key Facor

The key factor in pasta’s evolution
is grain, the source of flour. From
about 9,000 B.C., people began to
establish villages in arcas where wild
wheat grew. Eventually, they learned
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1o cultivale wheat by saving and re-
planting some of the ripencd grain.

One carly food made in the Near
Eust was a mixture of roasted ground
grain and water, a paste food the
Greeks called maza and the Romans,
puls. The existence of such grain paste
in Ancient Asia is not documented;
however, a similar food called tsam-
pa is siill made in Tibet 10day, sug-
gesting a parallel origin in that pan
of the world.

By any name, such a food was
nourishing, bland enough to mix with
oher foods and spices, easy 1o carry
along on journcys and nol as quick
1o spoil as breads. It was, as one
food writer called it, “a conveni-
ence food for the pre-industrial kit-
chen.”

It isn'c a far Jeap in culinary de-
velopment from this grain paste to
some sort of primitive pasta. It would
only have required innovative cooks
to shape or flatten it, let it dry in
the sun, and drop it inio boiling wa-
ter, broth or slew,

Known in Many Cultures

Whatever the progression, pasta was
known in many cultures by the 3rd
or 4th centuries B.C. — certainly in
China and what was cvenlually to
become Italy.

References 10 noodles appear in
3rd century Chinese documents, and
oral history suggests ils existence
there even carlier, From carliest times,
the Chinese used a variety of flours
their pasta, including wheat, rice,
potatoes, and mung-beans (still used
to  produce today's “cellophane™
noodles).

A bas-relief on an Etruscan tomb
dated about 400 B.C. provides an
carly Italian connection. The scene
on this tomb, located 30 miles north
ol Rome, clearly depicts implements
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for pasta-making: a table, rolling pin.
pastry wheel, knife, water jar, ladle.
and sack of flour. Perhaps this an-
cient Ntalian wished to carry a favored
food into the next life with him?
Four centuries later—and still 1200
years before Marco Polo leit for Cau-
thay—pasta made appearances in the
writings of Roman poet/philosopher
Cicero and Horace. And in the early
years A.D., a Roman libertine named
Marius Gabius Apicius, known for his
love of food and lavish enlertain-
ments, wrote a “cookbook™ which in-
cluded several recipes for the prepa-
ration of pasta dishes. (It isn't known
whether this collection was compiled
for commercial purposes; if it was, il
was nol a great success among Ro-
mans of his day, for pasta aficianado
Apicius commiited suicide in despair
over his dissipation of his fortune.)
Afier the fall of the Roman Em-
pire, many influences permeated the
Mecditerrancan region, In the 1lth
century, the Normans invaded Rome
An Arab geographer, Al-Adrisi, was
commissioned by Norman King Rog-
er to wrile of his explorations of the
area. Al-Adrisi's manuscript include:
reports of people near Palermo, Si-
cily making a flour and waler pasic
into strips  Al-Adrisi called riyah.
which is the Arub word for “string.”
The word cvolved into tria or tril.
The latter is a dialect word for spa-
ghetti in parts of Sicily even today.

Italian Favorite

So by the late 13th century, pasta
held a central place in lalian cul-
ture and cuisine. It may even have
been considered a luxury for many
—u will written in Genoa in 1279
containy among its bequests a basket-
ful of macaronl. The Vatican library
houses a manuscript dated about 1290
—several years before Marco Polo
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n umed from China — which  dis-
¢ ses the methods for making verml-
¢ Ii, tortedi, and other types of pasta.

Ironically, although Marco Polo
a | his contemporaries had already
¢ valed pasta to a place of honor
it their lives, the Chinese considered
il.;ir noodles quite a common, vulgar
food, mostly suilable for peasants to
tie with them into the ficlds for
noon meals, for at least another 300
years, The Chinese eventually changed
their minds, of course, and pasta be-
came a respected food. It has most
commonly been made in long strips,
to signify long life, it is said. Birn-
day celebrations in pans of China
often feature noodles for that reason,

But pasta has been a very serious
matter (o ltalians for a long time.
Its commercial possibilities were evi-
&t to the ltalians as carly as 1400
AD. Initially, Sicily, as a major
wheat-producing region, was the cen-
ter of southern ltaly’s pasta indus-
try. Production later shifted to Naples.
That city still reigns as the major pro-
ducer of southern-style pasta — the
extruded tubular shapes such as riga-
foni, mostaccioll, tuberonl, und spa-
ghetti itself.

Northern ltaly was slower to be-
gin commercial production, its inhabi-
tants apparently preferring to make
their specialties at home. Northern
ltalian pastas are still primarily made
with an cgg dough, in ribbon-like
tyes such as taglistelle and fanciful
s} 1pes such as tortellinl and capelletil.

The region of Emilia-Romagna has
k 1g had a reputation for the finest
[ sas of this sort. Its proximity to
S itzerland and Germany suggests
Uit the egg noodles of 1 coun-
v :s may have derived from the spe-
¢ dties of Emilia-Romagna, cither
1l -ough friendly visits ur one of the
nny invasions of northern ltaly.

All of Italy was “visited” by occu-
f urs and invaders and landlords of
\ rious sorts for centuries. Generally,
1! ¢ newcomers took readily to the na-
ti es' favorite food, and the prolifcra-
tim of pasta throughout the world
nay be due to laly's turbulent heri-
L ge. But woe unio any forcign power
who failed to respect pasta!

An only-in-ltaly version of the Bos-
un Tea Party reportedly occurred in
1647 during a Spanish occupation of
Bari, a town in the heel of ltaly's
“boot.” The Spaniards made the mis-
take of imposing a stringent tax on
flour, thus interfering with both per-

Decemser, 1952

sonal and commercial pasta produc-
tion, The citizenry of Bari revolted:
the tax was rescinded after a week of
fighting.

Yankee Doodle

Pasta certainly had made it to Eng-
land during the Middle Ages. By the
18th century, the word “macaroni”
had somchow become popular slang
for anything smart and fashionable,
which is why Yankee Doodle so
dubbed the feather in his cap. In 1817,
the food itsell was considered fare
fit for a king (or future king); a fea-
tured entree at a banquet for Eng-
land's Prince Regent, later 1o become
King George 1V, was a dish called
“La Timbale Macaroni a la Napuli-
taine.” (Sounds impressive, but it was
basically macaroni and cheesc.)

The New World gradually got its
taste of pasta, too. While scrving as
Ambassador to France in the late
1700's, Thomas Jeflerson sampled
pasta during a visit to Naples. He
was so fascinated by the manufac-
turing process and the product thai
he ordered several crates of “mac-
carony” sent back to the United
States, along with a pasta-making ma-
chine. Unfortunately, history does not
record whether guests at Monticello
— or later, the White House — were
treated to homemade pasta a fa Jef-
ferson.

Swiss, German, and English sel-
tlers brought their noodles to the US.
during the 19th century, too. But
it was not until after World War I,
when the “melting pot™ of America
stopped simmering as rapidly as it
had been, that people began to sample
their new neighbors' cuisines and ap-
preciate the different contributions of
other cultures to the American ex-
periment,

Pasta was onc “foreign™ food 10
win its citizenship papers quickly, per-
haps because it was already a familiar
food to so many cultures.

21st Century

As the 21st century becomes more
of a reality than a setting for science
fiction, one of the most ancient foods
moves forward to claim a central role
in the world's dict. Many things old
are new again! In a recent article,
Newsweek magazine took a look at
the boom in pasta restaurants, (ake-
out stores, home pasta machines, and
other pasta accoutrements and called
it “Pasta Chic.” The label implies
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that. like the Charleston, Zoot Suits,
goldfish swallowing and Op Art, pasta
is a trendy fashion which will have
its heyday and pass away.

But from neolithic wheat gatherers
10 the Erusicans and ancient Chinese,
1o Marco Polo and Thomas Jefferson,
history suggests otherwise. As long
as someone has a bit of flour, some
water and a healthy appetite. there
will always be pasta,

Le Menu Dinners

Campbell Soup Company’s US.
Division has begun shipping a new,
premium line of dinners.

Le Menu dinners began appearing
in supermarket freezer  cases in
several West and Southwest markets
recently. They arc pariicularly ap-
propriate for upscale, one-to-two-
member houscholds, in metropolitan
and subur.an areas.

There are eight dificrent varieties,
cach with meat, starch and vegetable
sclected to complement each other in
both appearance and taste appeal.

Eight Varieties

The Le Menu dinners include: beef
sirloin tips, with o’brien potatoes and
broccoli with cheddar cheese sauce,
sweel and sour chicken with seasoned
rice and green beans with oriental
vegetables, pepper steak with long
grain rice and oriental vegetables;
sliced turkey breast with long grain
and wild rice and garden vegetable
medley; chicken a la King with seas-
cned rice and green beans almon-
dine; yankee pot roast with browned
potatoes and seasoned carrots and
pearl onions; chopped sirloin  beel
with potatoes au gratin and scasoned
green beans; breast of chicken par-
migiana with fettucine alfredo and
Italian green beans.

“Le Menu reflects the effonts of
a skilled team of Campbell research
scientists, an award winning French
chef, home economists, market re-
searchers, engineers, and production
specialists,” explains  Steve  McNeil,
general manager of the US. Divi-
sion's frozen food business unit, “all
directed by a strong marketing and
sales group and supported by top
management.”

The dinners come ovn a unigue,
round, table-ready serving plate, suit-
able for cither conventional or micro-
wave ovens. Heating times for the line
range between 30 and 45 minutes in

IContinued on page 20!
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n audio-visual presentation was

made at the Iniernational Durum
Forum to salute the 25th anniversary
of the US, Durum Growers Associa-
tion,

The story, in exsence, is as follows:

World War |

The domestic pasta industry grew
up with the end of ltalian imports
during World War 1. With the multi-
tude of neighborhood ethnic produc-
ers, there were some 500 operations
around the country. The National
Macaroni  Manufacturers  Association
was incorporated and hired its first
paid executive and editor of the Mac-
aroni Journal in 1919. He was M. J.
Donna from Braidwood, MHlinois.

In addition to putting out the
Journal and putting on an annual
convention, Mr. Donna promoted na-
tional advertising for pasta and en-
couraged durum relations with Burt
Groom and Bill Sebens of the Great-
er North Dakota Association who
brought grain exhibits to the National
Livestock Show in Chicago each fall.
It was customary that Mr. Donna en-
tertain the North Dakota delegates at
some ltalian restaurant in the cily.

Mr. Donna began attending Durum
Shows when they were established in
Langdon, North Dakota, during the
1940's. He would take the train from
Chicago to Grand Forks and transfer
there 1o the milk run up to Langdon.
The milk train would be loaded in the
morning and would leave when load-
ing was completed, anywhere between
6 and 9 a.m. It was customary to gel
a brown bag lunch, a deck of cards, a
couple of companions to spend the
day covering the 200 miles almost to
the Canadian border. He was usually
accompanicd by Bud Norris of The
Creamette Company and Maurice
Ryan of The Quality Macaroni Com-
pany. Later Lloyd Skinner and Bob
Green joined the group.

The National Macaroni Manufac-
turers Associalion has awarded a
Sweepstakes Award to the best entry
of durum in the show since its incep-
tion back in the 1940's.

Victor Sturlaugson, direcior of the
experiment station at Langdon, was
a sparkplug for the Durum Show. He
marshalled the whole community be-
hind the event and got growers, mil-
lers, commission men and clevator op-
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crators as well as macaroni manufac-
turers to discuss muiual problems and
develop good will which led to the
cultivation of better quality durum.

World War Il

World War 1l was followed by
heavy exports of macaroni products to
Europe. This market was cut off
abruptly by the Marshall Plan, and in
the fall of 1948 the National Macaroni
Institute was established to start a pro-
gram of product promotion to pick up
the slack in production. The firm of
Theodore R. Sills in Chicago was re-
tained to handle the campaign.

One of the carly publicity ciorts at
Sills was to have a macaroni portrait
of President Truman presented to the
President when he visited St. Paul on
its centennial.

15B Rust

During the crop years of 1953-54-
55 I5B Rust devastated the durum
crop and forced the pasta industry to
blend with other wheats. The pasta
manufacturers, durum millers, and
technicians at North Dakota State
University worked together 1o estab-
lish a crash program of plant breed-
ing to develop varicties resistant to
this rust,

Ruben M. Herrmann, agronomist
from the U.S. Departinent of Agricul-
ture was one of the carly plant breed-
ers working on durum varietyi mprove-
ment. His work was aided by Henry
O. Putnam of the Northwest Crop
Improvement  Association and Don
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Fletcher of the Rust Prevention Asso-
ciation. This rust was a parasitic spore
that wintered on the barberry bush,
and barberry eradication was a pri-
mary goal of the Rust Prevention
Association.

A Winter Increase Program for the
development of rust-resistant  durum
was cstablished by the Rust Preven-
tion Association, later to become The
Crop Quality Council between Cin-
ada, the United States, and Mexico.
The original seeding was in Ariar a.
later in Mexico.

The Southwestern Miller editor
lized in 1956 that one of the most p -
nomenal achicvements in the ficld
wheat breeding and research v
bearing fruit. It was the developm 1t
of varieties of durum wheat resist 1
to Stem Rust 15B. Within a per J
of six years, or less than half the ti «
normally required for the devel »
ment of a new wheat, varieties of ¢ -
um were bred with rust resistance 1 o
have brought an indicated crop !
some 35 million bushels. But th ¢
were problems of acreage allotme 1+
at that time, and the yuestions al &
Durum Show in 1956 was: (a) h»
much durum will the macaroni ind +
try use in the crop year 1956-:7
(b) will there be a durum legislat »
program for 19577 Senator Milion R.
Young was on hand and said there
would be a program if the farmuns
wanted it. They wanted it, and the
legislation was passed successfully

(Continued on poge B)
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1f it looks good and tastes good. That's good pasta!
But good pasta requires good products. Like Amber's
Venezia No. 1 Semolina, Imperia Durum Granular, or
> Crestal Fancy Durum Patent flour.
‘ls Thanks to uniform high quality, color and
granulation, these ingredients make your pasta
' operations run more smoothly.
Amber works exclusively with the finest durum
®  wheat grown by farmers of the northern plains. And

Amber grinds this fine durum in its modern efficient mill
And Amber serves you right.. by matching your
specs and by shipping when promised. And the
consumer gets a break, too, because the proot is in
the eating. Call Amber now for your own proof o;,

AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION w

Mills at Rush City. Minn. o General Offices at St Paul. Minn 55165, Phone (612) 6469411
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Salute to Duum
(Continued from poge 6)

The National Macaroni Manufac-
turers Association placed adveriise-
ments in newspapers throughout dur-
um country urging growers (o grow
durum. There was competition from
other crops including hard red spring
wheat, barley, flax, and potatoes as
well as competition from other states.

The state of Nebraska, for example,
arranged for a delegation of Italian
pasta manufacturers to make a Irig
to the US.A. 1o see their Nebrzd va-
riety of hard winier wheat 2+ a sub-
stitute for durum. Some of the Italians
were impressed and bought some.

They were not impressed with the way
Amcrican  restaurants  overcooked

Fpasta.

But durum is a North Dakota crop.
Russell B, Witteficld, Extension Pro-
gram Dircctor at North Dakota State
Agriculture College, wrote in “Wheal,
Bread, and Man”™ that durum is typi-
cally a North Dakota crop. He des-
cribed how it came from Russia,
brought by Dr. Mark Carlion at the
end of the 1800's, and how it had
grown into one of the specialties of
North Dakota.

Growers Associstion Estaklished

The U.S. Durum Growers Associa-
tion was established in 1957. They,
along with representatives of the
Farm Bureau, met with durum millers
and macaroni represcntatives in Min-
ncapolis in the spring of 1958, The
sentiment was expressed that a Wheat
Commission could go a long way to-
ward developing a demand for durum
and durum products. N.M.M.A.
President Lloyd Skinner formally is-
sued an invitation to the growers to
send representatives (o the macaroni
conventions and to cooperate in cfforts
to promote durum from the farm to
the table,

Al the harvest time in 1958 a group
of macaroni manufaciurers made a
trip with Don Fletcher and Gene Hay-
den of the Rust Prevention Associa-
tion (later to be called the Crop Qual-
ity Council) through Durum Country.
At the univensily they learned how
new varictics were developed by the
plant breeders and tested by cereal
technologists. In the fields they say
how the grower plants, cultivates his
crop, and harvests it with the huge
combines sweeping over large tracts
of land. They saw truckloads of grain
being taken to the clevator where it

is checked, stored, and shipped to
market. At the Minneapolis Grain Ex-
change they saw how grain from the
upper midwest is (raded.

In a tool shed talk by grower Dick
Crockeit they leamed something of
the production costs of the grower.

During the 1950° the Durum Show
was strictly a North Dakota affair. But
when it became obvious that political
pressure from other states would help
get  allotments  through  Congress,
growers in South Dakota, Minnesola,
Montana, and California were invited
io come lo the US. Durum Show.
One representative from Tule Lake,
California, attired in a trench coat in
mid-February, arrived when the tem-
perature dropped to -20° and was
quick frozen as he got off the plane.
He complained about being cremated
when he walked into a building.

Dr. Glen Smith was one of the
carly ploncers in plant breeding and
made the observation that the wheat
breeder must keep the environment
and hereditary points of view sharply
in focus at the same time.

Feast or Famise

Alter the new varieties of durum
resistant to Rust 15B came along,
durum came back to normal produc-
tion, but it was frequently feast or
famine, and in 1961 there was a
shortage again, and the millers called
for a meeting in Minneapolis to de-
termine what could be done with half
sufficient supplies. It was generally
agreed that the best way to husband
the crop was to use hall durum and
hall bread wheat. A resolution was 10
proposed. The Federal Trade Com-
mission then cited the National Maca-
roni Manufacturers Association for
fixing the price of durum wheat. The
defense was (hat there was no police
power to enforce the resolution, but
the Association was told to cease and
desist,

An Industry Advisory Commiltce
made up of durum growers, durum
millers, and pasta manufacturers met
informally through the 1960's and
1970's mostly to unile in presenting
a front to the U.S. Congress and to
encourage plant breeding and cereal
technology at North Dakota State Uni-
versity.

Pasta Associstion

When the North Dakota State
Wheat Commission was established,
Paul Abrahamson, who had been a
county agent and promoter of the

Durum Show in Langdon, was nan
as administrator, He saw to it 1 x
growers were represented al macar nj
meetings and participated in prod o
promotion,

The Durum Wheat Institute, a & n-
mitiee of the Millers’ National Feu 1-
ation made up of the millers mill ng
durum, also contributed to the prod.ct
promotional efforts of the National
Macaroni Institute, the Wheat Flour
Insticute, and later the Wheat Indus-
try Council.

Wheat Commission

Two years ago last July when Les-
ter R. Thurston, Jr. of the C.F. Mucl-
ler Company was clected President of
the National Macaroni Manufaciurers
Association, he got the group to adopt
the idea of developing a strategic
long range plan, adopting a new
name — The National Pasta Associa-
tion — and adopling a new organiza-
tional struclure of five councils: one
for consumer aflairs; another for gov-
ernment affairs; technical affairs which
includes liaison with North Dakota
Staie University; international affain;
industry advisory council which has
representatives from the growers, the
millers, and the pasta manufacturers.

Darla Tulto, nutrition specialist of
the North Dakota State Wheat Com-
mission, heads the commiltee on nu-
tritonal education for the Technical
Alfairs Council for the National Pus-
ta Association.

In an effort to promote both ¢ n-
sumer relations and good relatic 1
with the durum growers, Mr. Thurs »
created the idea of Pastaville, U' \,
1o coincide with the International T r-
urm Forum two ycars ago. The | o
motion was to emphasize the fact 1 &t
pasia is a special food made fror o
special type of wheat, grown it 2
special pant of the country.

Last year 1o hype publicity a + -l
known sporls figure, Bob Math s
Olympric decathalon champion, put "
a “Pastalympics™ to encourage yo
people to run, exercise, and cat p. 1
as a complex carbohydrate to § *¢
them the energy they require.

By working together the dunm
grower, the durum miller, and he
pasta manufacturer can do a betief
job in developing the domestic m.r
ket for the promotion of pasta and
durum wheat. Through national pub-
licity in every type of media, a cor
tinual upward trend in pasta consump
tion can be achieved.
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and Best Wishes for a Healthy,
Prosperous and Happy New Year

- D.MaLpar! & Sons, Inc.

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

557 THIRD AVE.

America’s Largest Macaroni Die Makers Since 1903 - With Management Continuously Retaned In Same Famuly
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Becnnse the production base and
the market for durum arc rela-
tively small, adjustments of world sup-
ply and demand do not always con-
verge towards equilibrium and rises
and falls in price seem to be more
precipitous than for other wheats, the
Secretariat of the International Wheat

Council explains in a special analysis
of the world durem wheat situstion.

World trade in durum exceeded 4
million tones for the first time in
1979-80 and rose to 5.3 million tonnes
in 1981-82, compared with an av-
erage of 3.40 million tonnes in the
1970's, the survey says. Canada and
the United States account for nearly
all durum wheat exports, it points out.

The survey says that, while the
European Community exports little
durum wheat, it regularly exports con-
siderable quantities of semolina and
pasta products, “some made from
North American durum imported un-
der the onward processing regime.”
IWC dascribes an increasing tend-
ency to import durum from laly,
Greece and Turkey in the form of
semolina rather than grain.

Following, in par, is the summary
of the IWC's survey, “The World
Durum Wheat Situation.”

A notable characteristic of the du-
rum wheal ¢conomy is its vulnera-
bility to crisv; both of shortuge and
surplus. Shortages of supplies occur
more often and with greater severity
thun in the case of bread wheats.
On ¢ crher hand, producers of du-
rum are upt to find surpluses particu-
lardy buracasome. Consegently, they
rapidly cut down production and, in-
evitably, this leads to shortages. Sup-
ply and demand' in the international
market are pot oiien in balance. When
they are, it is only for briel periods.
Above all, durum export prices are
notorious for their wide fluctuations.
These difficulties are intractable be-
cause they stem from the geographical
pattern of durum preduction, and the
nature of its uses.

In contrast to bread wheat, durum
is grown only in limited areas in a
small number of countrics. There are
not many established varicties of du-
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rum, and even fewer which meet the
criteria required for the manufacture
of quality pasta products. The nar-
row varictal base makes it difficult
to develop improved types by cross-
breeding. It also means that the crop
is particularly susceptible to pests or
discases.

Durum for Pasta Products, Couscous

The manufacture of pasta is the
best known use of durum. But pasta
made from a mixture of durum and
non-durum wheat can be acceptable to
some consumers. In North Africa and
parts of Near East Asia durum is
used (o make couscous, a (raditional
food usually eaten with meat and veg-
ctables, It can also be made from
bread wheat, although with some loss
of quality. In most countries, durum
would not be considered suitable for
bread making, but this has been tra-
ditionally practiced in some places
where bread wheats are not locally
grown. Finally, durum is used in some
countries 1o make bulgur (parboiled
wheat). Since durum wheat is not nec-
essarily an essential component of
most of these products, its price re-
lationship with hard wheats can be
of critical importance for the amount
used,

Because both the production base
and market for durum are relatively
snall, adjusiments of supply and de -
mand do not always converge towards
equilibrium. Instead, they very often
overcompensate, causing the durum
market to oscillate from surplus to
shortage und back. This has been the
pattern of recenl decades and scems
likely to recur.

Near-record Production in 1982

On present estimates, world durum
production was 25.2 million tonnes
in 1981, 1 million tonnes more than
in 1980 but still slightly below the
record of 25.6 million tonnes reached
in 1976. Preliminary estimates for
1982 suggest that output may fall by
2.2 million tonnes to 23 million
tonnes. Production has been on an
upward trend since the early 19707,
partly because of higher yields in
Europe and Near East Asia. World
durum areas increased between the
mid-1960's and 1976, from 16 mil-
lion to 18.3 million hectares, but have

INTERNATIONAL WHEAT COUNCIL STUDY ON DURUM

since fluctuated around the 17 .
miliion mark. A notable recent ¢ -
velopment has been the major | -
crease in the durum area in Not 2
America. In 1981, Canada and 1 :
United States together accounted | r
one-third of the world crop.

In Canada, durum competes fir
land with other spring wheats and
certain other crops, such as sunflowers
and oilseed rape. The area sown each
year has been extremely responsive to
price and market conditions, but de-
spite large variations, it is possible 1o
perceive an underlying upward trend
in both durum areas and production.
In the 1950's, production averaged
520,000 tonnes. In the 1960's it was
almost twice as much, while the aver-
age for the 1970's was double that
again, at 2 million tonnes.

Production Since 1975

Since 1975, the US. durum crop
has only once been less than 29
million tonnes. In 1982, following a
large increase in area and excepiion-
ally good weather, production reachsd
5.1 million tonnes. Depressed prices
and compliance with the voluntary
acreage reduction program are expect-
ed to result in a drop in output to
less than 4 million tonnes in 1982
High-yielding winter varieties with
good quality characteristics are no+
grown on irrigated land in parts f
the Southwest.

North Africa is one of the trad -
tional durum producing regions. Bit
areas have declined, yields are lov.
and output is now lagging considc -
ably behind consumption requir -
ments. From being on balance a n 1
durum exporting region in the 1950 .
North Africa has now become 1l :
main source of import demand. It w +
probably in Near East Asia that tl :
wild species of durum wheat orij -
nated. Durum is still widely cullivate
especially in Turkey, Syria and Iro |.
Production in the region appears o
be increasing.

Italy Spwrved by Ewropean Policy

Durum is also of considerable in-
portance in southern Europe, partici:-
larly in Italy, where production nuw
averages over 3 million tonnes fol-
lowing a substantial switch in arcas
away from bread wheats, mainly s
THE MacaroN: Journal

a« nsequence of the durum policy of
te European Economic Community.

T 1960°s saw a considerable expan-
sic in production in France. It de-
i d sharply following the termina-
tio. of certain E.E.C. regicnal subsi-
dic in 1977. Durum is also grown on
a lL.rge scale in Greece. The increased
intcrvention prices and aid to produc-
ers consequent upon the accession of
Greece to the European  Economic
Community have greatly stimulated
production there, Portugal and Spain
also produce significant quantities.

Sharp Drop in Argestine Production

The only important producer in the
Southern Hemisphere — Argentina —
now harvests, on average, barely
about 100,000 tonnes a year. Arcas
have been progressively reduced, prob-
ably because farmers get higher yiclds
and better returns from feed grains
and oilseeds. It is known that large
quantities of durum wheat are grown
in the USSR, but no official infor-
mation is available as to the precise
amount. It may be inferred that pro-
duction is usually about 3 million
lonnes at present. This only covers
part of Sovict domestic requirements.

World Usage Growth Lags

During the 1970s, world durum
cor.umption appears to have in-
¢re od on average by about 2.2%
pet annum, whereas total wheat use
w¢  up at an annual rate of nearly
3* Usage is heavily concentrated in
2 all number of countries, particu-
lar  developing countries which ac-
c 1t for about half of the world
W Another 25% is consumed in
th ZEC., mouly in ltaly.

* North Africa, where the main
di im products are couscous and un-
le. ened bread, durum consumpiion
e inded rapidly in the 1960's and
¢ v 1970, but the ratc of growth
hi recently fallen. This may be duc
lo increased incomes, urbanization,
th consequent change in food habits,
an.i the cost of imports. It wesld ap-

j Pear that consumption in Near East

Avia is continviig to increase. Very
linte durum is consumed in Asia (ex-
cept the Near East). Consumplion is
alo very low in Africa south of the
Sahara and in Latin America, except
Argentina,
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Use in Italy Decreasing

Some durum is consumed in most
countries in Europe and North Amer-
ica, mainly in the form of pasta. Only
in ltaly, however, is it a significant
part of the dict. Per capita pasta use
in Maly has, however, declined from
30 kilograms in 1960 to 25 kilograms.
Pasta for domestic consumption is
now made exclusively from durum
wheat, and ltaly also exports durum
products. Total durum use has there-
fore risen over the last 20 years from
about 1.7 million to over 3 million
tonnes. Per capila consumption of
pasta is still increasing in many other
European countries, but because of
low population growth rates, total
usage is rising very slowly.

Domestic use of durum in Canada
has increased from about 250,000
tonnes in the carly 1960's (0 about
450,000 toanes at present. Consump-
tion in the U.S. has risen from about
700,000 tonnes in the carly 1960's
1o about 1.3 million tonnes in recent
years,

North Alrica Leads in Import Volume

World trade in durum wheat ex-
ceeded 4 million tonnes for the first
time in 1970-80, and rose to 5.3 mil-
lion tonnes in 1981-82, This com-
pares with an average of 3.4 million
tonnes in the 1970°s. The main cause
of the increase has been the growing
requirements of North Africa which
has overtaken Western Europe as the
main durum importing region. Algeria
is now the leading importer. In 1981-
82 its purchases rose to 1.5 million
tonnes. Tunisia has imported durum
in cach season since 1976-77, taking
over 200,000 tonnes in most recent
years. The imporis of Morocco and
the Libyan Arab Jamahiriya are small-
er and less regular. There has been
an increasing tendency, particularly
by Algeria, to import durum in the
form of semolina rather than grain.
Semolina is available from nearby
sources such as ltaly, Greece and Tur-
key, whereas durum wheat as such
has to be imported from Canada and
the U.S. with correspondingly higher
frvight charges,

Inports of durum into Western
Europc fluctuate considerably from
year to year without any marked
tendency to expand. The region's
share in world durum trade has fall-
en from over 60 in the late 1960’
to little more than 30%.
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The main cause of the variations
is the size (and quality) of the crop
in ltaly, which usually uccounts for
at Jeast half of the region’s imports,

Significant amounts are purchased
by other members of the European
Economic Community — particularly
the Federal Republic of Germany and
France. In recent years, there were
also substantial imports by Spain.

Asia, Africa south of the Sahara
and Latin America usually accouni
for no more than 500,000 to 600,000
tonnes in total, or about 15% of the
world trade. This contrasts with the
important share of these regions in
imports of other types of wheat,

Exporters

Two countries — Canada and  the
US. — account  between them  for
nearly all durum wheat exports. More-
over, their dominance of the market
has tended to increase. In most years
the two countrics have xeported rough-
ly equal amounts. The pattern of Can-
ada’s exports has changed consider-
ably over the years. The growth of
the ltalian market has had a particu-
lar influence on the grading of Ca-
nadian durum. Canada has also sup-
plied most of the durum imported
by the USSR since it became a reg-
ular importer in the mid-1960's. It
usually provides all the durum im-
ported by Poland, and has gained an
important share in the rapidly grow-
ing markets of North Africa. Ameri-
can durum is exported to a wide va-
riety of markets, but the largest ship-
ments usually go to Western Europe,
including the Federal Republic of
Germany and laly, especially in the
last few years, and to South America,
Algeria and Tunisia.

The relative importance of Argen-
tina as a durum exporter has de-
creased considerably in recent years,
in line with the fall in domestic pro-
duction.

The European Economic Commun-
ity exports little durum wheat. But
it regularly exports considerable quan-
tities of semolina and pasta products,
some made from North American du-
rum imported under the onward proc-
essing regime. ltaly alone exports
nearly 1 million tonnes of semolina
and products in most years,

Only two principal exporting coun-
tries — Canada and the US. — reg-
ularly maintain large carryover stocks

Continued on poge 14)
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International Wheat Council

(Continued from poge 11)

of durum. In most years carryover
stocks in the E.E.C. are 500,000 tonnes
or less, alihough they reached 800,000
tonnes in 1982, In Argentina they are
minimal, Such evidence as is avail-
able suggests that durum carryovers
in importing countrics are usually very
small. The combined carryovers of
Argentina, Canada, the US. and the
Community have varied during the
past two decades from a minimum
of 600,000 tonnes in 1962 to a peak
of 5.8 million tonnes in 1977. The
ratio of stocks to trade tends to be
higher for durum than for wheat in
general,

Because of the remoteness of pro-
ducing areas in Canada from open-
water ports, and the policy of the
Canadian Wheat Board to maintain
exportable supplies of a number of
different types and grades, larger
carryover stocks have been toler-
ated than might otherwise have been
deemed  desirable. The Canadian
Wheat Board's quota system has not
prevented sharp variations in pro-
duction, although it may have helped
to control stock fluctuations. Stocks
of durum have been more variable
in the US. The burden of stocks is
reflected in price movements on the
Minneapolis Exchange, the terminal
market for durum. These movements
in turn are echoed in US. and inter-
national export prices.

E.E.C, Spurs Greece

Within the general context of the
Common Agricultural Policy, the «r-
rangements for durum in the Euro-
pean Economic Community have an
economic and social bias reflecting the
particular situation of producers. Rec-
ognizing the special position of pro-
ducers, the intervention price for du-
rum (itsell higher than for bread
wheat) is further supplemented by
direct community aid to producers,
Many producers in Greece qualify for
this aid, and the country’s durum out-
put has expanded considerably since
its accession to the Community in
1981. The Community of 10 member
states is now sell-sufficient in durum,
with a tendency toward surplus. Un-
der present Community policies, this
trend might well be considerably ac-
celerated by the accession of Spain.

14

Wide Price Fluctuations

Wide price fluctuations are one of
the well-known characteristics of the
world durum economy. Rises and falls
tend to be more precipitous than for
other wheats. The most violent wheat
price movements of the 1970's came
carly in the decade when a surge in
import demand coincided with short
supplies of a number of other grains
and feedstuffs. Prices steadily declined
during the mid-1970's following rec-
ord crops in exporting countries. The
middle of 1977 marked a cyclical low
point and from the late summer du-
rum prices moved steadily upwards as
trade increased and stocks declined.
The prospects of much bigger crops
in Canada and the U.S. caused a col-
lapse of prices in the first half of 1981,
They remained low in the first half
of 1982,

Farmers' Plight

In the longer term, durvm produc-
tion may be affected by the financial
solvency of producers. Most US.
farmers would appear 1o have had
to face total costs (including land)
of over $8 per bu. (about $300 per
tonne) in 1980, Since cash prices at
Minnecapolis for No. | hard amber
durum averaged $6.81 for bu. ($250
per tonne) in 1980-81, but fell to as
litle as $4.75 ($1.75) in August,
1981, many durum farmers are cur-
rently experiencing financial difficul-
ties.

While the position will probably
improve when durum prices stage their
next cyclical recovery, the degree
of distress to producers in the carly
1980's is probably the woist for sev-
eral decades.

At the time of writing (August,
1982) durum is in abundant supply
on world markets. Following the large
crops of 1981, stocks in the major
exporting countries have accumulated
to burdensome levels, despite record
import demand. Prices are low, both
absolutely and in relation to other
spring wheats. Producers in some
countries, particularly in the U.S., find
that their returns arc far from cover-
ing their costs. There is evidence in
the reduced plantings in the US. and
Canada for the 1982 harvest that
the next phase of dwindling supplies
of the durum cycle may already have
begun. The main uncertainties relate
to the par.icular levels which prices

will reach at the next peak, and w 2
this will occur,

Outlook

The world durum situation is o
the same in all respects as a dev o
ago. A much greatcr proportion of
import demand is now accounted for
by developing countries. The fir.n-
cial constraints on those countics,
and the fact that bread wheat is, .p-
parently, to some extent stbstitutible
in their durum products, suggests that
demand might be more clastic with
respect to price than hitherto,

While the short-term outlook for
durum — say, over the next two years
— points to an cventual price rec-
covery, the longer-term prospects do
not appear to be all that favorable 0
producers in exporting countries such
as Canada and the US. A consider-
ation of the main import markets in-
dicates that demand may show liitle
growth. Unless there is a consider-
able change in its present policics.
the European Economic Community
scems likely 1o become increasingly
a net exporter of durum, including
products. Its imports may not cease
entirely, however. It seems doubtiul
whether the North African marke:
for durum will continue to expand
at the same rate as of late. Rising
incomes and urbanization may tend
to reduce per capita consumption. The
financial burden on these countries of
wheat imports in general, and dun'm
in particular, has increased grealy
during the 1970°s and is likely ¢
accelerate their efforts to expand « »
meslic production,

Efforts to Incresse USSR Producti »

There seems little prospect of
creased durum purchases in the lo ¢
term by other countries. In the USS &
which has been an important marl 1
for durum in the past, eflorts are
creasing 1o raise output. Durum-bas d
foods have yet to establish a hd d
in such areas of rapid wheat consun »
tion growth as Far East Asia or Afri 2
south of the Sahara,

While the durum problem is of t ¢
same nature as that of wheat in ge -
eral, it does differ from it in certan
respects. Very few importing cou-
tries are so dependent on durum that
they cannot switch to bread wheals
in limes of emergency. Producers,
least in the main exporting countrics.
can usually turn to alternative crops.

(Continued on poge 16)
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International Wheat Council
(Continued from poge 14)

But sudden and severe price move-
ments do indeed cause real hardship
to producers and consumers alike. It
is to be hoped that when present en-
deavors succeed in establishing an in-
ternational agreement for market sta-
bility and food security in wheat in
general, it will include some arrange-
ments beneficial to those whose live-
lihoods and well-being depend on
durum.

Canadian Grain
Commission Research
Laboratory 1981 Report

Amber Durum Wheat

An improved method for milling
semolina in the Bubler Laborstory
Mill and 8 comparison with the AMis.
Chalmers Mills. The Grain Rescarch
Laboratory receives many requests
from quality control laboratories
around the world for assistance in de-
veloping durum wheat laboratory mill-
ing procedures. The Allis-Chalmers
Laboratory Mill used in durum wheat
quality testing in the Research Labor-
atory is no longer available commer-
cially. Mou quality control labora-
tories use the Buhler Laboratory Mill.
Therefore, a scheme was developed
for milling durum wheat in the Buh-
ler Laboratory Mill io yicld semolina
of extraction and quality comparable
to that milled in the Allis-Chalmers
Mill.

The mill flow developed uses only
the break system of the mill. Following
passage of stock through the third
break (B3), middlings were collected
and purified in a laboratory purifier,
Branny purifier stock was
through the third break rolls again
(B4) and middlings again purified.
This was followed by a final passage
of rich branny purified stock through
the third break rolls (BS) and final
purification. This procedure yields
70% extraction granulars (65% cx-
traction semolina) from sound durum
wheat.

Compared 10 the Allis-Chalmers
Laboratory Mill the Buhler Laboratory
Mill was equally sensitive to variations
in wheat milling potential. A wide
range of semolina and spaghetti qual-
ity tests revealed the Buhler Labora-
tory Mill to be as reliable a predictor
of semolina cnd-use quality as the
Allis-Chalmers Laboratory  Mill,
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Effect of harvesting method and
processing conditions om spaghetti
quality, In recent years licensed culti-
vars of durum wheat have not per-
formed as well as would be expected
in the spaghetli cooking test in the
Durum Co-operative Test. A study
was undertaken to determine whether
this apparent change in quality can
be related to harvesting methods or
to maturation period. Aspects studied
include:

i) Three cultivars (Hercules, Coul-
ter, Macoun) seeded at Glen-
lea, Manitoba at two planting
dates.

ii) harvesting method:

a) Hege thresher with antificial

drying
b) Hege thresher with natural

drying
¢) cut, stook and thresh
iii) time interval between milling
and spaghelti processing,
iv) time interval between spaghetti
processing and cooking.

Results to date indicate that:

a) harvest method affects spaghetti
color and rheological properties
but not cooking quality,

b) semolina storage affects rheolo-
gical propertics and pigment loss
during processing but not cook-
ing quality.

¢) spaghelti storage does not af-
fect cooking quality but there is
some indication that the ability
to withstand overcooking is af-
fected.

Work is continuing on the material
from the second planting date and if
the trends found for the first series can
be duplicated and are statistically sig-
nificant, then further experiments will
be carried out on material grown in
another year.

Effect of smudge and blackpoiat,
mildewed kernels and ergol on durum
wheat quality. Farm samples from
1979 and 1980 Western Canadian
durum wheat crops were hand-picked
to yield a series of samples contoin-
ing varying levels of smudge and
blackpoint, mildewed kernels and er-
got bodies. The most important effect
of smudge and blackpoint and milde-
wed kernels was an undesirable in-
crease in semolina speckiness. Spag-
hetti color also deteriorated slightly,
particularly with mildewed kerncls.
Levels of ergot within the tolerance

specified in the grade schedule n
creased semolina speckiness. At hi h.
er levels of ergot spaghetti color .
teriorated rapidly and milling yield .
creased. Spaghetti cooking quality i
not appear (o be affected by any
the degrading factors examined.

Effect of sprout damage on durim
wheat and spaghetti quality. The Ic.cl
of sprout damage cannot be asses
accurately by visual means. The Fall-
ing Number test is highly correlated to
wheat alpha-amylase activity and is a
good indicator of sprout damage. The
critical factor is the leve! of alpha-
amylase in the processed product. High
amylolytic activity in spaghetti in-
creases the amount of residue in the
cooking water, the level of reducing
sugars in spaghetti, and tends to give
a softer cooked spaghetti. Semolina
proteins do not appear 1o be affected
as shown by a madified Osborne pro-
tein fractionation procedure and b
ge! filtration of acetic acid extracts. Se-
molina yield and spaghetti color are
not affected by sprout damage.

Effects of processing conditions and
cooking time on thiamine, riboflavin
and niacin levels in enriched spaghetii,
Durum wheat semolina cnriched to two
lewels with a commercial enrichment
mixture containing riboflavin, thiamine
mononitrate and niacin was processcd
into spaghetti in a DEMACO labor -
lory-scale continuous extrusion prc s
Spaghetti was dricd by the GRL k »
temperature drying cycle and by v »
high emperature drying cycles. Tle
enrichment mixture decreased brigh -
ness, increased brownness and col
intensity in spaghetti but had no effc
on cooking quality. While significa
amounts of riboflavin were lost duri
all three drying cycles, no significa
loss of niacin or thiamine was detecte .
Afier oplimum cooking time (12 mir
30% of riboflavin, 39% of thiamii :
and 48% of niacin weie retained
the cooked spaghetti. Neither the «. -
richment level nor the drying cond -
tions appecared to have a significa t
effect on the proportion of riboflav: 1
or thiamine lost during cooking.
greater proportion of niacin was lot
during cooking at the higher enricl -
ment level. Analysis of the cookin:
water accounted for cssentially all of
the niacin leached from the spaghetti.
In contrait over 40% of riboflavin and
over 50% of thiamine of the added
vitamin appeared to have been dos-
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re d. Similar results were oblained
wii  enriched commercially produced
sp: hetti samples.

stistical evaluation of fests for as.
ses ing spaghetti-making qualities of
dw.m wheats. Thirty durum cultivars
goan al wo stations for two years
were subjected to detailed quality eval-
uation tests (o ascertain which test or
group of tests best predicted spaghetti
quality. Pooled data were analyzed
statistically to determine the influence
of location, year, cultivar, and inter-
ations on cach quality test. The cor-
relation matrix of all tests showed
significant correlation of glulen qual-
ity tests, farinograph band width and
moaograph mixing time to cooking
quality. Stepwise regression analysis
showed that semolina protein, specific
absorption, SDS scdimentation volume
ard farinograph band width are the
bsst predictors of cooking quality.
Specific absorption appears o be the
most useful test where only one or
two variables were wsed to predict
cooking quality.

Available lysine in spaghettl, Esti-
mates are being made of lysine nutri-
lionzliy available in spaghetti. Em-
phasis is to be placed on spagheni
samples dricd under high temperature
cor litions.

Ar er Durum Wheat Varicties
arieties grown by Canadian plant
br ders. Eighteen amber durum
wl t varieties (5 standard and 13
nc  varietics) were grown at 11 sta-
L in Western Canada for the an-
m  Co-operative Test in 1980, Be-
¢ 2 of generally low grades for all
vi dies in 7 of the stations, milling,
7 hetti-making and cooking quality
It were carried out on composites
fr. 1+ 4 stations. Of the 13 new culti-
« 6 were developed at the Agricul-
w  Canada Research Station, Winni-
P 4 at the Agriculture Canada Re-
: ch Station, Swift Current, 2 at the
1o

-

Ji versity of Saskaichewan, Saska-

n, and 1 at the North Dakota State
Ui wersity, Fargo. A fourth-year culli-
vai, DT 427, a third year cultivar, DT
237, a second year cultivar, DT 433,
were all rated cqual to Hercules DT
361, a second year cultivar, was rated
not equal to Hercules because of low
protein content. First year cullivars
DT 371, 436, 437, 438 and 439 ap-
peared equal in quality to Hercules.

Grain Traders
From International Multiloods Impact

Some things don't change much. For
instanze, Multifoods has been buying
grain 1o be ground into flour since the
summer of 1892, when Francis Ather-
ton Bean, Sr. opened a small flour mill
in New Prague, Minn. and founded
the New Prague Flouring Mill Com-
pany. The rest, as they say, is history.

“We've been buying grain for 90
vears,” said Earl Sonncsyn, vice presi-
dent and general manager, Grain Op-
crations. “The basics haven't changed
much. Salespeople sell the flour. the
grain buyer buys against these flour
orders and the miller grinds *™y grain
10 fill the order.™

But buying grain for Muiiifoeds’
Industrial Foods Division four mills
“is an exciting business.” said  Son-
nesyn, who's been with the corpora-
ton, and in the grain arca, for 36
vears, He sces a constant challenge in
“buy'ng the best grain we can, of the
right quality and at the right time.”

These decisions are made by a team

Two cultivars from the Swift Current
Rescarch Station and one from the
University of Saskatchewan appeared
not equal in quality to Hercules.

Quality tests were also carried out
on 36 amber durum wheats, including
5 check samples, grown in the 1980
Co-operative “B” Test. Promising cul-
tivars from the “B™ test are advanced
by the plant breeders into the durum
wheat Co-operative Test.

Groin Inspecier Ken Severson, traders Doug Haberman and Beb Remuey

of grain traders in the Grain Division,
Multifonds has grain  merchandisers
who buy and sell grain for profit, bul
there are also the traders, whose goals
are to provide the nine 1FD flour mills
with the necessary amounts of quality
wheat, durum and rye to fill IFD cus-
tomer orders,

An Exciting Business?

*You bet,” said Mike Mullin, divi-
sitil vice president, procurement, who's
been in Multifoods' grain division for
22 years. “You're playiag with new
vanables every day; what happened
in the grain market yesterday may not
happen today. The prices are casy to
see, but it’s the subtleties of the mar-
ket that make our jobs so much fun.”

John Gwin, manager of procurement
and grain trader with 15 years logged
at Multifoods, explained the mill-buy-
ing aspects of Grain Operations re-
cently during a visit to the historic
Minncapolis  Grain  Exchange. This
century-old-building, with its tall win-
dows and scasoned wood floors, is the
setting for the world's largest cash
grain market. It's also the place where
Gwin purchases wheat, Bob Ramsey
buys spring wheat, Don Kirschbaum
buys spring wheat and handles lake
freight, and Doug Haberman pur-
chases durum, all for the different
mills.

IFD has wheat mills in Blackwell,
Okla., North Kansas City, Mo., New
Prague and Wabasha, Minn., Buffalo,
N.Y.. and a soft wheat facility in Co-

{Continued on poge 20)
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Grain Traders
(Continued from poge 17)

lumbus, Ohio. Durum is milled at
Baldwinsville, N.Y. and at two mills
in St. Paul, Minn. Rye will again be
milled when a new unit is installed at
New Prague next year.

Knowing how much wheat, durum
and rye to buy depends on the mills'
requirements.  Presently, these mills
use approximately 165,000 bushels of
wheat per day in their grind. That
translates into almost 10 million
pounds of wheat, cnough to fill 50
jumbo hopper cars, cach the size of an
average garage,

To keep these large orders filled,
the grain traders and IFD maintain a
close cooperation.

“We work with IFDs production
and  scheduling depariment so we're
in tune wtih the mills’ needs and runs,”
said Gwin. “We meet with this depant-
ment once a week and up to 3-4 weeks
ahcad of time so we're prepared for
changes that may occur.”

Multifoods also buy grain through
trader Jim Workman at the Kansas
City Board of Trade, and through bro-
kers at the Chicago Board of Trade.
Purchasing the grain is just the first
of several steps in the mill-buying pro-
ccss — getling the grain to the mill
is next.

Mc:thods of Buying

Three methods of buying and re-
ceiving grain are used 10 keep the
mills supplied. The greatcst percent-
age of Multifoods® purchases arc “spot
purchases,” which is buying carloads
of grain ready for movement to mills
at any location. “To arrive™ purchases
mean the grain seller will deliver the
grain by rail or truck to any given lo-
cation within a time period.

“F.O0.B.", or “freight on board"
trading, is buying grain from somcone
who will handle, grade and load it into
railcars, barges or stcamships for
transporting, using whichever method
is appropriate for the designated mill,

“Experience tells us the delivery
time from source to mill,” said Gwin.
“We have “indransit’ time figures
based on the prior month’s delivery
history. Train and truck deliverics
vary, as truck deliverics arc generally
smaller but faster.”

The grain traders base their initial
purchasing decisions on sample pro-
vided in pans at the exchanges. But
Multifoods® quality control wheels just
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begin to turn with this first look at the
kernels of wheat, durum or rye.

Ken Severson, the corporation’s
grain inspector at the Minneapolis
Grain Exchange, checks all grain sam-
ples there. This practice documents
the quality and protein levels in the
pan samples for later comparison with
the mill deliveries. Pan samples of the
purchased grain are also sent to the
laboratories in New Hope, Minn, Fur-
ther testing is done on each carload of
purchased grain when samples are
sent o New Prague and Wabasha. As
Gwin said, “Many tests are made to
ensure that Multifoods’ quality stan-
dards are met.”

Durum Buyer

Doug Haberman, the durum buyer,
explained that each durum mill re-
quires different  qualities of durum
wheat to meet the various products’
standards. Durum, he said, is pur-
chased through the spot market at the
Minneapolis Grain Exchange.

Unlike many commoditics, there is
no “busy’ 'scason for grain trading.
The movement of grain has also be-
come z year-round activity because
of storage facility improvements. But,
like other commodities, the grain trade
and movement of the cash market in
wheat is controlled 10 a large extent
by supply and demand. The wheat
market, said Gwin, “is established by
the prem:ums paid for protein content,
plus the base price per bushel, This
price is sct by the level of the nearby
month of futures trading.” It's a never-
ending challenge to the traders.

Adventuresome

That brings us back to the adven-
wrous side of grain trading. While al-
ways working to “buy the right quality
at the right price,” and thereby main-
tain the quality standards of Multi-
foods® flour mills and flour products,
the traders never seem to tire of the
action and the changing markets.

“I'm never in doubt, but I'm not al-
ways right,” said Mullin. “I'm here
because 1 love it, and anybody who
has been in this business for more than
a couple of years will tell you the same
thing.”

Sonnesyn certainly will,

“It gets in your blood,” he smiled,
“and very seldom docs a trader leave
the busincss. Nowdays, we have a
complicated and exact system of grad-
ing grain with federal inspectors and

et e

all; yet it still comes down o do g
the best you can every day. We |
work as a tcam and we get the | b
done.

Vitamins, Inc. Appoints
Marketing Director

Mr., Louis E. Kovacs, Pl'ﬁi(knl,
Vitamins, Inc,, announced the ap-
pointment of Mr. John H. Dichl us
Marketing Director, Since his train-
ing which includes University of Cali-
fornia, Berkeley, B.S., Oregon Staie
University M.S., and University of
Chicago, MBA, he has been associ-
aled with various segments of the food
industry including rescarch, develop-
ment, sales, and marketing. His ad-
ditional duties initially will include
sales representation in selected mid-
wesl areas.

Mr. Jack W. Rogers who has been
associated with Vitamins, Inc., since
1959 has been promoted 1o Viee-
President-Sales.

Vitamins, Inc., established in 1936,
is a privatcly-owned company manu-
facturing and supplying nutritional in-
gredients to the food, pharmaceutical,
cosmeiic, and veterinary industrics, Its
manuflacturing plants are located in
Chicago and Michigan City, Indiana.

Le Menuv Dinners
(Continued from poge 5)

a regular oven, and 4 10 8 minutks
in a microwave oven. There is a bu -
gundy foil and a plastic dome ove: -
lay for each dinner that makes
adaptable to cither oven. Each dis
ner contains less than 500 calorie
Retail pricing will range from $2.3
10 $3.29,

Marketing support for the introdu
tion includes a nine-month prograi
of prime-time and late night TV o
major networks. A major newspap
advertisement in key markets will it
clude store coupont, fealuring 25
30¢ and 35¢ toward different variet
purchases in October, and a 40¢ cov
pon good toward the purchase of an
variety during November. Full-pags
fourcolor ads are also schedule
in Newsweek, People, Metropolitan
Home, Good § Southers:
Living and Sumset magazines through
April.

NATIONAL PASTA ASSOCIATION

WINTER MEETING
February 20-24, 1982

Marriott's Merce Bosch Resort
Marce lslond, Fleride
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G od Crop Quality

reliminary results from a regional
wl at crop quality survey released by
th Department of Cereal Chemistry
ar Technology at North Dakota
§t. ¢ University indicate the grain
qu.lity of the 1982 US. hard red
sp:ing wheat and durum crops are
very

The wheat samples were collected
from farms or local elevators in North
Dakota, Miinesota, Montana and
South Dakota.

Mel Maier, North Dakota State
Wheat Commission administrator, said
the annual regional crop quality sur-
vey is the second of its kind funded
by the North Dakota, Minnesota,
Montana and South Dakota wheat
commissions. He said the NDSWC
has been surveying HRS and durum
wheat in North Dakota since 1960.

“To form a basis for their pur-
chasing decisions, foreign and domes-
tic buyers rely heavily on this wheal
quality information,” Maier said.
“Each year quality reports are mailed
to overscas and domestic buyers on
a limely basis following harvest so
these wheat customers know immedi-
ately the milling and processing prop-
erties of U.S. hard red spring wheat
and durum.”

Better Than Last Year

r. Joel Dick, NDSU Department
of Cereal Chemistiry and Technology
dv um specialist, said according to
pt 'iminary results of the regional
di um quality survey, the 1982 du-
i crop should grade equal, if not
er, than last year's which graded
percent of the crop “US. No. 3
‘d Amber Durum® or better.
Preliminary data from the 1982
onal durum wheat survey indicate
st weight of 60.9 pounds per bu-
I, or .5 percent higher than last
r,” Dick said. “The average pro-
1 content for the region should be
:t 14 percent on an ‘as is' moisture
is. Last year's average protein con-
i was 13,77
Dick said the average falling num-
b.r valuc of the 1982 durum crop
is 382 —31 points higher than last
year, — indicating very little sprout
damage. “Average moisture content
for this year’s durum crop is 11.8
percent which is .6 percent lower than
last year. The region's average per-
cent of vitreous kerncls showed a
value of 88, or equal to last year.”
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Dick stressed these grain quality re-
sults are preliminary and a final as-
scssment on both grain and end-
products will be completed and pub-
lished in early November.

Maier said this year's excellent
quality wheat crop resulls should
please foreign and domestic buyers.
“Higher test weights and percent of
vitreous kernels will increase the
wheat millers’ flour and semolina
yields while the higher falling num-
ber values will better the bakers’
and pasta manufacturers’ end-product
quality,” Maier said. “A top quality
crop such as this year's, will be a
pleasure to promote compared to the
sprout damaged 1980 crop.”

This year North Dakota produced
43 percent of the total US. HRS
wheat crop or 220.8 million bushels,
and 76 percent of the U.S. durum
crop or 112 million bushels. North
Dakota ranks first in the production
of both HRS and durum wheat and
is the second largest producer of all
wheat in the United States,

Australian Drought

Australia, a major wheat exporter,
probably will have to import US.
wheat next year because of a wide-
spread drought, the Australian Wheat
Board said.

The last time Australia needed to
import wheat was in 1957, a Wheat
Board official said.

But imported wheat wouldn't be
used to meet export contracts, accord-
ing to the government agency. Instead,
it would be for domeslic consump-
tion and animal feed.

Some 80,000 farms, or 60% of
Australia’s total, have been hit by
the drought, the Burecau of Agricul-
wral Economics said. All states have
been seriously affected except West-
ern Australia, where the impact has
been minimal.

The Wheat Board has asked the
govenment to amend the Wheat
Marketing Act of 1979 to enable the
board to import wheat if necessary.
The board’s request hasn't been con-
sidered yet by Canberra, but board
officials said they expect parliament to
amend the law before year-end.

Defect Action
Levels Revised

The Food and Drug Administration
has revised its policy guide for defect
action levels in macaroni ar.l noodle
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products to permit the use of soft
wheat flour, for which separate defect
action levels exist.

In a notice in the Federal Register
of September 17, FDA said current
defect action levels for insect and
rodent filth in macaroni and noodle
products were established on the basi
of an analysis of 1,500 samples of
product collected from the retail mar-
ket. “FDA", the notice said, “estab-
lished defect action levels in maca-
roni and noodle products as an aver-
age of 25 or more insect fragments
per 225 grams or an average of 1.2
rodent hairs per 225 grams. Alter
these action levels were published, the
agency discovered that they conflict-
ed with the action levels established
in soft wheat flour.

“Macaroni and noodle products are
normally made from hard flours (du-
rum flour, semolina, and farina),
which are not included in the action
levels for soft wheat flour. However,
the standards of identity for maca-
roni and noodle products also allow
the use of soft wheat flour for which
defect action levels have been estab-
lished.

*The defect uction levels for maca-
roni and noodle products are lower
than those for soft wheat flour. Thus,
macaroni or noodle products manu-
factured from non-violative soft wheat
flour may violate the action levels set
for macaroni and noodle products.
Therefore, although the results of the
retail market survey indicate that soft
wheat flour is not commonly used
in the manufacture of macaroni and
noodle products, the action levels for
macaroni and noodle products have
been revised to permit the use of
nonviolative soft wheat flour in such
products.”

Noting that the standards of iden-
tity for macaroni and noodle prod-
ucts state that these products may
be made entirely of soft wheat flour,
FDA said the new action levels
have been established by extrapola-
tion from the action levels for flour.
“The resulting action levels,” it said,
“are an average of 225 insect frag-
ments or more per 225 grams of prod-
uct or an average of 4.5 rodent hairs
or more per 225 grams of product.”

The agency eaid it would receive
comments on the new defect action
levels until September 19, 1983, The
new levels will “~main in effect until
comments ax; - .alsated and a final
decision is published.

21




Pasta
Prescription

rescribe pasta. It could reduce the How does this relate to
sk factors assocdiated with coronary pasta consumption?
eart disease.

. saturated

» substitute unsaturated tats

Pastas - let's tell it like it is.




Muhtifoods Gains

International Muliifoods Corp. post-
ed a 15% gain in net camnings in
the second quarter ended August 31,
Net income in the quarter totaled
$8,189,437, equal to 98¢ per share
on the common stock, up from
$8,032,478, or = V¢ per share, a year
ago. Sales agg:. jated $266,599,000,
down from $278,800,000 a year ago.

Earnings for the six months ended
August 31 totuled $13,376,000, equal
to $1.62 per share, up 17% from
$11,394,000, or $1.40 a share, in the
first half of fiscal 1981, Sales aggre-
gated $526,318,000, off from $588,-
175,000 a year ago.

“We are pleased with the con-
tinued strong performance of our
Venezuelan operations, which was one
of the keys in the outstanding oper-
ating gains posted by our Industrial,
Consumer and Agriculture marke! seg-
ments,” Darrell M. Runke, president,
said,

“Not to be overlooked is the con-
tinued success of our management
team's program of inventory and re-
ceivable control as reflected in an-
other significant reduction in interest
expense.” Mr. Runke noted that net
camings for the second quarter were
reduced 23¢ per share by the esti-
mated impact of the recent devalua-
tion of the peso on the company's joint
venture in Mexico.

Industrial Segment

Discussing performance in the In-
dustrial segment, Mr. Runke noted
that, “In the U.S. and Canada, bake-
ry mix showed gains in unit volume
and carnings, but bakery flour con-
tinues lo struggle as does the export
flour market.”

Excellent results in the Consumer
segment were altributed  principally
to gains from consumer flour products
in non-U.S. operations.

“The good ncws about the upward
trend in the Agriculture segment is
the improved camings of our US.
feed operations,” Mr. Runke said.

William G. Phillips, chairman and
chicf exccutive officer, commenting on
the situation in Mexico, said, “The
impact on the second quarier repre-
sents our best estimate based on the
current available facts concerning cur-
rency exchange. We are convinced that
our agri-business joint venture s
sound operationally and financially,
and that our Mexican partners and
managers are doing a good job."”
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In summarizing the first half, Mr,
Phillips said, 1 am quite pleased by
our carnings gain in this difficult en-
vironment, First-half results have been
good, and we remain confident that
our well-balanced product lines and
diversity of geographic sources of
carnings will deliver our 15th con-
sccutive year of improved carnings
next February,”

ConAgra Appoints
Executives

Organizational chaoges reflecting
consolidation of the flour milling op-
crations of ConAgra, Inc., and its
wholly - owned subsidiary, Peavey
Company, were announced by Roger
F. (Bud) Morrison, president and chief
operating officer of ConAgra Grain
Processing Companies.

Headquarters for the combined op-
cralions, under the name of ConAgra
Flour Milling Co., will be established
in Omaha, Mr. Morrison said.

Albert A. Sadok has been named
executive vice-president of ConAgra
Flour Milling Co. Mr. Sadok will also
be responsible for the company's pri-
vate label grocery products and pack-
aging operations. He joined Peavey in
1969 upon its acquisition of Colo-
rado Milling & Elevator Co. and was
named vice-president and
manager of Peavey's milling business
in 1978.

C. Robent Stephenson will be vice-
president and general sales manager
of ConAgra Milling, with responsibil-
ity for sales of the combined op-
crations to the commercial baking
and pasta industries. Mr, Stephenson
joined ConAgra in 1971 after holding
sales management positions at Bay
State Milling Co. He was named vice-
president and general manager of Con-
Agra's bakery flour sales in 1973.

A D M Annual Report

Lower prices and profits for corn
sweetener products, unsatisfactory oil-
seed crushing margins and higher ex-
penses in a number of areas reduced
* * carnings of Archer Danicls Mid-
land Co, in the 1982 fiscal year from
the record levels of the previous year,
according to the company’s annual re-
port for the year ended Junc 30.

James R. Randall, president, and
Dwayne O. Andreas, chairman of the
board and chief executive, comment
cxlensively in the A D M report on the

impact on company operations fr n
use of agricultural subsidies by 1 ¢
European Community,

Net income of Archer Daniels M |
land in fiscal 1982 totaled $154,99 .
000, equal to $2.03 per share on 1 ¢
common stock, off 12% from $17. .
981,000, or $2.43 per share, in fiscal
1981, adjusted for a 5% stock divi-
dend payable in September, 1982, Nt
sales and other operating income ag-
gregated $3,712,977,000, up 2% from
$3,647,491,000 a year ago.

In the fiscal yeur ended June 30,
1981, A D M had net income of
$115,958,000, or §1.84 per share, on
nel sales and other operating income
of $2,802,011,000.

Per share earnings figures for 1982
and 1981 are based on average shares
outstanding of 76,220,000 and 72.-
433,000, respectively.

Record Sales of Fuel Alcobol

Despite surplus petroleum supplies
through most of the year and actual
reductions in gasoline prices, A D M
achieved record sales of fuel alcohol
in each quarter of fiscal 1982, Mr.
Randall and Mr, Andreas say. “The
benefits of the combined sweetener/
alcohol complex,” they add, “con-
tinued 1o be apparent as A D M’
plants were able to run at higher ca-
pacity levels year around than they
would have without the alcohol
option.”

Effects of the Carter administratii 1
embargo on sales 1o the Soviet U -
ion continued to depress portions [
A D M’s soybean processing oper -
tions in fiscal 1982, Mr. Randall a: |
Mr. Andreas say.

International Flour Market Sleggi

“International flour markets,” th /
point out, “remained sluggish throu; 1
the year as a result of reduced U. .
concessional P.I. 480 programs a !
continued competition from heavil -
subsidized E.E.C. flour millers. Whe 1
forced to compete with foreign sul -
sidies cqual to ncarly the total co:
of milling domestically, mills ar’
closed and jobs are lost.

Mr. Randall and Mr. Andreas point
1o the company's involvement in va-
rious trade associations and support
for the efforts of the Export Process-
ing Industry Coalition in educating
policymakers on the economic rela-
tionship between the export of proc-

(Continued on page 26)
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ADM Annval Report

(Continued from poge 24)

cssed agricultural products, the crea-
tion of jobs and the total economy.

“America's producers, workers and
industry have the ability to compete
so long as they are in fact compel-
ing with other producers, workers and
industries on an equal basis. But right
now, US. workers, processors and
farmers are competing against the full
force of the treasuries of other gov-
ernments, which are subsidizing ex-
ports of their products at US. ex-
jense.”

A D M Milling Modernization

A D M Milling Co., the ADM
officers state, “continued its empha-
sis on improved production and mar-
keting programs. The ongoing mod-
erization of the mills is designed to
maintain operations at the most ef-
ficient levels in the industry,

“Recognizing the significance of
customer service, the division’s trans-
portation and distribution network
conlinues 1o receive a high priority.
These programs enable A D M to
competitively service customers both
at home and abroad.

“Additional emphasis was placed
on millfeed marketing. By insuring
maximum returns on byproduct sales,
A D M Milling Co. worked to over-
come the narrow industry margins that
occurred through much of the year.”

High Sales Volumes st Gooch Foods

Mr. Randall and Mr. Andreas state
that Gooch Foods, Inc., continued to
experience high sales volumes of pre-
vious years “through the expansion
of prime marketing arcas and with
the support of widespread advertis-
ing.” Gooch continued to benefit from
the rapid growth in genzric products,
it is noted.

Pillsbury Gains

While the current economic reces-
sion remains a concern, management
of The Pillsbury Co. is enthusiastic
about the company’s future, William
H. Spoor, chairman and chief execu-
tive officer, and Winston R. Wallin,
president and chiel operating officer,
state in their letter to stockholders in
the company's annual report for fiscal
1982.

Noting that the fiscal year ended
May 31, 1982, represented the 11th
consecutive fiscal year of record sales
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and carnings for Pillsbury, Mr. Spoor
and Mr. Wallin comment, “Again in
fiscal 1982 our commitment to a
diversified food business portfolio
helped us 1o achieve significant profil

growth.”
Highlights

Mr. Spoor and Mr. Wallin point
to the following as fiscal 1982 high-
lights:

® “Exceptional sales and operating
profit gains were recorded by our full-
service restaurants, Steak and Ale
and Bennigan’s.

® “Solid growth from both exist-
ing products and new market entries
in Consumer Foods porduced record
sales and operating profit.

® “Internationally, Consum -
er Foods' sales and profitability con-
tinued to set new records,

® “Eamings were also enhanced
by the disposal of several businesses
that no longer fit our strategy and
by the settlement, as plaintiff, of cer-
tain antitrust claims.

® “The sale of 1.5 million shares
of common stock strengthened our
balance sheet, improved our liquid
financial reserves and provided re-
sources to fund our future growth.”

The two officers note that the
year also presented the company with
*three material disappointments,” as
follows:

® “Grain Merchandising incurred
an operating loss in fiscal 1982 as
the industry environment weekened
further .

® “Intense price competition in
frozxn pizza significantaly reduced

profitability.
® “Burger King's pretax carnings
were up 8% in comparison with

greater gains of several years ago.”

Pillsbury, Mr. Spoor and Mr, Wal-
lin add, is “responding to these prob-
lems and we expect substantial prog-
ress in the resolution of each in the
coming year.”

“Over the past decade,” Mr. Spoor
and Mr. Wallin state in their com-
ments to stockholders, “Pillsbury has
accelerated its growth by the acquis-
tion of businesses that have product
lines that fit our portfolio strategy.
We intend to continue to pursue this

icy.

“During fisc:l 1982, we acquired
cight businesses of varying size. The
largest, Wickes Agricultural Division,
is the nation's leading processor of
navy, kidney and other edible beans.
This new opportunily will augment

and provide diversity to our / i
Products Group.”
Agri-Products Downturm

In a review of operations by in-
dustry segment, the Pillsbury rc on
siates that despite solid performa ces
in many of the businesses of the A.ri-
Products Group, sales declined w
$568.6 million from $586.8 miliion
in fiscal 1981, and operating piofit
declined to $28.6 million from $47.
million. In fiscal 1980, the Agri
Products Group had operating piofit
of $71.8 million on net sales of $544.2
million.

Pillsbury's flour milling business,
the report continues, “produced rec-
ord prof:s as per capita consumption
of flour continued to maintain guins
of recent years. Lower raw material
costs more than offset modest de-
clines in volume.

Consumer Foods

The Consumer Food Group of
Pillsbury, the report notes, posted rec-
ord sales and operating profit in fiscal
1982 of $1.64 billion and $1348
million, respectively. The perform-
ance was led by strong profit gaim
from dry grocery products and im-
portant volume growth in refriger-
ated foods. While “intense competi-
tion” reduced margins in frozen piz-
za, Pillsbury increased its share ol
that market.

New products developed in Pl
bury's rescarch and development fa-
filities, the report adds, should n-
crease total sales volume of Consu xf
Foods by $% 1o 10% in fiscal 1* 3.

International Growp

Pillsbury’s International Group |
td record sales and carnings, »
are reported as of Consu
Foods. The portfolio of businesses
clude consumer foods in Wes
Europe, Latin Amecrica and Jaj
flour milling in Latin America and
Far East, and worldwide export
sponsibility for Pillsbury consu

ucts.

“The creation of the Grupo j ™
venture from the merger of Pillsbu v
Mexican pasta company with 40
Mexican-owned flour mills drama i

Fa3zi3 %

8%

ally expanded the business base «nd

positioned the company for [urthet
growth.

“Record volume growth further >0
lidificd Grupo's number one position
in the premium segment of the pasta
market. Production capacity in both
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p ta and flour was significantly in-
o wsed”

Restaurant Group

fuming to the company’s Restau-
r. ( Group, the Pillsbury report notes
il t the group posted a record per-
fo mance “despite such obstacles as
th. recession, low consumer disposable
in.ome and severe winter weather.”

At yearend, Pillsbury operated 3,255
Burger King restaurants; 197 Steak
and Ale units, 66 Bennigan's restau-
rants and 69 Poppin Fresh units.

Stockholders’ equity as of May
31, 1982, was S$890 million, equal
to $41.03 per share on the common
stock, against $747.2 million, or
$37.19 per share, a year earlier.

From Catelli Annual Report

Catelli prodiices and markets a wide
range of grocery products in Canada
and the New England region of the
United States.

In Canada, Catelli is the leading
producer of pasta, asceptic pudding
and spaghetti sauces, and on a re-
gional batis has a significant market
share in other product lines. Catelli's
products, in addition, include pickles,
jams, marmalades, table and maple
syrups, ready to serve soups, pack-
aged flour, and other milled products.
The Division is also a major supplier
to the retail food chains for a variety
of custom-packed products.

‘n New England, soups, high qual-
i processed meats and specialty con-
di ents are sold. Catelli also markets
m e syrup products across North
A erica.

ix plants are operated by Catelli in
C 1ada, three in Ontario, two in Que-
b and one in Alberta. Three small
p s are in operation in the New
E dand states.

Intense Competition

(he Canadian grocery products in-
d try did not grow significantly dur-
it fiscal 1982 and the industry re-
. ined intensely competitive, particu-
li y in Quebec and Ontario. Despite
th, Catelli's performance was not-
ally improved due to strong sales
fo a number of product lines includ-
in: soups, sauces and flour. Catelli
enjoyed solid volume gains, and im-
proved operating efficiencies also con-
tnbuted to higher camnings. To meel
anticipated increased demand for pas-
ta, Catelli began construction of ad-
ditional capacity at the Montreal plant
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which is scheduled to be completed
during fiscal 1983. Catelli nationally
launched the “Five Roses™ brand of
unbleached flour during the year, and
in carly fiscal 1983 “Catelli Plus”,
an cnriched pasta higher in protein
than regular pasta was introduced.
Consumer response to both products
is encouraging.

In New England where Catelli de-
veloped a strong regional presence,
sales and carnings were improved over
fiscal 1981 despite poor market condi-
tions, particularly for specialty meats.

Catelli is in a good position o
uchieve carnings growth during fiscal
1983 based on its well established
and respected linc of good value prod-
ucts that tend 1o retain demand dur-
ing difficult economic times. Empha-
sis will be directed towards improving
operational performance, both in Can-
ada and New England, and towards
developing additional new products to
meet changing consumer necds.

Borden Net Rose

Borden Inc., the food and specialty-
chemicals concern, said it expects to
report that third-quarter net income
increased about 2% from a year ago
10 $46 million, or $1.62 a share, from
$45.2 million, or $1.54 a share.

Eugene J. Sullivan, chairman and
chiel executive officer, said the in-
crease was due 1o “strong gains”™ in
Borden's consumer-products division,
as well as improvement in interna-
tional operations, offset in part by
a “sharp drop” in pre-tax operaling
profit from specialty-chemicals busi-
ness.

Mr. Sullivan told analysts, *“We be-
lieve we can achieve our goal of about
an 8% increase in carnings per share™
for the full year. Per-share earnings
in the third quarier were up 5% over
the prior year, reflecting 1.1 million
fewer shares outstanding.

The Borden exccutive said the oul-
look for 1983 is “favorable™ and he
expects a 12% to 15% increase in
per-share camnings in 1983. He added
that contrary to carlier forccasts, most
of the 1983 improvement in Borden's
operations  probably wouldn’t occur
until the second half.

Buitoni Television Campaign

The Buitoni Foods Corporation has
announced a major television adver-
tising campaign to herald their four
boil-in-hag convenience foods: Fettue-

cine Alfredo, Fettuccine Carbonara,
Pasta Primavera, and Tonellini Guido.
All of the dishes represent a departure
from Buitoni's other frozen cntrecs,
which are packaged with tomato-hased
sauces. “While many Americans as-
sociate pasta with tomato sauce, i
Italy the region of the country olten
determines the type of sauce usad.”
said William P, Smolka, Buitoni Vice
President-Marketing  Sales. “Buitoni’s
newest frozen entrees are being in-
troduced so that consumesr can buy
a fuller range and varicty of lalian
entrees for in-house consumption, in-
cluding some previously available only
in fine restaurants,” explained Smolka.

Compton Advertising Agency

The new commercials, preparcd by
the Compton advertising agency, will
be aired in the New York City and
Miami markets. Their theme is: “Now
only one company gives you 150 years
of lalian know-how in just 15 min-
utes.” Founded in Perugia. ltaly in
1827, Buitoni Foods is the only com-
pany selling lalian food in the US.
that can make such a claim based on
heritage,” said Manus M. Giss, Presi-
dent of Buitoni Foods Corporation.

The commercials commenced on
October 4, 1982 and run in regular
flights during the heavy buying scas-
ons. They are scheduled for day time,
prime time, and early and late fringe
programming. The commercials will
gencrate 596 GRP's per month, with
a reach of 95% and a Irequency of
6.3. It is the most extensive television
advertising campaign ever undertaken
by Buitoni.

Houscholds reached by the com-
mercials will include those of mar-
ried, single, working and non-workirg
women,

Account Managemenl Group

The account management group al
Compton included Phil Vioss, Jr. (Ex-
ccutive V.P. Account Management),
Stu Sharpe (Management Supervisor),
Tom Hedrick (Accounts Supervisor),
and James Curry (Account Manager).

The creative group at Compton in-
cluded Kurt Willinger (Creative Di-
rector), Dick Earle (Deputy Creative
Director), Don Walley (Associate Cre-
ative Director), and Zoc  Urruthia
(Copywriter).

The commercial was produced by
Carcl Perkins and directed by Jim
Hintor.. It was filmed by and at
the Wilson-Griak Studio, Minneapolis,
Minnesota.

B BT e e s

s s Py e Al 28

s _*Whmww.ﬁ__ﬂ_ =

,\‘.




RO PO R ) £

ONG GOODS LINES
an Depend On!

Reliable Performance

« Sturdily-constructed 2- or 4-stick spreaders allow selection of
ideal extrusion area lor a given capacity.

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

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

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

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

Efficient Energy-Saving Design

* New dryers are smaller sized. High temperature and high

(BUHLER-MIAI3
Performance YO

humidity drying requires a minimum volume of (resh air. Fan Super sanitary design for easy
motors for air circulation are mounteda inside dryers, ulilizing maintenance. Ail-plastic panels
i 100% of electrical energy. (New style, energy-efficient motor is :‘:‘::m‘:“'pifl" e t’:f':"c‘k ':m"f
2 ~ optional). A must energy-officient design! il o Mgl Bekes el ol
* Panels are 1%" thick with polyurethane foam core. Aluminum construction preven! condensation
lining on inside for heat reflection and absolute vapor barrier.
No heat bridges.
Ba:teria Control :
¢ K jh temperature drying controls bacleria growth. Dry bulb ‘
t nperature is adjustable from 100°F to 180°F. -',-
* [ seris absolutely tight, yet easy to clean, maintain and super- i
v e, Swing-out side panels extend entire dryer length, allow-
i | fast cleanout and service.
To : Quality Product
el 3 * } jh drying temperatures in both final drying stages improve
Long goods line with maximum capacity of 3000 Ibshr. Line consists of Double Screw Press T! 30. xduct texture, cooking quality and appearance.
Spreader TSSA, Dryers TDEC-3/TDCA-4/TDFB-11, Stick Storage TAGB, Cutter TST and Stick Return 3ady, high temperature drying ensures a straight product, Each spaghetti strand iravels exaclly ‘
:al for the high speed packers of today. The high humidity the .“.Tf.:"é"' 8 ,::.: e cg:::'o: [
H consisle | 7] (] |
fing climate gives the product an appealing golden color. peciive ‘Mh":m%‘w Recst. aiicks .
from rolling or shding from transfer .
Three Standard Models . . . 500 to 4500 Ibs.hrffcor act us for information on Buhler-Miag Long Goods  pontto e s ters :
Uin« s and other Macaroni Processing Equipment. i
LONG GOODS DRYERS Product quality and | i
t —— ——— consistency sell. //// & |
TDEC/TDCA | 50010 1000 Ibamr Buhler-Miag quality = BUH IIE R-M IAG
| TOCAITDCA | 100010 2500 Ibsr and reliability give ‘E\\ I ?
g BUHLER-MIAG. INC . P O Box 9497, Minneapohis. MN 554401612 545 140
TDCA/TOFA | 200010 4500 Ibs/r you the selling edge. - \ BUHLER MIAG (Canada) LTD , Ontano (416) 445 6310 we
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BRAND POWER — 1982

Thcrewillhea"njuhlhdlh
brands” in the food industry in the
next five years, Dr. Michael Kami, a
nationally known business consuliant,
told the openin gsession of the Ameri-
can Bakers Association convention in
October. Dr. Kami said that in a no

h cconomy consumers with
limited budgets will iry to cut 10 per-
cent 1o 20 percent off their food
spending. He said that the spending
cuts will not be across the board, ad-
ding, “this is where the game is going
to be.” Dr. Kami said the number
one and number two brands in a food
category will remain and that there
will be fast growth of generics and
private labels. He said the brands in
between “will fall in the crack™ as
these products may not be good or
cheap enough to aftract consumers.
“You must make a positioning decis-
ion aboutl where you are going to be,”
he said.

Survey figures show 59 percent of
female homemakers have tried gen-
erics, 32 percent bought them on their
last trip 10 the supermarket. When
share ol market is combined with pri-
vate label, off-brand ilems set all time
high for consumer acceptance. Heavy
in the north, light in the south and
west. Retailers don't necessarily buy
the concept as Edgar Walzer, Progres-
sive Grocer cditor/publisher says, “If
generics are good for what ails the
supermarket industry, then amputation
is the way 1o cure a headache.”

Progmssive Grocer Study

Progressive Grocer Magazine for
October, 1982, carries Part | of a
major new study on Brand Power -
1982,

Ed Walzer writes: “In essence, name
brands with high and comsistent qual-
My - the presold products which have
made sclf-service food retailing pos-
sible and has served as a driving force
in the industry’s progress - arc being
challenged to reconfirm their impor-
tance, They face a number of trouble-
some problems—some old, some new,
and some sell-made.

“The old problems include over-
coming the trade'’s rooting interest in
privaie labels, resolving buyers” doubts
about profitability, justifying line ex-
pansion, gaining proper distribution
and shell space, and petting needed
merchandising cooperation.

The new problems stem mainly from
financial and psychological develop-

3o

ments, The advent of generics is sym-
ptomatic. Consumers seem more in-
clined to trade down and less dis-
posed to be persuaded by convention-
al advertising, Their value standards
and buying motives are said to be in
transition, to the possible detriment of
established name brands. Grocers, for
their part, are tightening their inven-
tory policies, pruning marginal items,
and pressing for better terms of sale.

“The sell-made problems are root-
ed in the manufacturers’ marketing
policics. In particular, seesaw prices
caused by rampant dealing have up-
set the trude and, according to some
critics, confused the consumer, There
are complaints, too, about manufac-
tuers’ ‘inflexibility' on financial and
logistical issues,

“Despite these problems, SAMI
reporis  that  manufacturer-promoted
items (usually, if somewhat impre-
cisely, called ‘national brands’) have
lost only a sin gleshare point overall
since the mid -"70's. Theer has been
some crosion during the last two or
three years, but their traditional posi-
tion in the industry certainly hasn't
crumbled. As a matter of fact, in the
food portion of the grocery category,
national brands have slipped less than
a half share point since 1975 — and
are actually ahead of their 1972 ra-
ting.

They have gained ground over the
past half-dozen years in such product
classes as coffee, candy, canned fruit
and salad dressings and mayonnaise.
Losses have come in sugar, pickles
and relishes, pet food, and canned
vegetables.”

Wettersw Analysis
Analysis of data produced by Wet-
terau’s computers for 28 product
classes (not necessarily representative
of the total product mix) yiclds pro-
vocative findings:

® Private label items carry the
highest going-in gross margins in
the majority ol cases. Generics
come next, and national brands
trail badly.

® In dollar sales per lincar foot
ol shell space, national brands
spread eagle the field.

® In gross profit dollars per linear
foot of shelf space, national
brands and private labels are vir-
tually tied while generics make a
poor showing.

® Benerics lead the greatest ni n-
ber of categories in dollar ret:
on inventory, Private labels rc
not far behind, and natic al
brands are last.

If nothing else, this mixed pant m
indicates why the profitability issuc is
so hard to settle.

Under the circumstances, W ks e
markable that the basic position of
national brands has changed so litile,
They have been severely tested by in-
flation, recession, consumer uncasi-
ness, and trade churning — yet they
continuc to be, indisputably, the
mainstays of the industry.

Macaronl Products

In the dry grocery category macaro-
ni products, with B0 percent in nation-
al brands, 15.4 percent in private label
and 4.6 percent in generic, shows a
decline of private label of 2.1 percent
since 1975 and 2.5 percent for na-
tional brands in the same period.

Conventional Adverthiag

Even though consumers are lews
disposed 10 be persuaded by conven-
lional advertising (one of the “new
problems” alluded 10 earlier), research
by the Economic Research Service,
U.S. Department of Agriculture, in-
dicates that sales for all brands in 4
particular product class may increase
when manufacturers of any of e
producis advertise.

Advertising also has a cumulat ¢
impact on consumer purchascs, E':S
says. Product classes that are heas Iy
advertised by brand manufactur rs
generally get a bigger share of
consumer dollar than less heavily p »
moted product classes.

Advertising and promotion h. ¢
Iwo main impacts on consumers: |
they increase consumer food costs "
about 4 cents for every dollar spe 1
(2) they influence food consumpt n
patterns — the specific brands of fo 1.
the types of food, and the total amo 1t
of food purchased.

There are skeplics among ecor »
mists, however, who doubt that brs
advertising can affect purchases of 1 ¥
overall group of broad classes o
closely substitutable products. Jon
Kenneth Galbraith is one who sa
“If advenising allects the distribution
of demand between scllers of a pur-
ticular product, it must also be sup-
posed that it affects the distribution
between products.’

(Continued on poge 32)
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CUSTOM DESIGN

—AND BUILT-

COMPLETELY AUTOMATED

‘"CONVEYOR
SYSTEMS '’

FOR

SPAGHETTI

FROM STRIPPER * %
% % TO PACKAGING

INCLUDES:

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

Cutters

Special Equipment Designed
and Built

MORGAN &
ASSOCIATES

6507 Tw=in Oeks Drive
Kensas City, Missouri
64151

Phone (816) 741-8096
Serving the Industry over 20 Years

Salvaters and Alessandre Di Cecce

Exclusive Sales Representotives for:
RICCIARELLI:

Automatic pockaging machinery in cartons o cello-
phane or polyethylene begs for
Long ond short cuts pasto, cereals, nce, dried
vepetobles, coffee, cocoa, nuts, dried fruirs,
spices, eic. Bundling mochines and Bologna
stamping machines

NICCOLAI:
Dies ond die-wothing machines

High-resistance bronze-aluminum and estra-light
gluminum-titanium olloys

Ecologic water-recovery and decantation tanks
BRAMBATI:
Systemns for pneumatic conveyance and blending cf
semoling and flour
Storoge for noodles and short cut pasta
Dry pasta mill grinders
AGNELLI:

Machines for the producion of ravioli, coppellerts,
tortellini, losogne and noodies

Consulting Services Free of Charge
Address: R.R. 1, Richmend Hill, Ontarie LAC 4X7,
Canoda

Phone Mo, (416) 773-4033, Akernete No. 898-1911
Telex Ne. 04-98494)

WINSTON

EST. 1920

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

1—Vitomins ond Minerals Enrichment Assays.
2—.1‘" Solids ond Color Score in Eggs and
oodles.

3—Semolina ond Flour Analysis.
4—Micro-analysis for extrancous molter.
S5—Sanitory Plant Surveys.

6—Pesticide + Fumigant Analysis.
7—Bocteriological Tests for Salmonells, 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
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Brand Power — 1982

(Continued from page 30)

On the other hand, a recent review
of the literature on adventising con-
cludes that the relationship between ad-
vertising can do little 1o counteract
the decline of a market, but it prob-
ably accelerates market growih only
in the presence of other growth-induc-
ing features,

Impact of Promotion

The impact of promotion on food
purchases is significant because it can
inflience what products grocers will
stock on their shelves, whai products
manufacturers will process, and what
commuodities farmers will produce.

It is significant, ERS says, that
while there are four distinct groups -
farmers, manulacturers, retailers, and
consumers - composing the food pro-
duction-distribution system, almost all
food advertising and promotion is
generated by food manufacturers an)
retailers. And, manufacturers account
for two-thirds of the sales promotion
aimed at the at-home foods market.

Historically nearly all food industry
advertising and promotion is intended
10 influence consumiers to make choices
ol what to buy or where to shop.
There is virtually no advertising de-
signed to increase total food consump-
tion, or to influence consumer choices
between food and nonfood items.
Moreover, there is very litile advertis-
ing that promotes broad classes of
food such as dairy, meat, and produce.

The effectivencss of brand adver-
tising in either maintaining or in-
creasing a brand’s market share is a
long-recognized industry tenct. It was
substantiated by a study in Europe
that concluded that when media ad-
vertising was increased by 10 percent,
sales, on the average, increased by 2.9
percent. Similar findings have resulied
from studies in the US. for beer and
cigarettes.

USDA Study

A USDA study of manufacturery’
shipments in 71 product categories
shows that advertising and promotion
not only influence brand preference,
but also enhance consumption of en-
tire categorics of foods.

Moreover, a comparison of the ad-
vertising to sales (A/S) ratio 1w
changes in the relative market share of
food shipments reveals:

® Food industrics with higher
brand A/S ratios cither tended 1o
maintain or to increasc their shares of
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the total value of the food market.
The converse appeared 1o be true for
foods whose A/S ratios were below
the average.

® The food industries with the
highest A/S ratio also tended to be
those with the most highly processed
and highly packaged foods.

® The average A/S ratio for all
71 product classes was 1.2 percent,
but macaroni, spaghetti, and noodles
were one of 20 foods that had ratios at
least twice as high as the average. The
A/S ratio for macaroni, spaghetti,
and noodles - number 16 on the list -
was 2.83. lts percentage of 1977 por-
tion of total shipments in 1977 was
.53, up from .40 in 1967,

Changes in Consumplion

This type of analysis can establish
an association, but not whether ad-
vertising causes growth or vice versa,
Changes in the consumption of a par-
ticular product are influenced not only
by advertising and other kinds of con-
sumer information, but also by such
factors as changes in relative prices
and income, race, family size, and
tastes of houscholds. Advertising may
influence tastes or aclivate dormant
desires. In cither case, it will likely
influence the price thal consumers are
willing to pay.

American per capila food consump-
tion is one of the highest in the world,
and, other than for low-income con-
sumers, income increases should not
increase total quantity of food con-
sumed at home, Due to changes in the
“quality” of foods or in the mix of
foods purchases, real expenditures on
food increased slightly, but much less
than the increase in disposable per-
sonal income.

Despite an increase in promotional
cort and other causal factors which
could have led to incrzased food con-
sumption, there was little growth be-
tween 1967 and 1977. Advertising
may have increased demand for food
over what it would have been in the
absence of advertising.

Supermarket Promotions
Decline

The use of supermarket promo-
tions was down 20% in the first hall
of 1982 from last year, although the
number of promotions available was
up 50%, because inventive promo-
tions were not being introduced, said
Robert W. Herron, executive vice
president of Weston/Herron Promo-
tions, Westport, Conn.

“When an industry declines 2( %
in one year, it needs something r w
that (supcrmarket) operators can s¢ |°
said Herron. He was speaking at e
retail marketing conference of 1 ¢
Association of Retail Marketing S¢ v-
ices, formerly the Trading Stamp o-
stitute of America.

The retail food industry’s profil.b.
ility has been related directly to p:o-
motions and not to discounting or
price cutting, Herron added. Few su-
permarket operators, he said, can live
with discounting.

In 1971-72, virually all food re-
tailers dropped games and trading
stamps, and they all claimed to go
discount. By 1975 they had started
promoting again, and for the next two
or three years games made a come-
back because they are the most effici-
ent traffic builders, Herron contended.

The 0.5% of sales that represents
the cost of promotion translales inio
3¢ a transaction, he said, If the food
store operator offered his customers
3¢ in place of a promotion, Herron
said, it is unlikely that would draw
shoppers back to the store,

Supermarket operators often will
say “no” 10 a promotion the first time
they are approached, but Herron rec-
ommended promotion developers not
take the first ‘no™ as final,

Healthiest When Promoting

Many retailers do not like promi-
tions because they are buyers, ratl o
than scllers. Herron contended. | o
many buyess, promotions are a gi »
mick, he added. “The food indus
has been ty: healthiest when it |
been promoting . . . Promotion :
the food industry pget togell
only when good promotion speci
ists get together with (supermark
operators.”

Dishware was the largest contit 1
ity category of 1981, with more Ul
150 dishware programs used, Hen
said. The same number is expected
run this year, he added.

To illustrate the success of di
wire as a continuity item, Herron s.
onc Jewel Food Store Iwo years &
sold $40,000 worth of dishware in
13-week promotion. He added U
this pace could not be kept up for
year without promotion,

It is doubtful operators will go look-
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ing for a promotion, he said. “You

have got to go to them.” Yet he said
supplicrs of promotions should not

resent a retailer trying to get the best |

possible deal.

THE MACARON! JOI/RNAL

A i AT s S ML R

The future

of the pasta industry.
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| § sermarket Promotions

(Continued from poge 32)

he first consideration in planning
a romotion is to determine whether
th consumer wants the ilem being
pr moted, One of the all-time winners
wa- the Sesame Street book continuity.

i)n the other hand, Herron said,
pevple do not specifically shop a su-
permarket for dishware or even glass-

f ware. But when it is tied in with a
i promotion and displayed in a manner

similar 10 a department store’s, con-
sumer reaction is dilferent,

Herron stressed that continuities
and game promoters cannot overlook

{ food retailing because of its tremen-

dous volume. *Do you know how

i much 0.5% of $200 billion is?" he
1 asked. “Anything will sell in a food

store. You really have to work hard
1o produce a turkey.”

The average transaction drops S-
10% in a game promotion, largely be-

il cause shoppers come to the store

more frequently than they normally
would, to get more tickets.
Supermarkets resist untried promo-

| tions, he said, “but then, supermarkets

resist everything.” He said operators

{ like responsible ideas and are inter-

ested in incentives.
You cannot build customer Joyalty

{ with games or other promotions. Her-
ron contended. “The real key (to build-

ing a loyal following) is a good oper-
at a"

Pi ‘motions Vital to
Rt .taurants
‘hile there were opposite views on

%/ 1 and how 1o promote, the con-
§ cc us of speakers at the first annual

¢ erence on promotion of the Na-
tic 1l Restaurant Association was that
Pt notion is vital to a restaurant’s sur-

v |

ﬁe real reason for promotion is
"t please customers and make a

4 P " said R. Gerald Gelinas, senior
{vi president, Far West Services,

L: ine, CA, which operates 200 col-
fe shops and 100 dinner houses.
S i examples of promotion that
pl.ase customers but do not add pro-
6. he explained are happy-hour
givc-aways, entertainment  and  in-

§ More anniversaries.

On the other hand some that add

i profit but do not please are “bait and
[ snitch, or selling up to a larger selec-
4 tion the customer did not want,” he

adibed,
Decempen, 1982

He cited as an example a promo-
tion that Far West had tried, offering
a 6 oz, hamburger in addition to a
4 oz, but failed because the service
people did not push it since they
didn’t think the customers wanted
the larger one.

But in another case, he continued,
the chain had an “carly bird™ price
offer promotion, ‘Prime Cut $7.95°
in one of the dinner house units
where customer count was down,
There was some trade down but the
unit did build its elderly customer
count. For this type of promotion the
food cost was 43 percent but there
was a 2 to 3 percent incremental
sales increase, he added.

Another promotion, ‘Berried Trea-
sures’ began with the opening of the
strawberry scason to increase desseri
sales, and the chain calculate that a
0.5 per cent increase was needed to
break cven but the result was a 2
percent gain in sales, he told the
seminar altendees.

Gelinas said that if 4 promotion
just broke even according to your
predetermined plans, ‘it is important
to check your figures for the following
weeks because there could be a drop
in customers, which would really tell
you if you broke even or not.”

For Famuly Restaurant

In a promotion for a family or
dinner house restaurant, Gelinas felt
that a promotion should: 1) be family
oriented 2) have a limited time offer,
3) be fun and involvement for custo-
mers; 4) be fun for the stafl; 5) ad-
verlised in the mass media, and 6)
have more illustrations than copy.

‘Four cents out of cvery dollar
should be spent on customers,” said
Don Smith, dean of Michigan State
University's School of Hotel, Restau-
rant and [Institutional Management.
An advocate of promoting when sales
are down or on slow nights, Smith
suggested “promoting on the floor of
the restaurant by giving the customers
there something extra at no cost.”

Some other points, Smith stressed
were: instant greeting at door of all
customers and scating them within 60
seconds if possible; instant food on the
table such as bread, crackers, popcorn,
etc., and liquor order served within
five minutes. “Never give the customer
a food menu until after the pre-dinner
drink is served,” he advised. because
the goal should be ot sell $1 worth of
beverage for every $2 of food,

IR EEBDRL AT NI t ey T

Brokers Hear Sales Tips

Al the recent National Food Brok-
ers Association Management Confer-
ence Dr. Wendell Earle, Professor of
Marketing Emeritus, Cornell Univer-
sity, spoke on “Opportunities During
the 19R0°.." His assessment was that
the 1980°s will be a growth period
but not on a business as usual basis,
Changes throughout the food distribu-
tion system will provide both new op-
portunities and new problems. The
seven keys to survival and success are:

1. Develop the ability for strategic
planning for your organization;

2. Organize internally so that priori-
ties for the business can be es-
tablished and maintained on a con-
tinuing basis;

3. Upgrade the personnel within the
organization to meel the changing
needs of principals and customers;

4. Organize the flow of data required
to run the business through the
latest technology available:

$. Increase understanding in your or-
ganization of the flow of data com-
ing from clectronic checkouts and
be prepared to put it 1o work for
your principals

6. Manage your business for the long
run with a diversification of ac-
counts;

7. Develop a hot line neiwork of othes
non-competing brokers for the pur-
pose of exchanging information at
the top management or owner level.

Principal's Expectations

Following Dr. Earle’s remarks, Cail
Stinnett, Vice President-Sales, The
Clorox Company, discussed “What
Principals Expect from Brokers in To-
day's and Future Business Environ.
ments.”

“l see two major needs that will
be of critical importance to sales or-
ganizations in the future . . . first,
sales people who are prepared, able,
trained, and willing 10 use the new
technology to sell more productively

. and the use of that new tech-
nology to reduce food broker admin-
istrative costs.”

He continued: “I'm convinced that
in-store scanning and the Uniform
Communications System  will affect
sales operations in several important
ways during the next Iwo to five years.
By 1985 more than 10,000 stores.
representing more than 50 percent of
total volume will have scanners. By

(Continued on page 39
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FAMILY BUSINESS COLUMN

by Frank M. Butrick, Akron, Ohio
Part Vil — The Son-in-Law As Successor

fien a successful businessman has

no sons—or none who are inter-
ested in the business — but a daughter
has provided a son-in-law who is ac-
tive in the firm and appears capable
of operating it successfully in the fu-
ture. What problems or potentiz! prob-
lems does relying upon a son-in-law
entail? Is this as good an arrangement
as passing the firm to a son, even
if he is disinterested? It would ap-
pear that trusting daughiers to select
husbands suitable for the eventual
presidency is hazardous at best. Ap-
parcntly this is not in the girl's mind
when she pes et husband hunting.
Here is how it voorks in practice:

Case History No. |

Very successful pasta  manufac-
turer; president (now 53) is the son
of the founder. There are twe sons;
one is 26 with avistic leanings (7)
and has lost himse! in the Califor-
nia beachboy community. The other,
29, spent four years in the Navy,
returned to work in the family busi-
ness for a year, then went to college
and is now in a theological seminary.
Presumably, both of these sons are
lost to the firm. The president’s right-
hand man is his son-in-law, a 27-
year-old college dropout who came
to work for the business, where he met
and married the president’s daughter.
He is an intent young man, guick to
learn, and constantly at work to im-
prove the company’s volume and
profits.

Not much doubt here about who
looks the best. However, there are
valid reasons for the president to
hold off his selection a few more
years, First, at 26, the beach-comber
son, has stretiched his adolescence to
the limit. He may indecd be lost, but
also he could wake up one day, dis-
cover himsell grown up, and be ready
to go to work, Should he then re-
join the family business, he would
be an unknown quantity who must be
gauged.

Secondly, the other son, in the min-
istry; this calling requires a persuasive
leader of people. So does a business.

K} ]

If the older son decides the ministry
is not his calling, he also could re-
turn (o the family firm. The possi-
bility of the two sons, retuming is
heightened by the father himsell, who
has now mellowed into a likeable fa-
therly person, while a decade ago he
was a stern, dictatorial, preoccupied
man with no time for his sons. In
short, these two boys left home to
escape their father — and time could
reunite them. Third, the only daugh-
ter i a singularly unattractive girl
with her father's carlier overbearing
manner, and she and her husband are
in constant conflict. Perhaps this mar-
riage was made not in heaven, but
in opportunism. If the son-in-law gains
codrol of the firm their marriage
may have served its purpose and wind
up with divorce. A nasty situation with
potential for rapid change; quile wise-
ly the president is waiting for the
future to develop a clearer picture.

Case History No. 2

A commercial bakery with sales of
ncarly $4 million. The founder, now
deceased, had no sons, but two daugh-
ters. Both married young men who
were given jobs in the company, Now
in their 50's, under the father, the
two sons-in-law worked well together;
one became VP sales and the other
general manager. But within a year
of the founder’s passing the two sold
the firm to a conglomerate. Both in-
vested their hall of the very generous
sales price in highly speculative real-
estate ventures and both have lost
heavily. A year ago the president (for-
mer GM) divorced his wife and mar-
ried his secretary. Six months ago,
under pressure from the group VP
of the parcnt firm, he fired his brother-
in-law,

One wonders if the founder could
not have read tkese two young men
accurately, years ago, Had he done
s, he could have sold the busincss
himself and directed the disposition of
the funds as he saw fit. He could
hardly have done worse by his wife
and daughters: In under five ycars
his sons-in-law have dissipated the
majority of his estate,
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Case History No. 3

A substantial grocery distributor,
founder in his early 50%s. A very
competent son-in-law is VP and car-
ries much of the administrative worl
load. The company is profilable und
has enjoyed steady (if conservative)
growth for many years. The found-
er's only son worked for his father
during his teen years bui the two
fell out and the son joined a competi-
tor. Later he started his own busi-
ness but, undercapitalized and over
cager, it went under, He has recently
rejoined his father, as an ordinary
employee. Despite the obvious unfair-
ness to the hard-wosking son-in-law,
the son is almost certain to wind up
owning and running the family busi-
ness.

For belter or worse, a business is
almost invariably passed 10 a son
rather than through a daughter (0 a
son-in-law, regardless of any differ-
ential in abilily between the two men.
This son’s experience has cooled his
flamboyance but not his ambition, w0
he will probably do well as president.
He will breathe new spirit into the
firm, and probably achicve sales ind
profit grow:h which the son-in-law —
long tutored in the hyper-conservar ve
style of the founder — could ne ef

accomplish. But it will be fas-r o

the son-in-law. It could creatw 1 ch
strain on the family, if the son : W
his brother-in-law do not work » :ll
together. Despite all this, the foun e
wiil make the only choice which is
consistent with our present conc
of family, succession, and inheritar ¢

A son-in-law appears 1o be a n
choice for successor. If there are w
sons at all, and if an only daught r*
marriage scems happy, and if ¢ «
bonds of personal friendship grow <
tween the father and son-in-law s0
that he has been accepted, treacd
(and has responded) as a son —tlen
there is probably no likelihood of a dr
vorce in the future and therefore no
problem,

But if therc are other daughters.
with only one son-in-law in the firm.
the other daughters will certainly ex

D
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pect o share equally in the estate.
The ompany may have to be sold
o b avily indebted in order lo ac-
com| ish this, Alternatively, the own-
enhi could be spread among them
—b. . this merely fragments owner-
ship «nd overly dilutes the next presi-
dent's authority. If more than one son-
nlaw is in the firm, the selection
of a successor may set off violent

. In such cases, the business
should probably be sold by the found-
¢r, well before his own retirement, so
that he can enjoy the money.

When there are both sons and sons-
in-law, the siiuation becomes vastly
more complex. People change with the
yaars. Disinterested sons have the
habit of becoming very much inter-
eted after they have knocked about
the world for a few ycars and begun
1o grow up. Even il sons do remain
disinterested, the knotty problem of
how to handle the company from an
olate standpoint remains. Passing
control of the business through a
daughter 10 a worthy son-in-law and
then excluding other descendants is
both impractical and unfair. If at-
empled, it will probably blow the
family apart. Yet if the ownership
# split up among all the children, it
will probably destroy the company.
There seems 10 be no easy answer —
ewept that bypassing the son in fa-
vor of a son-in-law is fraught with
great danger and that in the absence
of u s, selecting one deserving son-
in-la. may create endless problems if
there 's more than one daughter.

Il weed to choose, probably most
men  ould agree that solidity of the
fami  bonds is more important than
cont, Jity of the firm. Therefore, if
alar ly squabble seems unavoidable,
the  vner/manager should sell out,
well cfore his retirement. The funds
couli be set up in trust for the daugh-
ters d disinterested sons. A favored,
hard .orking son-in-law could prob-
ably sorrow against that trust and
then with the father's active assist-
ance start up a new business of his
own. Otherwise, the problem has no
Pod solution —only a number of

unes,

This article is condenscd from a
chapier in the authors book, “The
amily In Business”, to be released
by the IBI Press, Box 159, Akron,
OH 44309,

Deceanen, 1982

Macarcnl Journal will be printing
key chapters from the book, the first
ever devoted exclusively to the person-
al relationships within the privately-
owned business, during the forthcom-
ing months. For information on the
book, contact the publisher directly.

Frank Butrick has, for over two
decades, been a leading consultant,
convention speaker and author on the
family-owned business. He has wrii-
ten hundreds of magazine articles
through the years and his concepts
have been incorporated in numerous
books. He averages nearly S0 con-
vention appearances a year, and i
active as a consultant, scrving busi-
ness owners all over America. If
you have a situation upon which you
would like Mr. Butrick’s comments or
advice, you may contact him through
Macaroal Jowrnal, or by writing the
IBI Press in Akron, or calling him
at 216/253-1757. There is no cost
or obligation — but if you write, be
patient, His heavy travel schedule
precludes quick replies to his cor-
respondence.

Brokers Hear Sales Tips

{Continued from poge 37!

that time, UCS will be handling a high
percentage of order and invoice trans-
acidons. Will we still need sales peo-
ple? Can't they be replaced by com-
puter generated data and electronic
mail?”

“My answer,” suid Mr, Stinnett, “is
that we will need more, better, and
smarter sales people willing to work
harder. Computers cannot  handle
broker or direct retail distribution, in-
store presence, or trade support, Only
personal, individual sales efforts can
do that today and in the future.”

How to Select Food Brokers

A new, revised edition of the popu-
lar NFBA publication, “How To Se-
lect Food Brokers” has been pub-
lished and is available to the industry.

The National Food Brokers Asso-
ciation has distributed over 5,000
copies of this informative publication
since it was first printed three years
ago.

The new version of “How To Se-
lect Food Brokers™ includes specific
information on consumer products,
foodscrvice sales and industrial sales.

The booklet offers information on
considerations such as Analyzing Your
Necds in the Market; Analyzing Your
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Waat Ads $1.50 per line

Minimum $5.00

WANTID: Demace wsed premses, spreaden.
For inlormetion write P.O. Box 1008, Pale-
rine, IL 40047,

FOR SALE: Clermont wooden type noedle
dryer 247, Contect $teve Colby IH’I s41.

WANTID: (1) Careel Chemistry Labere-
tory Techaician — twe yeens college chem-
istry; twe yoens minimum -louml. bakery

or milling y enp
(2] Foed Chemistry Loberstery Techmicien
— twe yeors college chemistry; twe yeors

eaperience
y Laberetery Tech-
e chemistry; twe
yeers microbiology experience
dasireble. Salsries MW'LO eoch —
$12,000 per sanum. resumes te Re.

Send
Demine Pisze, Inc., P.O. Bor
997, Ana Arber, MI 48106.

National Pasta Association
Winter Meeting
February 20-24, 1983

Marriott's Marco Beach Resort
Marco Island, Florido

Products from the Broker's View-
point; Finding Broker Candidates;
Evaluating the Final  Candidates,
Making Your Final Selection; Indus-
trial and Ingredient Sales. and Ap-
pointing Your Food Broker. It is writ-
ten from the principal’s perspective
NFBA publishes a number of books
and booklets directed at food broker-
principal relations, as well as sales
manuals on various calegories of prod-
ucts. They are located at 1916 M
Street, N.W., Washington, DC 20036,
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