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Ghe preick Pasta)
PaGERRAE)Roo0

by Fold-Pak
of éourse

A premier pasta deserves a
premier package. And that's just
wsiat Fok‘d-Pak gives you. We've
been making packages for the
best pasta manufacturers in the

business for many years.
Whether you require high fidel-
ity, multicolor offset, rotogra-

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

[[ACIPAK

CORPORATION

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

. .. A premier

pasta package

by Fold-Pak.

MNewark, New York 1451) 115%-3)1 1200
Englewood Cliffs Sales Office |10 Charlotts Place, Englewood Cliffs, New jersey 074)1 Phone (201) 348 7800
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Winners and Losers

(Continued from poge 3)

This is not a new phenomenon. Af-
ter the rust epidemics in the 1950's
imports took advantage of the lack of
quality raw material. From 1952 to
1954 lalian imports doubled from
under 1,000,000 Ibs. to over 2,000,000
Ibs. What is new this time is the doc-
umentation of subsidies by the Com-
mon Market, not only in the case of
pasta but flour as well. And the prob-
lem is one hundred times larger in
volume.

The National Pasta  Association
through its Washington counsel has
filed a petition with the US. Trade
Representative complaining of this un-
fair competition. The press has picked
up the controversy and the tide seems
to be running our way.

Poor Milling Year

The durum millers had a poor year.
Mill grind through the first ten
months of 1981 stood at 23,038,000
bushels compared to 28,432,000 a
year ago, a ten percent decline. How-
ever, durum milling capacity is in-
creasing with the latest announcement
being Peavey's new project at Tolle-
son, Arizona with a 3,000 cwt. daily
capacity for durum products.

Joe Watson, general manager ¢
Arizona Grain Inc., predicted at the
Durum Forum that Arizona durum
acreage would be down in 1982 if the
pricc were under $4 per bushel.
“Water costs too much and growers
will turn back to cotton,” he said.

Top grade durum has been bring-
ing $4.75 in Minneapolis since mid-
August but that includes freight from
the interior of North Dakota and not
too much coming in was top quality.
So the farmer is in a pinch with his
prices down as much as $3 a bushel
since the first of the ycar and his costs
up — particularly interest rates.

There may be diversion of acreage
from wheat 10 more sunflowers and
beans if relationships do not improve
by planting time.

Egps Steady

Egg output in 1981 will be about
the same as 1980. Unfavorable profit
margins have caused producers to re-
duce the number of replacement pul-
lets, but producers have held on to
their old hens longer. Prices didn't
change much. The low point for Cen-
tral Nest Runs was $11.10 1o §12.30
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in carly May; the high $15 to $16.80
in mid-November. Frozen whole cggs
were cheap as 39¢ in carly May; as
high as 56¢ in November, Dried yolks
were $1.66 in May; $2.36 in Novem-

ber.
Corrugaled Fiat

Corrugated industry shipments for
the first three quarters of 1981 have
been virtually flat according to the
Fibre Box Association. Thomas J.
Muldoon, Executive Vice President,
stated: “We just limped along with
cach month and each quarter being
about the same as the period before.
But with volume for the first three
quarters up more than 3%, we really
shouldn’t knock it.”

Pasta sales have not donc as well.
They were up about 2.5% for the first
ten months of 1981, with most of that
gain in grocery and industrial sales.
Sales to government and food service
were down.

Revolutionary Changes

The industry made revolutionary
decisions at the annual meeting at La
Costa. They changed the name of the
Association from National Macaroni
Manufacturers Association to National
Pasta Associaticn to broaden its scope
and potential. It adopted a strategic
five-ycar plan and set up a new or-
ganization structure with thirteen com-
mittces and five councils. These coun-
cils wil! hold deliberations at the Win-
ter Meeting at the Breakers, Palm
Beach, Florida, February 28-March
3, sctting up budgets and programs
that will be finalized for the next fiscal
year beginning September (or possibly
October — this is to be discussed).

The purpose of the National Pasta
Association is

* t0 serve all phases of the industry
by promoting the development
and use of pasta and related pro-
ducts for the benefit of consu-
mers; and

* 1o serve pasta manufacturers and
related industries by providing
programs and services that will
enhance their efficiency and cffec-
tiveness.

Gieneral Objectives:

* Consumer Affairs . . . to pro-
mote the increased sale and use
of pasta and related products, to
provide consumer education con-
cemning the value, nutritional and
other aspects of pasta, and to
maintain good trade relations.

* Government Affairs . . . repr.
sent the pasta industry before 1! ¢
exccutive, legislative, and judici |
branches of government and
monitor, analyze, and dissemin; :
legislative and regulatory inf. .
mation.

* Technical Affairs . . . 10 devel p

and support activitics designed o

improve the technical, standar «,

rescarch and nutritional asp. .1y

related to all phases of the p. 1

industry.

Internal Affairs . . . to atirs

and retain members, to effectivly

manage the communication, in-
formation, and mcetings of the

Association and to develop cdu-

cation and other programs focus-

ed on the operational aspects of
the pasta industry.

* Industry Advisory . . . to coor-
dinate activities with and receive
input and guidance from produ-
cers, processors, and end-product
manufacturers on industry-wide
issues and concerns.

A doubled dues schedule should en-

able us to meel these objectives and

tum the pasta sales curve upwards.

PASTA PROMOTION

ook at what pasta product promo-

tional fees have purchased since
the LaCosta Convention. Just think
what the publicity can be when input
is doubled!

Stressing the theme “Eat Light v h
Pasta”, coverage extends from ma -
zines where we have had our shar.
cover stories to color pages and we +-
ly food sections in newspapers acr »
the country, Television and radio ¢
into the act for pasta publicity, ¢
story is being told through leaflets
tributed in supermarkets, trade p »
lications are passing the word, . d
the foodservice field is getting m ¢
and more play as the pasta story ; s
around in specialized magazines
that ficld and intcrest in *A P. 2
Foodservice Manual™ grows,

Cover Stories
We were the cover story in ¢
August Weight Waichers Magaz
with the heading “Our Cold Pata
Salads: Low-Cost, Slimming, Elegan .
The story title: “Cold Pasta Classi.s:
Beyond Macaroni Salad™ heads o)y
that reads “In fancy gourmet shops
{Continued on poge &)

Tue Macaroni Journ:t

att rth Dakota Mill, there are

mar factors that make it one of

the p mills in the nation The

wor s finest durum wheat is milled
witl he most modern milling

equ ment. Superior laboratory and
test g facilities assure you of

qua v control. And, one of the

gre« st contributing factors is team-
wor Everyone at North Dakota

Mill vorks together to insure the
high st level of quality production

When you order your durum
products from North Dakota Mill,
you become part of a team where
each member is doing his or her
best to insure that your products
are the finest available When you
start with the best durum wheat,
and mill it with the finest milling
equipment, you can’t help but win'

Because at North Dakota Mill, we
deliver teamwork

We Deliver

e

Shown below are three of the North
Dakota Mill people working logyether

on some common goals. Left lo right:

‘Skip’ Peterson, Leo Caniwell and
Howard Berg.

the durum people

NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
Pnone (701) 7957224




Pasta Promotion
{Continued from poge 4)

these elegant cold pasta salads might
cost as much as $8.00 a pound. But
you can prepare slimming-yet satisfy-
ing meals for pennies a plate.” A dou-
ble puge color spread showed three
picturcs and recommended 10 recipes.
That same month we were also the
cover story for Family Circle which
told of “16 Fullcolor Recipe Cards
for All-Time Favorite Foods.” Lin-
guini Primavera was shown in color on
the cover. “Easy Main-Dish Summer
Salads” titled a story that opencd with
a full-page color photo of Chicken and
Rotelle Salad with Pesto Dressing. Cir-
culation for these 1wo magazines is
more than 8 millioa,

We hit the cover again in September
with Good Housckeeping's story on
the Big Roast Cookbook where pasta
was featured in a double page color
photo of Northern ltalian Meat Sauce.
In the August issuc pasta appeared in
the 30-minute entree feature that sta-
ted: “Family fare at pennics a serving:
tender bow-tie pasta drenched in a
creamy tuna sauce delicately flavored
with pimicnto.” Good Housckeeping's
circulation is 5 million. We were also
featured in two August issues of
Woman's World magazine, and Family
Circle recommended green noodles
with tomato sauce in a color photo and
recipe in a story on “Fabulous Meals
that are Good for you.”

Color Pages

The thrust of publicity in News-
paper color pages was pasta salads, but
the Fi. Myers News Press in August
quoted Robert M, Green in a “A Pas-
ta Primer” about consumption, nutri-
tion, manufacture, and shapes varizties.
It has a circulation of 60.000. In Aug-
ust the Buffalo News asked: *“‘What's
all the excitement about pasta these
days?" Certainly the starchy stuff is
this year's “in™ food. Cold pasta, hot
pasta, pasta with fresh lomato sauce,
pasta with vegetables — the list could
go on forever. What's more, it proba-
hly docs. Titled *Playing Up Pasta
(That’s Using Your Noodle!)" the story
was illustrated with a full-page color
photo by Five-Cheese Spaghetti and
featured three additional recipes. Cir-
culation is 221,687. The Los Angeles
Times in August pointed up case of
preparation, low caloric and economy
advantages of pasta in entertaining
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menus with three photos and six
recipes. Circulation is | million. Mac-
aroni and vegetables were featured in
Atlanta, Dallas, Boston, Houston. The
Birmingham News in October asked
“Who Says You Cant Cook Fast

Foods at Home?" Macaroni and
Cheese was featured. Grit has been a
steady promoter of pasta products and
in October it ran two stories: Egg
Noodle Chowders Rate High in Taste™
and “Greek Cuisine for Your Dining
Pleasure™ featuring Greek-style chic-
ken and spaghetti with photo and
recipe. Circulation i« 879,908,

The gencral trend f newspaper
food page submissions las been that
pasta is good hot or cohl, that pasta
mixes well with vegetables, that there
is no need to give up pasta i vou are
dicting — “Eat Light with Pasta.”

Foodservice Ficld

As emphasis has been increasing in
the foodservice field, so have place-
ments in important foodservice mag-
azines. An article in Restaurants and
Institutions  featured Pasta  Shrimp
Salad that showed how versatile pasta
can be mixed with frozen food. Fast
Scrvice Magazine played up Pasta’s
adaptability 10 microwave cooking. A
full page was given to pasta ideas ex-
tracted from our new recipe card st
that includes microwave directions.
Copy cmphasized pasta’s low cost, low
caloric advantages, flavor and versa-
tility. How pasta dishes can be pre-
pared in advance and reheated in the
microwave, greatly increasing oper-
ating speed, was emphasized in this
major trade publication with a circu-
lation of 50,000 covering 233,386,-
500 meals per day.

In a case history done at Fiorella's
Restaurant, New York City, Food
Service Marketing in November high-
lighted Pasta Paclla as a main course
item in full color. The chef at the pasta
station there makes pasta to order as
it is touted as a menu item with great
versatility that can command a high
ticket at a low food cost. Circulation
of this magazine is 106,689 covering
32 million meals per day.

Look for pasta features carly in
1982 in Foodservice Marke.ing, Cook-
ing for Profit, and Restaurant Hospi-
tality.

Another feature of the foodservice
arm of product promotion was atten-
dance at the International Foodservice
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Editorial Council Conference in \ il
liamsburg, VA where editorial r L.
tions were created and reinforced (o
presenting story ideas for 1982 pl. .
ments. Much interest was expre o
for use of pasta as a low-cost, low 4.
oric food item.

Since the mecting in LaCosta 133
requests for the 6-card recipe .1
from schools and institutions have sn
filled, and 132 orders for A | .y
Food-service Manual received. I 4.
dition, the availability of the m 1wl
has been featured in Cooking for Pro.
fit, Fast Service, Canadian Houw| &
Restaurant, Restaurant  Busincse,
and Lodging and Foodservice News

Special Projects

Special Projects included Pastavilic
Il which was hecadlined in a major
UPI story with potential circulation
of 30 millien: “City in Wheat Bel
Plans Pastalympics.” At the 15th an.
nual Family Reunion, September 16.
pasta manufacturers hosted magazine
cditors representing women's interest,
romance, cthnic, youth and nporis
publications as well as editors of news.
paper syndicates and cooking schoul
directors. “Eat Light with Paswa”
newly published industry leaflet, was
incorporated in the press kit and des-
criptive release with a story describing
the menu and foods served, announce-
ment of the name change to the Na-
tional Pasta Association,

In Canada

Canadian product promotion has
included magazine and news it
coverage as well as regular radio « ot
A long sought placement was a + ¢ad
in Epicure Magazine for July and
August. Newspapers with a tot: cir-
culation of 10 million carried a ko
ranging from carbohydrate lo ling
with pasta by a marathon runn - 10
cooking tips from a Chicago re wr
ant and advice on pasta quiche for
seniors,. CHNS radio, Halifax. di-
cussed the following topics: d «nt
pasta; pasta on a diet; budget st wch-
ing with pasta; pasta in internai ondl
cuising; pasta in the microwas A
weekly telephone interview ins: wed
these topics for September: Labor Da}
Special (labor saving pasta o ip®
with fresh vegetables); Back to Scnodl
Pasta; The Big Game (how profes e
al athletes prepare); Fast Food PPasi
(cheaper than cating at a “greas

(Continued on poge 8)
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If your product
suffers from

[0 Dough Rings
O Roughness
O Splits

0 Breakage

O Collapsing
[0 Poor Color
O Raggedness
O Poor Shape

0 Uneven Wall Thickness

It's time for reconditioning
of your extrusion dies.

Maldari recommends that food extrusion dies be returned for
reconditioning at regular intervals of from 3 to 6 months to
insure trouble-free operations and maximum production of

high quality products.

ﬂ-‘-‘.

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

America's Largest Mocaroni Die Makers Since 1903 —
With Manogement Continuously Retained in Same Family

Femnueny, 1982




In Canada
(Continued from poge &)

spoon”). School Lunches. The Cana-
dian branch of Burson-Marsteller fill-
ed 137 requests for brochures in July
and August.

Nativnal Pasta Week

Puhilcity efforts culminated in me-
dia plicements across the board for
Natioral Pasta Week, October 1-10.
Total circulation for magazines was
16 million. Tops among the features
was 1 vover story in Good Housekeep-
ing: “Casscrole Cookbook — 50 De-
liciows One-Dish Meals.” Circulation
is 5 milion. Lady's Circle for October
also had a cover story “Penny Savers
— Dxlicious 3-Course Dinners for
only 50¢.” The copy in part: With
wire planning, careful shopping. and
a return to the basics of cooking from
scratch rather than using prepared
foods, you will still be able 10 give
your family meals that are low in cost,
yet rute high in variety, nutrition, and
taste, Circulation: 200,000, The head-
lin: in Mademoiselle that month was
a double page spread: “High-Energy
Eatmg Pasta Power.” Featured was the
fact that pasta is no more fallcning
than foods high in protein. and that
pasta has fewer than half the calories
of fatty foods such as butter, margar-
inc, or fried foods. McCalls featured
huagarian goulash with poppyseed
noodles as part of its cover story on
beef dishes while vegetables with pas-
L1 were in Parents Magazine in the
form of lasagne roll-ups.

Color Pages

Newspaper color pages featured
cverything from National Pasta Week
isell to noodles with eggplant, maca-
roni and turkey, chicken with noodles
arul vegetables. Newspaper Syndicate
civerage in October had a total circu-
liion of 68 million, and pasta and
Pasta Weck were featured in Amalga-
mated Publisher, Associated Press,
[Hirmingham World, King Features,
wnd  Newspaper Enterprise  Associa-
iion.

TV Kit

Our “Eat Light with Pasta™ televis-
ion kit was requested by 90 stations.
Contents of the Kit-on-air prop were
a trivet with wheat motif, script, recipe
leaflet, four slides series, packages of
elbow macaroni, spaghetti, and egp
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noodles. In addition, 26 radio stations,
to date, have reported using pasta ma-
terial. 90,300 “Eat Light with Pasta”
leaflets were supplicd 10 supermarket
chains and indcpendents, and trade
publications carried announcements
of National Pasta Week.

Perk Up Winter Menus

Count on macaroni products o
help add variety to winter meals. There
are egg neodles in various width from
very fine to extra wide, plus fancy
shapes,

Stuficd Beef Roll with Saffron Noodles
(Makes 6 scrvings, about 477 calories
per serving)

Y2 cup chopped celery
Va cup chopped green pepper
'3 cup chopped onion
tablespoon butter or margarine
can (3 ounces) chopped broiled
mushrooms
pounds ground beel round
tablespoons grated Parmesan
cheese
tablespoons dry bread crumbs
4 taspoon cach: salt, pepper, garlic
salt
I egg slightly beaten
| pimiento, cut in strips
I tablespoon salt
4 teaspoon saffron stamens
3 quars boiling water
R ounces medium cgg noodles
(about 4 cups)
Brown Mushroom Gravy*
(optional)

Cook celery, green pepper and on: i
in butter 3 minutes. Drain mushroc
reserve liquid for gravy. Add mu o
rooms o vegetables: set aside, Mix .
gether meat, cheese, crumbs, ' 1
spoon salt, pepper, garliz salt and ¢
blend well. On transparent plastic 11 n
pat meat mixture into 10x K x Yo -
rectangle. Spoon vegetables across ¢ .
ter, lengthwise: add pimicnto s
With the aid of plastic film rell n o
mixture over fillin2 into T x 312 8 2 1.
inch roll. Chill, “seam™ side i an
about 1 hour. Bake in lightly butic-cd
shallow baking pan in 375° (mao.ler-
ate) oven | hour or unti tests done

M canwhile, add | tablespoon <l
and saffron 1o rapidly boiling waser
Gradually add noodles so that watg
continues to boil. Cook uncovere.
stirring occasionally, until tender, Drain
in colander,

Serve sliced meat roll on saffron
noodles with Brown Mushroom Grasy.
il desired.

*To prepare Brown Mushroom
Gravy: (Makes about 134 cups) Re-
move excess fal from roasting pan,
stir reserved mushroom liquid into pan
drippings. Pour into measuring cup.
add ligquid from additional can 3
ounces) chopped broiled mushrooms
Add water to measure 1'2 cups; erad-
ually stir about Y4 cup of the liquid
into 1 tablespoon flour to form a
smooth past. Add remaining liguid
and mushrooms. Brin gto boil, stirring
constantly; boil | minute. Scason to
laste.
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CLYBOURN CARTONERS
OFFER 4 BASIC
PRODUCT FEEDING
& FILLING SYSTEMS. ...

and more

! Yolumetric filling: Wdeal for most Iree-Howing products such
 powders, granules, flakes, macaroni, rice, eic.

i Het-weight scales: For free-flowing, multishaped products
such as specialty pasta products, pet foods, wrapped candies, and

Auger filling: Recommended for hardtofeed, semiree
hrwing products ke ultratine powders and mixes with Shor*.mings.
Handioading: A standard 7" extension provides 17, ol space
#ound the machine for the handling of bagged cand r, pouches,
' sler packages, cans, botlles. tubes and scld items. Ideal for
srations where product changes are frequent ant ‘roducton
Automatic bottle, can and pouch loading. Botties and
s from single line conveyors are positioned accurately into car-
S al high speed. Clybourn's it tray conveyor can he
n/hi/seal machine 1o vertical caroners lor products kke
~aroni and cheesa dinners.
Vhether you have a hard-to-leed product, frequent carton size
1nges, or require sift-prool sealing— there's a standard Clybourn
toner nght for your needs.
\ comprehensive assortment of options and accessories makes
dssible for us 1o satisly a wide range of cartoning requirements.
Of more information, write for brochure No. CMC-1015 and
ase specify the type of filling System required

Clybourn

Machine Company
1 7515N Linder Ave . Skokie, IL 60077
! 312/677-7800 Telex 2689472

@ a dvision of Paxall Inc

Fimeuary, 1982
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RALPH RICATONI SAYS:

Go with the CSI TOTAL PRO-
GRAM and watch those costs
decrease!!!

CSI has proven techniques for
supplying flexible packaging at
the Jowest total cost.

How much extra are

you paying without
the CSI TOTAL PROGRAM?

Call and find out.

COOLEY SALES, INC.

(913) 362-6120

SUITE 112 6025 MARTWAY
SHAWNEE MISSION, KS. 66202
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Using Your Noodle

“Okay, now let's get it right. This
is rotini and this anclli and this is
mezzani , ., "

Deborah Vajda, associate editor of
TWA Ambassador in-flight magazine,

writes in the December issue:
E ver since Americans keamed the
word hors d'ocuvre we've been
having fads in food. The Seventics
brought quiche, croissants, baguettes
and sparkling water. Now that we can
pronounce Perrier we've been shower-
cd with a confenti of pastas: tortellini,
rotini, anelli, mezzani, boccone and
more. Whether you buy pasta ready-
made or make your own in an oh so
alla moda pasta machine, there are
a few things you simply must know,
Authentic pasta is made from se-
molina or durum, which are both
coarse, hardy wheat products. In lialy,
pasta is served very fresh and is the
first coursc of every meal. “Pasta is
not a recipe. Is a craft,” says Italian
cuisinicre Marcella Hazan. “For hand-
made pasta the amount of cggs deter-
mines everything. You make for six
people? Usce three eggs and sce how
much flour is absorbed.” According to
chef Wayne Skjelstad of Pronto Ris-
torante in Minncapolis, when cooking
pasta, there arc three things you ab-
solutely should never do. First, if the
noodles are handmade, don't let them
get o dry and brittle before cooking
them. Second, never put the noodles
into anything but rapidly boiling
water. If the water is not hot enough
they will sink to the bottom and stick
together in a lump. Third, doa't put
oil in the cooking water. The reason:
the noodles become coated with oil
and the sauce won't adhere to them,

Which Sauce

What sauces go with which pastas?
Anything goes. If you're serving a
sauce with meat, a shell-shaped noodle
is good so that you can scoop up the
meat. When it coms to choosing a
pasta, except for nuodles made with
spinach or tomato, they all taste pret-
ty much the same; the various namcs
just give you a clue to their shapes:
spaghetti is derived from the lalian
spago, meaning siring; rolells, cir-
cular noodles with spokes, comes from
rolclla, the word for a small wheel;
and a farfalls, or bunterfly inspired the
elegant bowtie shaped noodles called
farfallini.

10

In case you've been following anoth-
er American culinary rage — dicting
— don't rule out pasta aliogether. A
cup of noodles cooked ten minutes —
al dente, literally “to the tooth” —
contains approximately 216 calorics.
The same cup cooked twenty minutes
has only 155. The sauce is where you
add calories.

But why not indulge? It's about time
we learn 10 stop repenting what's
pasta.

Light and Hearty

Restaurant Busiaess magazise for
November has an article “Light and
Hearts™ by Kathleen M. Kenny.

She riys: “Hearty foods have al-
ways been considered the menu stan-
danl, but now many popular restaur-
ant« throughout the country are in-
tslpcing mew items that appeal 1o
ke sceking lighter fare — in the
Restaurant Business test kitchen we
cnjoyed cxperimenting with the con-
cept of light and hearty foods. We
tried using several of the same basic
ingredients — pasta, beef, and sca-
food — and prepared them in many
different ways. From these foods flow
numerous  preparation  possibilities,
both robust and delicate in nature.”

llustrated in the story for pasta is
pasta primavera with a pesto sauce as

a light dish. Other light dishes includ
pasta with a light clam sauce, vey -
table lasagne, pasta tossed in garl :
and olive oil, and a collection of pas |
salads which seem 1o bz the curre: |
trend.

On the hearty side there are exar -
ples of many robust and plentif |
sauces such as Bolognese, hot sausa,
and tomato, meatballs, creamy wvo ..
gole (clam), and lasagne. Pasta is in.
expensive and can be abundant on the
plate without increasing the fond
cosls,

Swiss Cookbook

Verband Schweizerischer Teigwar-
enfabriganten (Swiss Macaroni Manu-
facturers Association) has just printed
a new cook book of 52 pages, “Dic
Homli-Fibel."

Beautifully illustrated the booklet
gives historical background, informa-
lion on manufacturing, a glossary of
sizes and shapes, cooking instructions,
accompaniments such as herbs and
vegetables, and some twenty-four
mouth watering recipes.

The booklet sclls for 2.50 Swiss
francs,

Premium Offer

Creamette Co., a subsidiary of B: -
den, Columbus, Obhio, is offering n¢ -
talgia-theme macaroni and spaghe i
tins to consumers. One tin may be h. d
for three proolsil-purchase aid
$2.99, or both tins for $3.99. Tei -
off pads with order froms arc availab ¢
at store displays,

Foodservice Mamual — $10 por
copy. Pasta as a Sales Tool. Wrile
N.P.A., P.O. Box 336, Palatine, IL
60067

THE MAcARONI JOURNAL

The future
of the pasta industry.
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Q arterly Durum Report

he Crop Reporting Board on Oc-
w | forecasted production of U.S.
di 'm wheat at 182 million bushels
(4 5 million metric tons), up 68 per-
o from last year, but 3 percent be-
lo the September 1 forecast. Yiclds
ar. expected to average 32.2 hushels
p¢ acre compared with 22.4 bushels
m /80 and 27.1 bushels in 1979, The
du m wheat harvest was completed
we 2ad of normal in all producing
4 in North Dakota, 97 percent
! na ereage was combined by mid-
sitcisber compared with 69 percent
lasi year. Conditions for the comple-
tion of harvest were good with a mini-
mal amount of sprout damage. Durum
wheat offered in the spot market was
montly of poor quality and the high
quality durum was in good demand.
Spot offerings containing under 75 per-
vent hard hernels, grading  amber,
were discounted 20-25 cents per bu-
shel. Spot offerings under 60 percent
hard kernels, grading durum, were
discounted 50 cents per bushel,

Stocks

According to the Crop Reporting
Board, U.S. durum wheat stocks in all
pnitions as of October 1, 1981 10t1aled
187 million busaels (5.10 million met-
fic tons), which w=s 52 percent greater
than last year’s 123 million (3.34 mil-
bon metric tons). Farm holdings ac-
counted for 78 percent of the total or
14t million bushels (3.97 million met-
< ons) and off-farm stocks accoun-
ted ‘or the remaining 22 percent or
il million (1.13 million meric tons).
La year farm holdings toialed 8.5
mi n bushels (2.41 million metric
W and off-farm stocks were 34.4
M n (936 thousand metric tons).
Di pearance of durum wheat dur-
M. 1e June-September period totaled
54 nillion bushels (1.49 million met-
fc ns) compared with 46.5 million
1. million metric tons) during the
“at - period one year ago,

Ex.artg

U 5. exports of durum wheat dur-
Mg he first quarter of the crop year
0l .d 684.2 thousand metric tons,
*hi.s was an increase of 109.1 thou-
‘34 in comparison with the previous
Years 575.1 thousand. The increase
™ US. stocks, lower prices and re-
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duced crops in the Mediterranean area
stimulated forcign trade. The largest
importers were ltaly with u toral of
2818 thousand metric tons and the
Netherlands  with a total of 1008
thousand, or a total of 382.3 thousand
which accounted for over one-half of
the total imports for the period. Durum
exports out of Duluth/Superior since
the opening of the shipping season
through November 13, 1981 tomaled
30.7 million bushels (836.8 thousand
melric tons) compared wtih 34.6 mil.
lion (941.9 thousiand metric tons) dur-
ing the same period last yeur,

Durum Trade Will Expand

North Iakota State Wheat Com-
mission says world durum trade will ex.-
pand in 19%1-82. Minncapolis cash
durum prices are currently following
a range of $4.20-4.75 for =1 Hard
Amber Durum, and are at their lowesy
point since the spring of 1979, A 70
pereent increase in ULS. production
(ta record croph this year and the .
ditional pressure of 4 much larger
Canadian crop are the major factors
which brought prices rapidly down-
ward from the November, 1980 range
ol $6.50-8.15 for =1 Hard Amber
Durum at Minezapolis. U.S, carryover
stocks next May 31 are expected 10 be
as large us the entire 1980 U.S. durum
crop.

The bright side of this otherwise
gloomy situation is that durum :mports
from the LS. and Canada by four
Mediterraacan area countries. ltaly,
Algeria, Tunisia, and Moroceo, are ex-
pected to increase to 107 million bu-
shels from last year's otal of 78 mil-
lion bushels. These four nations have
accounted for hall of world durum
imports over the past 10 years. Addi.
tional imports by France, Spain. and
other  Mediterrancan  nations  could
push the area’s total durum demand 1o
130 million busheis.

As a result U.S. durum exports are
expected (o rebound from last year's
59 million bushel export level 10 80
million bushels in 1981-82, U.S. dur-
um sales for the first five months
(June-October) of the current market-
mg year were up 33 percent from
quantities committed for the same per-
icd a year ago. Heavy U.S. and Cana-
dian year end stocks are likely 1o keep
durum prices from improving substan-
tially for some time barring drastic re-
ductions in 1982 production,
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Arizona Durum
Acreage Down

The US. Wheat Assaciates News-
fetter states that due 10 depressed dur-
um markets Arizona producers will
seed oaly 150,000 acres in 1982 com-
pared to 250,000 in 19K1. a 40 per-
cent decrease in acreage. The switch
will be to barley, hard red winter
wheat and alfalfa.

In Canada

Durum wheat, according 1o Cana-
dian statistics based on Scptember 15th
findings increased 10 3850000 acres
producing 102.6 million bushels com-
pared 1o 3100000 acres grown in
1980 which produced 71.4 million bu-
shels. The yield per acre was 26.6
hushels compared 10 last year's 23.0
bushels per acre. The visible supply of
durum in licensed storage and in tran-
sit on October 28, 1981 1otaled 765.8
thousand  metric  tons compared 1o
R41L.3 thousand one year ago. Cana-
dian exports of durum in the June-
September period were increased 1o
X24.3 thousand metric tons. Algeria,
Italy and the USSR, were the major
importers taking a total of 6951 thou-
sand metric tons,

Export Coalition Formed

Amid a growing concern that pro-
cessed ULS. agricultural goods are not
hecping pace with bulk farm commed-
ity sales in the world murket, a group
of food processors announced in New
York recently the formation of the
Export Processing Industry Coalition,

Robert C. Lichenow, president of
the Corn Refiners Association, in an-
nouncing the formation of the ¢oul -
tion, cited a 70 percemt decline in the
proportion of retined wheat flour com-
pared 1o exporied bulk wheat, In
1970, he said, 118 percent of US.
wheat exports were in the form of
wheat flour; in 1980, only 3.2 percent
of wheat exports were in the form of
flour.

But, Licbenow dded, processed
wheat creates more jobs and  adds
more to the tax base of the U.S. than
exports of unrefined wheat. If ¢ven
10 percent of the wheat exported from
the U.S. in 1980 were in the form of
processed flour, it could create up to
$5.6 billion more business activity in
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Export Coalition
(Continued from poge 13)

the country, provide as many as 122,-
400 ncw jobs, and increase personal
income by as much as $1.3 billion,
according to his calculations.

Licbenow expressed growing con-
cern that processed foods are being
shut out of traditional markets around
the world at the same time that U.S.
producers are facing subsidized export
competition from scveral major agri-
cultural exporters. He cited proposals
within the Europcan Community to
limit the import of valuc-added feed
ingredients, such as corn gluten feed,
in order to stimulate higher domestic
grain production. He also pointed to
the EC common ag vultural policy in
subsidizing domestic production and
exports of farm goods.

The Export Processing Indusiry Co-
alition (EPIC) is comprised of the in-
dustrial Union Department of the
AFL-CIO, the Corn Refiners Associa-
tion, the Millers’ National Federation,
un? the National Soybean Processors
Association. Eleven international un-
jons are also associated with the new

interest group.

Cargill View on Exports

U.S. grain exports should continue
to grow, but the pace of grain export
cxpansion in the 1980s may be slow-
er than the demand explosion of the
1970s, the chairman of Cargill said.

“As the momentum of demand picks
up. | think U.S. exports will rise from
this year's 5.1 billion bushels to 6.3
or 6.4 billion bushels by 1985," Whit-
ncy MacMillan told the American So-
ciety of Farm Managers and Rural
Appraisers.

MacMillan said this year's record
grain crops indicate that the United
States can expand its grain production
capacity 10 meet larger import needs.

“But to realize our capacity,” he
said, “we must build additional mar-
kets overscas. That challenge will be
more difficult than it was in the 1970s
for a variety of reasons.”

A major concern related to the con-
tined growth of U.S. grain exports in-
volves the Eastern bloc countries and
China, MacMillan said.

“These countries were a major —
perhaps the major — growth market
for U.S. grain exports in the 1970s,"
MacMillan said. “That growth came
about because their domestic grain pro-
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duction failed to match the rising ex-
pectations of their consumers.

“While that trend should continue
in the 1980s, the pace of growth for
this market should be slower. Many
of these countries are pressing up
against their physical capacity to han.
dle imports,” the Cargill chicf execu-
tive said.

Handling capacity will increase in the
Eastern European countries as they
invest in additional storage and dis-
tribution capabilities, MacMillan said,
“but the easy gains in this market are
now largely behind us.”

Because of hard-currrency problems
caused by lagging exports to the West,
MacMillan said, many Eastern Euro-
pean countries are encountering the
additional problem of limited ability

to pay for imports.

Many developing countries also
contribuicd to the rapid growth of
grain-import demand during the 70s,
MacMillan said.

*But while many of these rapidly
developing less developed countries
will sustain their strong economic
growth into the 1980s, others face ris-
ing energy import costs that drain off
much of their foreign exchange,” he
pointed out.

Another concern, said MasMillun,
is that the declining value of the dol-
lar during much of the 1970s has been
reversed, and the dollar promises to be
significantly stronger in the 1980s.

“This will push up the local currency
costs of U.S. grain imports and pro-
vide a partial brake on burgeoning de-
mand in the developing countrics.” he
said.

More Competition

An additional challenge, MacMillan
said, is that competition to serve im-
port demand also will s:rengthen in the
1980s.

*Our competitiors — largely left out
of the export growth of the 1970s —
arc now finally gearing up to serve
this demand,” he said. “Canada has
embarked on un investment program
designed 1o expand its grain exports
50 percent by 198S. Argentina has
already boosted its grain output 50
percent.”

A new competitor is the European
Community (EC), MacMillan said,
adding that “as long as the EC con-
tinues its high grain price supports and
protectionist variable levies on grain
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imperts, this trend will continue.”

Tuming to political uncertaint: s,
MacMillan said that the partial Sov 1
grain embargo cut the U.S. sharc of
that market from 75 percent to avou W
35 percent today and helped cro 1
additional competition that will
long lasting.

MacMillan said that because | §.
food exports account for less tha: §
percent of world food use, they s m-
ply are toc small a share 1o expoit
successfully for sustained diplom.tic
advantage.

“While these dawning realities make
usc of food as a weapon less likcly,
we cannot rule out a future embargo,”
he said. “Whether it occurs is largely
beyond our control or ability 1o pre-
dict.”

Causes for Optimlem

MacMillan also cited causes for vp-
timism about the 1980s.

“We continue to have suolus pro-
duction, iransportation and expor ck-
vator capacity,” he said. “Whil: our
competitiors arc scrambling to caich
up with the demand growth they miss.
ed in the 1970s, the United States s
poised and ready to serve forcign
demand.”

Another factor, he said, is that the

world's population continues to grow |

by BO million people cach ycar.

“Even at current consumption levels,
this adds 25 million tons of new de-
mand each year,” MacMillan said.

“Morcover, 1 think we can be cau-
tiously optimistic that economic pali-
cies in the United States and elsew’ cre
are getting back on the right tr ch.
Restoring hcalthy, non-inflatio: ary
growth will be a longer, more diff -ult
task than was thought six months go.
But we scem 10 be headed that w y."
he said.

italian Durum Down

In laly, 1981 wheat produ. e
was estimated at 8.5 million tor e
against nearly 9.2 million last }:ar
with durum placed at 3.3 mi ioe
tons, 10% less than 1980 recor of
3.7 million. Durum imports for . .ug-
ust 1980-July 1981 totaled 656 X0
tons, including 154,000 tonnes !om
the U.S. and most of the remaiidt
from Canada. For current marketint
year, imports could reach 800000
tonnes, depending mainly on that
country's exports of wheat flour. 8¢
molina and pasta.
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WE'VEBEEN

In fact, we're one of the oldest
American manufacturers of pack-
aging machinery. And we didn'
get to be a respected old-timer
in this business by being a follower

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

Our all-new ™ with Micro
Processor is engineered 10 put good things

in small packages—potalo chips up lo 2vy

Ou:Ses any other snacks up 10 4 ounces

e
brasion. And it's 1o other deli
. adaptable delicate

andie heavy and bulky products which requi

require
urger bags. The actual bag is
itati bag is formed from the

force acting on the product.

2 WRIGHT Ll 52

Wrights Gentle MFuﬂhm :
mmwm.mm.ndm.:'a
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The machines shown are
some of the latest developments
by Wright to meet specific needs
within specific market areas.

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

Wel'll tell you how Wright engi-
neers can put your operation on
thg mhl track toward economy and
efficiency withamachine designed
for your needs...the Wright way.

Modular design sets our new
Rolary Weigher apart. This innovation
allows the assembly of a system tomeet
specificrequirements atminimum spe-
cial engineenng costs. Also, it permits
quicker changes in container sizes

Corporation Wright Machinery Division
Post Office Box 3811 Durham, North Carolina 27702
(919) 682-8161 TWX 510-927-0925
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Foremost-McKesson Opens
Pasta Research and
Development Laboratory

Foremost - McKesson  announced
the opening of a million-dollar pasta
rescarch and development laboratory
at its Research Center in Dublin, Cali-
fornia. The laboratory, one of the na-
tion’s few major [facilities designed
specifically to develop and test new
pasta products, includes a pilot plam
to test commercial production.

Activities at the new laboratory will
include the development of new pasta
products and line extensicns, the eval-
uation of ingredients and blends of raw
materials.

Scientific probes, gauges and com-
puters will permit pasta rescarchers to
control every step of product develop-
ment, measure the result and change
variables (drying time, temperature,
mixing rates and volumes) to alter
final product.

The principal purpose of the new
laboratory is to support C. F. Mueller
Co. pasta products, a division of the
Foremost-McKesson Grocery Products
Division. Mueller, which produces a
full line of macaroni, rigatoni, spag-
hetti and other pastas, is sold in 22
castern and midwestern states and uc-
counts for about 25 percent of the
pasta sales in the areas it serves,

Increasing investments in pasta and
related starch-based products is a key
zeement in Foremost-McKesson Foods
Group's strategy for ipcreased reve-
nues and profits over the next four
years.

The Foods Groups's goal is an in-
crease from fiscal 1981 revenues of
$994 million with an operating pro-
fit of $45 million to revenues of $1.5
billion and an operating profit of $75
million by 1985. This objective repre-
sents a four-year compound growth
rate of 11 percent in revenues and 14
percent in operating profit,

“Our grocery products business,
which represents our third most pro-
fitable division, is anchored in the 20
percent share Muecller's enjoys in the
$703 million dry pasta market,” says
Bill Markus, president of the Foods
Group. “Substantial product develop-
ment efforts continue in grocery pro-
ducts, with the focus on improved
dry pasta products, and new side-dish
and main-dish pasta products.”

Markus says the need and appeal
of convenience foods to the working

Juon l.wu snips ds of experi

spaghetti Foremost-McKesson's  new
mllm-dolla:ﬂﬁan loboratory which wos
3 in Dublin, Colifornia

family, coupled with a trend toward
food that provides energy and nutri-
tion, has made pasta increasingly pop-
ular.

“Pasta products are being afforded
a new vitality as a supply of good nu-
trition and energy,” says Markus. In
contrast to the popular belief that pas-
ta is a fattening food, more and :nore
people are getting the true image of
pasta as a good tasting supply of com-
plex carbohydrates for encrgy with
practically no fat content,

The Research Center

The Foremost-McKesson Rescarch
Center is a 45,000-square-foot food
development lab that offers capabili-
ties ranging from the initial feasibility
analysis of developing a product
through final product tasting that tests
consumer response.

The lab is comprised of six scrvice
areas: Product Development, Process
Development, Analytical Lab Testing,
Sensory Evaluation, Quality Assur-
ance and Library Services,

Consumer demand is always chang-
ing. One key to mecting that demand
is the development of new products.
The Research Center has Prodect De-
velopmend scrvices in beverage pro-
duction, frozen food and dessert de-
velopment, bakery goods, confections,
wines and spirits, dairy products and a
wide varicty of food ingredicnts. A

new product can be a duplication o
an already existing product, a co .
pletely new idea or a new form, sha <
or flavor of an existing product.

Once a new product idea is dev I
oped it must be turned into a mark .
able item. The Process Devclopm o
group helps make the transition fr. m
the laboratory bench top to the p o-
duction plant by developing effici.nt
and effective production systems. 1he
Rescarch Center provides both con-
sulting and specific unit processes that
make the leap from pilot development
to production plant a smooth one.

The discriminating consumer and
the government are equally concerned
about what goes into a product. The
Rescarch Center's Amalytical Labs
can provide the complete composition
of a product including nutritional an-
alysis to test for vitamins, minerak
and other composites. This is especial-
ly useful for ongoing testing programs
to assure compliance with FDA regu-
lations. Other testing capabilities are
water analysis, fats and oil analyses
and toxic material analysis.

All the mechanical testing in the
world doesn't help if your product
can't pass the ultimate test — the pal-
ate of the consumer. The Semsory Eval-
uallom area has a trained panel which
provides detailed word descriptions of
products or differences between pro-
ducts. These are specific, objective
cvaluations as they apply to not vnly
taste but texture, appearance, even af-
tertaste. Each pancl member is tr.in-
ed for more than a year and has k-
veloped special descriptive vocabu i
skills to identify and characterize ¢ m-
plex sensory mixtures. In addition. the
Rescarch Center also runs prefere ¢
acceptability testing using const wr
panels drawn from a group of a w!
3,000 people.

Once an item is developed, 1 ted
and produced in large quantities, s
crucial thut the product is idem al.
cach and every time, The Qu lity
Assurance program is designed o
sure product uniformity. This co: sis-
tency of output includes not only the
product but the nutrition label, the
control of container fill and the ¢ 4+
ity of packaging, warchousing nd
shipping.

Lastly, the fast-changing natur. of
the food industry, matched with modi-
fication of federal regulations, requir¢
an up-to-date resource for informa

(Continued on poge 18)
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AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION

Mills at Rush City, Minn. » General Offices at St Paul, Minn. 55165/Phone (612) 646-9433

by.

Judge for yourself. No matter what people stuff inside
manicotti of ravioli, the pasta just won't hold its own
unless it’s nutritional, good-tasting and economical.

Others might court you with eager promises. But trust
Amber for lop quality. Amber mills the finest durum
wheal into fine pasta ingredients. .. Venezia No. 1
Semolina, Imperia Durum Granular or Crestal Fancy
Durum Patent Flour. The consistent color and quality of
your pasta products will testify to Amber’s modern
efficient milling techniques.

At Amber Milling, helping you prepare a great pasta for
your customers’ stuffings is a matter of record. Need
proof? Next time you order, specify Amber.

Then you be the judge!
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Research
(Continued from page 16)

tion. The Library Services arca is rec-
ognized as one of the finest sources of
food nutrition information on the West
Coast. It contains more than 5,500
books and bound journals. Each month
more than 200 periodicals are re-
ccived and a complete collection of
govemment documents arc indexed
and filed. Membership in the Special
Libraries Association provides access
and loan privileges to a tremendous
range of industry, association and aca-
demic libraries.

Some Pasta Focts

Americans love pasta in all shapes
and sizes. In 1981, the National Pasta
Association  estimates,  Americans
spent over a billion dollars on pasta
products. Most of these products are
produced in the U.S. by American
manufacturers who started feeding the
American pasta appetite in carnest
during World War 1, when American
companics picked up the slack after
ltalian imports were cut ofl,

Some other facts about pasta:

* The average American ecals
about 8% Ibs. of pasta per year.
Total domestic consumption was
2.0 billion Ibs. in 1980.

* Today, 86% of the homemakers
in America usc macaroni, spag-
hetti and noodle products, re-
poris Progressive Grocer maga-
zine.

* Total dry pasta sales in 1980 was

$703 million,

Spaghetti sales reached $291 mil-

llon; egg noodles sales toialed

$121 million.

® The U.S. ranks 4th in the world
in per capita pasta consumption.

* There are more than 150 varieties
of pasta available in the US.
This includes 13 varicties of sca
shzlls, two sizes of alphabets, and
pasta shaped like rings, stars,
crowns, hecarts, clubs, spades,
diamonds, triangles and curle, as
well as macaroni, spaghetti and
ege noodles.

Pasta products, in general, contain
approximately 73% to 75% ol car-
bohydrates. Carbohydrates not only
is the primary fuel of the body, but
also is involved in important portions
of its functional machinery.
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Buitoni Foods Announces
Changes in Marketing
Personne! Assignments

The following management changes
within the retail and food service
marketing arcas have been made at
Buitoni Foods, according to an an-
nouncement by William P. Smolka,
Buitoni Vice President — Marketing
and Salcs.

Tom Heffron, previously Buitoni
marketing manager for pasta products,
assumes resporsibility for all Buitoni
retail dry products, including pasta,
prepared foods and sauces.

Ed Secrban assumes marketing
manager responsibilities for Buitoni’s
Food Service Division. Previously, Mr.
Serban was Buitoni Marketing Man-
ager — Prepared Foods.

According to Mr. Smolka, Buitoni
Foods' corporate philosophy is to
periodically rotate areas of responsi-
bilities among its executives as a
means of strengthening Buitoni's mar-
keting performance and as a method
of offering new growth for individuals
by broadening their base of experi-
ence.

Barbara Moreland has joincd Bui-
toni Foods Corporation as Sales Pro-
motion Manager, Mr. Smolka an-
nounced.

Prior to joining Buitoni, Ms. More-
land was Sales Promotion Manager at
Tre Pillsbury Company, where she
began her professional career. Ms.
Morcland has devoted her fiftecn-ycar
career to various aspects cf the promo-
tion field.

In making the announcement, Mr.
Smolka stated, “We look forward te

o

the talents Barbara Morcland brings »
this important arca and for sales pr -
motion to become an increasingly i -
portant and visible part of Buiton
marketing mix.”

Ms. Moreland is a graduate of 1 ¢
University of Minnesota, where s ¢
camed her B.S. degree in home ¢.
nomics.

Buitoni Foods Corporation mar -
factures and markets a full line
quality Italian dry pasta producs,
sauces, pizzas and frozen entrees.

Record Earnings for RHM

Pre-tax profits of Ranks Hovis Mc-
Dougall Limited in the 1981 fiscal
year increased 40% over the previous
year to a new record high, due in large
part to improved results from the
grocery, packaged cakes and overseas
operations. The latter for the major
UK. flour miller and baking com-
pany include such diverse interests as
a major position in pasta manufaciur-
ing in the U.S. and a bread baking
operation in France,

RHM’s profits for the fiscal ycar,
the 53 wecks ended Sept. 5, 1981,
were right in line with the forecast
made several weeks ago when British
Sugar Corporation, in a “dawn raid”
on the London Stock Exchange, ac-
quired a 14.7% interest in RHM
shares. In a move that is often des-
cribed in London financial circles as
a quile daring counter-attack, RHM
acquired 10.5% of British Sugar's
shares. Since 40% of British Sugar »
owned by S. and W. Berisford, a cor -
modities broker, and Berisford is ¢ -
posed to the RHM acquisition, the
terpretation is that RHM has effectic -
ly blocked the possibility of a takeor r
maove by British Sugar.

In a look to the future of the co -
pany, Peter Reynolds, chairman f
RHM, said:

“Over the past year we have o -
tinued to improve the efficiency of « 1
UK. operations and to expand « ¥
very successful overseas interests. \ ¢
have also taken energetic steps to i -
prove our financial strength as the ¢« -
solidated balance sheet will show.

“It is ton carly to make any prol s
forecast fo¢ the current financial yeor.
but, de.pite very competitive condi-
tsots our current trading is just aheud
Wl YAt 'jear.

“\\i; mapect to benefit from our con-
tsy +v. program of modemization.
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1} recent successful launches of new
p ducts in the UK. and the con-
ti ed growth and expansion of our
o rseas businesses.”

L ncaster Colony Report

ancaster  Colony  Corporation,
dquartered in Columbus, Ohio, op-
tes manufacturing and marketing
sions within four major products
g wups: glass and pottery, rubber and
plstic, metal cookware and specialty
foods.

Consumer products encompass cx-
tension lines of gift, florist and table-
1op glassware, car mats and other auto
accessorics, cookware, specialty foods,
rubber and plastic housewares, pot-
tery, candles, and recreational balls.

Commercial products include foods,
glassware, cookware, candles, stone-
ware, plastics and matting that have
been selected, adapted or developed
for the commercial market.

Industrial products include automo-
tive original equipment car mats,
splash guards and other custom mold-
ed rubber and plastic components,
glass bulbs for cathode ray tubes and
lighting components.

Lancaster Colony Corporation, with
annual sales of $308,000,000, assels
of $182,000,000 and sharcholders'
equity of $81,000,000, has over 5,
000,000 shares of stock outstanding.

Specialty Foods

Marzetti, the largest unit in the spe-
c.ilty foods group, has grown to more
I :n seven times its sales volume in
1 49, the date of its acquisition which
n rked Lancaster Colony's entry into
s cialty foods.

‘urther growth is underway. Mar-
2 i advertising has been expanded
@ focused on Chicago and other
n kets in the Midwest. Product dis-
U ution is heavily concentrated in
s midwestern states but some items,
P
a
n

Cn

ticularly the original slaw dressing,
carried by nationwide chains. A
wlacturing and warchousing facil-
it was recently purchased in the At-
ki ‘aarea to increase volume in south-
¢ states. By carly 1982, this opera-
tic is expected to serve both retail
anl food service customers as a re-
gional sales, production and distribu-
tion facility.
The first Marzeuti Salads Unlimited
salad bar opened this past year near
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Cincinnati and a sccond unit will stant
operations soon in Columbus. Initial
results indicate that the company has
a significant opportunity in self-service
salad buffets featuring Marzetti dress-
ings, and plans have been launched 1o
open additional units. Future salad
buffets will be located primarily in new
Sun Belt shopping malls with patio-
style restaurants and common scating
areas.

During the past year, Allen Milk,
manufacturer of refrigerated chip dips,
dairy snacks and desserts, was acquired
to complement the Marzetti products.
Allen Milk has been a good acquisi-
tion and is contributing to the com-
pany’s overall performance. A pre-
mium line of chip dips in cight Navors
plus a pimiento spread is currently
being introduced under the Marzetti
label.

Following the close of the 1981 fis-
cal year, Inn Maid premium egg noo-
dies were added 10 the family of
specially foods. These retail products
arc distributed primarily in Ohio and
Indiana.

Frozen foeds continue to contribute
to the group’s success. Mountain Top
ready-to-bake  pies and New York
partially baked bread, acquired in re-
cent years, have also been expanding
retail distribution. Both operations are
placing increased emphasis on the food
service market for the coming year.

While the company continues to
look for acquisitions which fit Lancas-
ter Colony’s proven specialty/conven-
ience food marketing ability, the
group’s growth is primarily generated
internally, Specialty foods accounted
fur 14 percent of fiscal 1981 sales and
remains a strong growth opportunity
for the company.

Pillsbury Executive Survey

Reprinted from the
Pilisbury Reporter
with permission

How do corporate executives feel
about their jobs?

In August 1980, The Wall Street
Journal and the Gallup organization
posed that question 1o executive offi-
cers of the 1,300 largest U.S. corpoi-
ations.

The survey asked about the execu-
tives' lives; how much time they de-
voted to their jobs, versus families,
how they feel about the hours involved

and what ways they have of getting
away from it all.

The Reporter decided 1o see how
Pillsbury  executives compared with
those in The Wall Street Journal sur-
vey. In July, the 138 officers at the vice
president level and above were asked
10 complete a questionnaire about their
personal and professional lives.

Among the 51 percent of surveys
returned, the Reposter found thae life
at the top, or on the way 1o the top,
requires a capacity for long hours, re-
location, stress and recognition,

Long Hours

The 40 hour work week for Pills-
bury exccutives is nonexistent accord-
ing to the survey results. Fil.y-nine
percent of those responding said they
worked between 50-59 hours a week,
with 29 percent working between 60-
649 hours, 10 percent work less than S0
hours per week and three percent said
they worked 70 hours or more per
week,

What's more, these hours often
didnt include evenings and weekend
mectings and time spent keeping up
on correspondence and reading busi-
ness publications.

On their way 1o the top the vast ma-
jurity of Pillsbury executives have re-
located, many several times. Thirty-
sin percent of those who responded 10
the survey indicated they had relocated
two or three times, 23 percent had re-
located six or more times during their
carcers, 16 percent had moved only
once, 14 pereent had moved four or
five times and seven percent had never
moved.

Family Relationship

As a result of the long hours and
frequent moves, have family relation-
ship sulfered? A whopping B2 percent
of those responding to the survey saild
ses. Eight percent said no and one
percent said they didn’t know.

Thine who said yes pointed 1o time
as the major contributor to the domes-
tic sitwation. Typical responses in-
cluded those who said an executive
had 10 compromise and learn 10 make
it work, "I have 10 learn to work as
hard at my personal life as 1 do at my
business life,” said one exccutive. An-
other executive said: “Once one has
been in an exccutive position for sev-
eral years | forsee less sacrifice.”

(Continued on poge 22)
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Pillsbury Survey
(Continued from poge 19)

Another said: *You have to keep the
family happy in order to really suc-
ceed.”

Stress

Columns have been written on the
relationship between stress and its af-
fect on mental and physical health, yet
Pillsbury exccutives scemed not to be
bothered by stress as 72 percent an-
swered no to that question. Those who
have been affected by stress cite phy-
sical problems like high blood pres-
sure, ulcers and general fatigue, which
leaves them susceplible to colds and
flu,
~ Exercise was the number one re-
sponsc to how exccutives personally
cope with stress and job pressure, with
45 percent of those responding selec-
ting it. Thirty-one percent said they
took time off from their jobs 1o relieve
stress and 17 percent developed hob-
bies. Others said, “1 share the frus-
trations on the job with my spouse.” |
look for the light at the end of the
tunnel and hope it's not an approach-
ing train” and “I have strong family
interests and have a tremendously ac-
tive personal life outside the office that
helps me to better cope with the job's
demands.” One executive even said
that more work was the best relief for
stress, saying: “Time off only increases
stress.”

Easing Pressures

The survey asked how the pressures
of the job could be eased and the an-
swers varied. Many pointed to better
staffing and organization as the an-
swer, but most said betler communi-
cation could help alleviate the pres-
sures of the job,

Some executives offered suggestions
of their own on how pressures could
be cased on the job. They included:
“Fewer non-productive meetings and
task forces. | believe better staffing,
organization and communications are
necded at Pillsbury,” “Upper manage-
ment makes too many short term de-
cisions versus cxecuting long term
pluns,” “Less silly politics would be
helpful™ and *“Pressure is fundamental
to the responsibility, you must accept
it and cope with it and not agonize
over problems beyond human control.”

Climbing the ladder of success is
not an overnight accomplishment for
most people. It takes time and plan-
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ning. When asked if they were pleased
with the overall direction of their ca-
reers, Pillsbury exccutives overwhelm-
ingly said yes, with 91 percent re-
sponding affirmatively. Five percent
said no and three percent said they
didn't know. One executive commen-
ted: “As much as 1 complain about
the system, it does seem to work. The
cream does rise 1o the top in this
company. Time and grade are not cs-
sential as sustained creative output.”

When asked how they think their
lives would change if they reached
their career goals, Pillsbury executives
said it would mean more time away
from family, more siress, more in-
volvement in community affairs, but
most importanily more fulfillment.
Other responses to the question in-
cluded: “When | reach my career goal
I will seriously start to develop a
strong successor,” “One needs to be
realistic about career grals — too
much ambition may be unhealthy —
not cveryone can reach the summit,”
*I don't expect to be Jully satisfied
with business success, there's always
more to consider™ and lastly 1 expect
greater wealth.”

How Abost Retiremest?

With the emphasis placed on their
jobs, many would say Pillsbury ex-
ecutives are workaholics. If so, then
how do they feel about retirement?

The percentages were close, with 12
percent saying they were eager for re-
tirement, 16 percent saying they were
apprchensive and 19 percent saying
they were both, Five percent of those
responding said they didn't know.

Comments about retirement includ-
ed: “l would prefer a ‘sccond carcer’
1o retirement,” *1 like my work, but
am not afraid to change™ and “I have
1o start thinking about the financial
implications.”

What did the Reporter leamn from
the survey? It learned that Pillsbury
executives overall are very happy with
their carcers, that they accept the long
hours and stresses as part of the job
and that they expect these factors to in-
creasc as their responsibilities do.

At the present time, most macaroni
and cgg noodle products are cnriched
to comply with the Federal Standards
of Identity that were promulgated in
1945. Data available show that, at the
present time, 80% of our production
is enriched.

Avuthentically International
IPACK-IMA ‘82

The exhibition will house over g
thousand exhibitors,

The lists of cxhibitors who have co; -
pleted their requests for space 1
IPACK-IMA '82 (international exi .
bition packing and packaging, mecha .-
ical handling, food-processing indv -
trial machinery) reveals that cven b..
fore the opening date of the coming
Exhibition — scheduled to take place
from March 19th - 24th in the pavil.
loas of the Milaa Trade Fair on un
area of 150,000 square metres — over
one thousand firms have already de-
cided to take part. The number of ap-
plications is, at this juncture, 20%
more than for the previous edition.

It is already possible to state that
there will be exhibitors from 21 na-
tions, representing 4 continents: Eur-
ope, America, Asia and Australia.

The most numerous contingents of
forcign exhibitors, in order of impor-
tance, will be from West Germany. the
United States, France, Switzerland,
Holland, Japan and Belgium. This
will certainly provide opportunities for
very uscful technical comparisons.

It is a generally recognized fact that
IPACK-IMA has the merit of creating
a background for discussion betwecn
the leading names in the trade as well
as offering technical stimulus of indis-
puted value and of condensing geo-
graphical arcas (the Mediterraneun
basin and the developing or emergirg
countries) where agro-food productic n
progress in particular, industrial
gencral and commercial is condition
by the availability and use on a wi
scale of a whole range of plant en
necring concentrated on the processi
and marketing of consumer produc
protected and preserved in suita!
packs.

It is well known that the producti n
on display at IPACK-IMA represc s
an ideal single line of industrial pi -
cessing which, starting with the p: -

)
b ]
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cessing of the original foodstuff,
means of highly specialized machir
and using very advanced technologi 5,
cventually reaches the different stag =
of packing and packaging and winls
up with a series of mechanical meais
for all the storage operations.

For information it is advisable to
apply to the exhibition secrctariat at
Via Ravizza, 62, Milan, telex 332134,
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P-avey Company Growth
Flour Milling

Juring the decade of the 1970%,
w i US. flour production increased
I percent, keeping pace with a 10
p- cent increase in population. A per
¢ ita consumpiion increase in the
L 5. of more than 6 percent, from 113
to 120 pounds per year, offset a 6 per-
¢ 1t decline in U.S. flour exports.

In that same period, Peavey sub-
stantially sirengthened its position in
flour milling as Peavey’s annual flour
volume increased 24 percent and Pea-
vey's share of total U.S. flour produc-
tion increased 12.5 percent.

Peavey's nine flour mills produce
a wide range of specialty products
which are marketed both bulk and
bagged 1o high-volume buakery custo-
mers, as well as varicty of bakeries with
specialized needs. Peavey has the lead-
ing share of the semolina and durum
flour market, which consists primarily
of pasta manufacturers.

In its most recent fiscal year ended
July 31, 1981, Peavey again increased
its flour milling market share with a
4 percent volume increase versus a
total industry gain of 3 percent.

Agriculture

During the decade of the 19707,
tle United States increased grain pro-
duction more than 50 percent and in-
created grain exports more than two
and one-half times. In that same per-
id, Peavy grain merchandising vol-
urie, to both domestic and export
markets, increased more than four
times, grain transport  capabilitics
q wrupled and commodity broker-
& © revenues were up approximately
I times.

"cavey operates grain export facili-
L near New Orlcans and al Superior,
V' .consin. The Company has plans
! -onstruct a third grain export facil-
it at Kalama, Washington, on the Co-
It /bia River. Total Peavey grain mer-
¢ ndising volume, worldwide, cx-
¢ 1 600 million bushels annually.

Spechulty Retailing

in 1974, the year Peavey's Retail
G oup was formed, sales were $50
m lion through 95 farm stores, fabric
s res and building supply centers. In
th: past seven years, intemnal growth
and acquisitions have about equally
accounted for sales growth to $227
m:llion through 225 Yarm stores, fabric
stores and building supply centers.
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Artist's rendering 1hows new Peavey Company flour milling complex under construction
at Tolleson, Arizona, outr'de Phoenn. Shown are worchouse ot left; five-story mill con-
taining bokery flour and durum milling units, center; ond 500,000 bushel wheat storage

elevator at right,
Tolleson Will Be Peavey's
10th Major Flour Mill

The new Peavey flour milling com-
plex at Tolleson, Arizona, will be the
Company’s tenth major four  mill,
Other Peavey mills are located in Den-
ver and Commerce City, Colorado;
Alton; Hlinois; Hastings, Minnesota;
Billings, Montana: Buffalo, New
New York; Ogden and Salt Lake Cuy,
Utah; and Superior, Wisconsin,

The five-story Tolleson operation
will house a 5,000 hundredweight daily
capacity mill to grind hard winter
wheat to bakery flour and a 3,000 hun-
dredweight daily capacity durum mill
to produce semolina and durum flour
for pasta manufacturers.

The two mills will have an energy
efficient environmental control system
to maintain humidity at as much as 45
percent, much higher than the local
climate.

Wheal for the bakery flour mill will
come from Arizona and other wheat-
producing states. The durum mill will
primarily utilize durum from Arizona
producers.

Paul N. Hickent is Peavey's project
coordinator for the Tolleson mill.

The construction of a new mill at
Tolleson caps a several year period
in which Peavey Company invested
substantially in flour mill moderniza-

tion and expansion. When completed,
Peavey's Tolleson mill will join a group
of flour milling operations as modern
and efficient as any in the industry,

In addition to having a 10 percent
share of ULS. flour production, Peavey
produces the widest range of specialty
flours; is the largest producer of se-
molina and durum flour of the pasta
industry and is one of the largest sup-
pliers of private label consumer flour
sold through supermarkets, The new
Tolleson mill will enable Peavey 1o
increase its market share in the fasier
growing population arca of the South-
woslt,

Younglove Construction Company
of Sioux City, lowa is the major con-
tractor for the Tolleson project.

Dividend Increased

The board of directors of Peavey
Company approved a 1'2¢ hike in the
quarterly  dividend on the common
stock, cffective  with  the  dividend
payable Jan. 1S 1w sharcholders of
record on Jan, 4.

The new dividend of 28':¢ per
share indicates an annual rate of
$1.20, up from the current annual
dividend of S1.14,

The board also declared the regular
dividend of $1.50 per share on the
o classes of preferred stoek, alwo
payable Jan. 15,
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Pasta draws
a fine line

Most everything about
pasta is positive.

Pastas — let's tell it like it is.




foods Corp., has been clected an ex-
ecutive vice-president of the company.
In a related action, Paul A. Taylor
has been elected to succeed Mr. How-
ard as vice-president and general man-
ager of the division.

Operations of the Industrial Foods
Division, Multifoods’ largest, include
production of bakery flour, durum flour
and bakery mixes and grain merchan-
dizing.

Mr. Howard, 58, in the newly-crea-
ted position will be responsible for
Robin Hood Multifoods, a Canadian
subsidiary, as well as for the Industrial
Foods Division. He will report to Dar-

Poul A. Toyler

P vsical Distribution
N anagers

low can today’s physical distribu.
ti » manager — or the manager's top
n nagement — lell whether he or
st - is performing at an acceptable
p fessional level? Historically, such
m nagers were measured by how
m ch money they could save, hut
to ay the criteria are different.

Profiles in PDM,” a himonthly
ncwsletter published by Hunt Per-
sonnel, Ltd., New York, lists and dis-
cusses 10 performance  standards
which it feels are more suitable to

UPC Veritier Systems

Guidelines for
Direct-Store-Delivery

The Food Marketing Institute and
the Grocery Manufazturers of Ameri-
va have published joint  voluntary
guidelines aimed at standardizing di-
rect-store-delivery (DSD)  procedures
and bringing order to the proliferation
of delivery invoices used by vendors
and retailers. The patchwork of sys-
tems reportedly has hampered store
operations and productivity.

Although none of the DSD proio-
culs are binding on the fooad industry,
their acceplance seems likely since

the times and the importance of phy- capability for either simple read/dis-  gesociations representing viriually ev-
sical distribution management as a play functions or comprehensive sta-  ery industry component have endors-
major corporate function. They are tistical printouts of bar code toler-  ed the guidclines. These groups in-
s follows: ances. The system, with evenything  clude FMI, GMA, the National Asso-

needed for multi-level usage, sells for  giation o ai Nation:

agribusiness are duc to give way to upon graduation from the University food, according to Michigan St:e 1 Awareness of inventory status | o4 qqq ; x:::‘?;u{,: ﬂ;:[“ %::::;,;:&\;:‘,zd
a more consistent w“’l’“'“)'- predicts  of Minneosta in 1947, l'!‘_ transferred  Univensity nutritionist Carolyn Lac- 2 50% ‘ng consolidations All components of the system are  the National Food Distribution Asso-
a businessman with wide contacts in  to Buffalo, N.Y., as a division mana- key. achies lightweight and portable and are fit-  ciation, the National Food Association,
farming. ger in 1950, and retumed to Minne- 3. Costs measured annually ted into a standad briefease for ease  the Biscuit and Cracker Manufactur-

James D. Fetrow, manager of U.S. 8polis as a mechanical engincer two (or more often) of transport around a printing or  ens’ Association, the Food Store Dis-
agronomic operations for Asgrow years later, or food this year than last — and 4. At least one productivity study  manufacturing facility, or to a cus-  tributors Council and the Potato Chip/
Seed Company in Kalamazoo, Mich., Mr. Howard was !mnc:! manager that includes just the prices for food under way at all times tomer location. Snack Food Association.
attributes current difficulties in agri- of bulk flour engincering in 1955, di- put in the grocery cart — not the cost 5. Capacity utilization measured The scanner uses a laser and op- ‘The guidelines permit all sides to
culture to a transition from 40 years rector of en;ingnu' in l957g castern  of paper products or other items. constantly tics chain virtually identical to those  put delivery-invoice data into electro-
of surplus—an era that ended in 1972. region production manager in .1961 How many Ito e are in the fam- 0. Level of knowledge of regula- used in supenmarkets and has a wide  nic form, facilitating the use of com-
Farmers, he says, are suffering from and manager of marketing planning in jly and how old are have a big tory developments scan capability which is reliable on  puters and high-speed communication
high interest rates, inadequate financ-  1968. He became vice-president and  influence on how much a family will 7. Degree of input to corporate all types of surfaces and substrata. equipment, thereby cutting costs and
ing, bad weather and poor manage. gneral manager of the Industrial Foods  spend for food a week, Lackey point- e el It is possible to use the MS140 in  improving productivity.
ment. Division in 1969. A director end mem- o out, A young couple will consume 5. Conti 8 P le of feld @ variety of ways:

Despite his optimism for the fu- ber of the executive committee of the  mare calories and spend more moncy e achuce of ek
bite. acknowledges that farmers Millers' National Federation, Mr. op food than an older couple, and a . (\m‘ rabr:n
have a long row to hoe. Although the Howard also h.d“i'"“"',“‘ the Dur-  young family with preschoolers “."“ ). h:xunh PI""?PW‘"‘;"" !
1 burden of regulation will be lighter, Ym Wheat Institute. He is a member  spend much less than a family with ip roles in professiora
1 he says, “there will be a wholesale ©f “F board of trustees for the Chil-  yeenagers. activities

reduction in the federal hn:‘lfﬂ s it dren's Health Center in Minneapolis. 5. o 1. To see :hc broad global applica-

affects those who can afford to pay  Mr. Taylor, 42, has boen u viee o - tions of pdm, beyond the imme.
1 their own way.” president in the Industrial Foods Divi- Energy Cents diate corporate organization.
Energy costs will have a heavy sion since 1979. A native of Berwyn, Many fumace technicians put a - lunt, which specializes in person-

. there dramatic 1., he joined the Industrial Foods justment of the bonnet or plenu for the distribution field and has
:il';g:c:;l .f:‘;tilher pant::: l:emym Division in 1962 following graduation thermostat on oil and gas-fired heatt

rell M. Runke, president and chief ex- 4. $5000) may spend as much as
New Day Dawning ccutive officer of Multifoods. 40% of their family budgets on food,
For Farmers A native of Minneapolis, Mr. How- while people with incomes over $20..
The traditional ups and downs of ard joined Multifoods as an engincer 000 may spend less than 10% on

She said that families should ex-
to pay between 10-15% more

1. The head can vither be used on Benelits
table top or hand held while the FMI and GMA said the guidelines
printer and controller remain in  should promote benefits in the check-in
the case. of items; billing for goods; reduction of
2 The controller can be wom Paperwork, and stocking and  price
with a shoulder strap and the marking products.
head carried by the pistol grip The key to bringing about these ben-
so that an operator can move cfits is a 19-point plan agreed to by the
freely about a printing or manu-  task force, which has been ai work on

es in New York and Chicago, facturing plant. this since 1979. As detuiled in o re-

x 5 = : centl blished pamphl -
ammonia <+ quadruple in price in 1961 from the University of Minne- at the top of their list of cost-effi - s the newsletter available with. 5 All components can be removed :'_"" ’Ihp" iy .‘l P‘:":'" et on the sys

[ if l:rll s s full cﬂmnmﬁed' sota. tive cnergy-saving measures. Tl charge to interested persons. Cop. from the case and placed on o 16M. These points state:
Fc;umw uyEfs s He was named marketing planning thermostat turns off the fan whi may be obtained from Hunt Per- table and bar codes passed un- Each delivery invoice should rep-

der the scanner downport as it fesent a single customer delivery. Pro-
stands on the table top, duct sequence on the delivery invoice
should be  consistent and  facilitate
prompt and accurate check-in. Produc:
identification should be clearly visible
for all units being delivered. Retailerts)

1
t o ael, Ltd. at 342 Madison Avenue,

expects gricul. mana of the Consumer Products forces wanm air through the d
oipdlrs i on N v York, NY 10017, 212-857-9140.

- Division in 1969 and became general system. On most heaters the th
tﬁu"r: :m::nh::::!ri? .“!;:r_K managr for Kaukauna cheese in 1971, mostat is set at 120 degrees or high
/ the average age of farmers drop- He was named a Consumer Products resulting in a loss of efficiency a
;:::g. which gindE:llos more young Division vice-president in 1974, money. Il you reset it to just five ¢

- grees above the desired room temp
people are going back to the farm, ature you can save almost $10 |

: The MSHH0 controller is a sophis-
1 ticated  micro-computer with an al-
- U C Verification phanumeric keyboard and a 32 char-
- \ laser Universal Product Code acter display. hould be piv : tice i

T ve fication system has been develop- The MS140 Verifier includes the ;lc:(:: idcnlilgiraﬁﬁlli'::;c?‘;!:;:e‘:I'rwc?:hd\:

Sharing the Economic Burden year. | @ by Metro Instruments, Inc.. following components:  Micro-com- o on i1 information changes.”

. Other  important  maintenan ¢ fo. use by package printers, design-  puter/controller with shoulider strap,
International Muitifoods Although Americans, on average, items: clean filters, thermostat acc- e and manufacturers. Completely laser scanner head with u-umvnh‘c- Use of UPC
Appointments are g about 17% of their fam- racy, freon level on air conditione:s.

The plan recommends use of the

portable, the MS140 assures the user {ﬁ.\tnl grip handle, head stand, 115
Universal Product Code for product

of UPC symbol accuracy.
The MSI40 Verifier system is mar-
keted as a complete package with

Robert M. Howard, vice-president ily budgets on food — down from Of course, tumning down the house
| and general manager of the Industrial  about 20% some 15 years ago—low-in-  thermostat is still the best energy-
Foods Division of International Multi- come families (those with incomes saving adjustment.
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' AC power pack, 24 V NiCd battery
k, printer, verifier software and
tted standard size brief case. (Continued on: poge 30"
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(BUHLER-MIAG) EXTRUDERS |
Performance Yol an Depend On!

tary Design

« Structural Members completely enclosed; can't collect dust

p or dirt.

P ] « Motors and Drives are open, away from product area and
easy 1o service.

« Drive Guards are completely enclosed in oil baths for chain
drives. Belt Drive Guards are open at bottom, to prevent
dust and dirt accumulation.

» One-plece Unique Trough Design has smooth rounded
corers for easy cleaning. Product hangup on mixer walls is
vitually eliminated.

+ Outboard Bearings on mixer shafts absolutely prevent Press base and bell guard reflect the clean,

i ap

product contamination by lubricant. Seals may be replaced ellicient design and allention to detail in every d
without removing bearings or shafts. BuhierMiag press. Base is sturdy and easily ;

accessible. All joints have smooth welds lor
easy cleaning,
y Supervision and Operation
+ Mixer Cover has plexiglass window for easy inspection.

* Variable Speed Drive with remote control for accurale
capacity adjustment.

* Time-Saving Hydraulic Die Change Dovice.

ugged Construction

* Time-Proven Design assures long, trouble-free extruder lile.

* Re':able U.S.-built Drive Components selected for low noise
op: ration.

Model TPCD Capacity, 8000 It s/hr.

roc uct Quality is What Really Counts!

opg ade quality is yours from BUHLER-MIAG equip-
ant. Your customer recognizes and deserves it. Can Faad 15¢ cound Bian: 153" 1400 Taem) Gismetes,

Eighl Modeh - capacities 'mm 50 to 1 6] non Ib: Ih' wa ord to olve him less? wi*h hydraulic die change device (Single screw

r.atruder) Ji

Co tact us for information on BUHLER-MIAG Extruders and cther Macaroni Processing Equipment.

Model Lbs v, Capacity
TPLE (Single Screw) Lab Extruder 50- 300
TPAE (Single Screw) 660- 1.320 We can help your 4 //// ®
TPAD (Double Screw) 1,320- 2640
=== =0 o |@ ERMIAG
TPBD Double Screw) 2000 4000 gardless of your = BUHL
e s lant size. : X 9497, Minn
T - = NN Enmmassrowsmsmemeesae
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Direct-Stora Delivery
(Continued from page 27)

identitication. “When different deliv-
cry union and retail selling unit UPC
codes exist for a product, the UPC
number on the delivery invoice should
be the delivery unit UPC code. Unless
otherwise indicated, all UPC codes
will be presumed to be from number
system zero,”

Other points: “Product description
should uniquely identify the product
and be the same on delivery-unit and
delivery invoice. Easily understood ab-
breviations may be used. Brand or
company identification should be on
every line. Size should appear on the
delivery unit as well as the delivery in-
voice. It should indicate the quantity
contents of the retail selling unit. The
pack should be identified on the deliv-
ry unit as well as the delivery invoice.
It should indicate the number of retail
selling units contained in the delivery
unit.”

The plan also notes: “A column
should be provided on the delivery in-
voice so that the retail selling price can
be inserted; “Off- Zivoice™ price adjust-
ments and/or allowances should be
identified by item. They may be shown
cither in a clearly identified column or
as a scparate line on the delivery in-
voice. Prices and ‘off-invoice’ allow-
unces should be extended and totaled
on the delivery invoice.”

DSD Guidelines

The protocols, which are not bind-
ing on any firm, state deposits on both
delivered and rctumed containers
should be identified by item and treat-
ed as scparate transactions. All “rules”
for UPC identification should be fol-
lowed.

“Each document involved in the de-
livery process should be uniquely iden-
tified by number.” Also: “The delivery
date marked on the delivery invoice
should coincide with the date on which
the retailer takes possession of the
product.” The final six DSD guide-
lines are as follows:

— “The same guidelines for product
identification, pricing, allowances, cic.,
which apply to printed items also ap-
ply to handwritten items.

— *Optional information may be
included on the delivery invoice, This
information, however, should be kept
to a minimum and be included only
when atsolutcly essential.
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SAMPLE
GENERAL STORE DELIVERY INVOICE
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— “The physical size of the deliv-
ery invoice should be compatible with
normal paper-handling systems (maxi-
mum size 8.5 x 14 ins.). Also, it should
be large cnough to allow the presen-
tation of the neccssary information in
a clear, casily understandable format.

— “There should be separate docu-
ments for credit delivery invoices, all
clearly identificd. “The same guidlines
for information content and format
which apply to debit delivery invoices
should apply also to credit invoices.

— “An original of the dclivery in-
voice should be left at the store with
the delivery.

— “The reverse side of the delivery
invoice may be used for vendor statc-
ments concerning terms, conditions,
handling, compliance, etc.”

Semple Formats

Putting the guidelines into usable
form, the task force developed, cight
sample formats covering peneral prac-
tices, such as a direct-store-delivery
invoice and a beverage-delivery in-
voice.

The prototype direct-store-delivery
invoice, for example, provides for 22
types of entries, ranging from the
fim's name and address 1o vendor
number and including entries for total
units, UPC unit code, retail price and
customer signature.

The prototypes also cover such
arcas as general store delivery, pre-
print container credit, viable weight
delivery, service merchandiser delivery
and manually prepared delivery in-
voices.

Supermarket Sales in
1980 Off

The supermarket industry posicd
“negative growth” in 1980 after ail-
justing for inflation, according to 1
Food Marketing Institute study.

FMI, in its Annual Financial R -
view, reported total supermarket sal
in 1980 had risen $16 billion, reachi: :
an all-time high of $116.9 billion, Ho' -
ever, after these sales were adjust: !
to account for inflation, the $67.1 b
lion posted for “real” sales in 197’
slumped to $65.6 billion last yeu
This was the first decline in “rea
sales since the first report was con
piled in 1971.

During 1980 inflation, as measure |
by the Consumer Price Index, rose
a $13.5% rate. Retail food price .
meanwhile, increased 8%.

Inflation reduced growth of supe: -
markets’ net income, FMI said. Whii¢
net income rose $161 million, to $1.5
billion in 1980, real income after ir-
flation fell from $656 million in 197Y.
to $643 million.

(Continued on poge 32)
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ASEECO offers much more than high quality, automated equipment.
ASEECO s also a service company whose years ol international processing
experience can provide you with:

@ Piant Engineenng —Layout and Mechanical

® Electrical Engineenng and Control Panel Design

@ Machinery Selection and Procurement

@ Evaiuation of Sub-Contracts and Bids

@ Erection and Installahon of Machinery

@ Piant “Start-Up"~ and Final Adustiment

@ Training ol Operating and Maintenance Personnel

@ Service Aher Sale

PRODUCT TESTING:

To ensure the proper apphication and design of ASEECO products, a research and
development facility is maintained 10 conduct actual on-product lests 10 determing
handiing characieristics and 1 obtain data for the design of spaciakzed process

m"mK:Y‘Pm.'ECTS'
hmummmmwmdw.memou.a
desired, assist in COMMissIONIng a process facilty on stream. This service includes
mmmdmmmmm.mnmdop«m
mmmmwmwnmmdmmmam

PROJECT FINANCE PLANNING: i
ASEECO is prepared to assis! clients in oblaining comprehensive project
financing. This assistance is inclusive of counseling on the type of inancing best
suited 10 your requirements and locating the source that can provide 1.

Ask for the following literature.

Zip
ASEECO Condensed Engineering
& Specifications Catslog. [m]
16-page calaiog provides
leatures. apphcations,
specihicahons and model

selection guide lor entire
ASEECO hne Includes
diagrams and phctographs
U S and loresgn sales
othices hsted A must on any
equipment speciher's desk

ASEECO ACCUMAVEYOR.*
e g o

I ASEECO CORPORATION 8857 West Olympic Boulevard, Baverly Hills, CA 90211 (213) 652-5760 TWX: 910-490-2101
Fisruany, 1982
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Supermarket Sales Off

(Continued from poge 30)

This was the second consecutive
time real income slumped after reach-
ing a high of $681 million in 1978.
Assessing these developments, as well
as other findings pointing to inflation-
produced “negative growth,” Timothy
M. Hammonds, FMI senior vice presi-
dent said food retailers should con-
sider inflation in their daily decision
making.

“One message in this (report) is
that individual companies ought to be-
gin, il they are not already, using in-
flation-adjusted numbers in their day-
to-day operations.” For example, food
retailers could use “inflation-adjusted
return-on-investment hurdle rates for
their daily investment decisions.” Hur-
dle rates are the minimum acceptable
rate of return for undertaking new in-
vestments. The need for such a close
waich on daily store operations was
accentuated further by data for return
on total assets that shows supermar-
kets in 1980 failed to keep pace with
inflation — incurring a “paper loss.”
(Return on total assets is net income
after taxes, and before interest, as a
percentage of total assets.)

Retailers’ 1980 retum on total
assets was 6.6%, but they posted a
0.1% loss after inflation adjustments,-
including gain on debt. By compari-
son, retumn on total assets in 1979 and
1978 was 7.1% and 6.8%, respeclive-
ly. After adjustment for inflation,
thouzh, the “real” return was (0.6%
in 1979 and 1% in 1978, the FMI re-
port stated.

*While this may look like a grim
picture,” Hammonds said, “it's really
a phenomenon all industries are ex-
pericncing now, it's not something
unique to the supermarket industry.”

lafiation’s Toll

Inflation took a heavy toll on pro-
fit margins and return on net worth,
Hammonds noted.

For example, profit margins were
measured at 0.98% in 1980, identi-
cal to their 1979 performance. How-
ever, after adjustments for inflation.
supermarkets’ profit margins dezlined
to the — 0.44% level last year. com-
pared with — 0.2% in 1979. In fact,
the last time food retailers’ posted a
real gain in profit margins was in 1976,
when it was measured a1 0.86% be-
forc adjustment and 0.23% after in-
flation was factored in.
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In yet another category, return on
net worth, there was a decline from
14.4% in 1979 10 13.8% last year.
Alfter accounting for inflation, this in-
dicator’s actual 1979 performance, —
2.5%, fell further, to — 3.7% . Again,
1976 marked the last real gain,’ with
the 12.1% translating into a 3.2%
gain after adjustment.

Making a more detailed cxamina-
tion of the three key indicators, the
FMI study found that “small” firms—
those doing sales of $10 million or
less annually—had re-emerged as the
industry’s performance leaders in
1980.

In the profit-margin category, the
small firms posted an aggregate profit
margin of 1.25%, while firms doing
more than $10 million in annual sales
recorded a 0.9% profit margin in
1980.

In 1979 and 1978, the larger firms
—for the first time during the 1970s—
outperformed the small companies.
Some industry analysts said repetition
of big-firm dominance would indicate
a basic change in industry operations,

Small supermarket firms posted a
20% return on net worth in 1980, ver-
sus a 13.6% posted by stores doing
more than $10 million in annual sales.
In this catcgory, too, analysts were
looking 1o see whether large firms
could repeat the dominance they had
enjoyed over small companics in 1978
and 1979.

Return on total assets showed the
rmall firms had posted an 8.4% re-
turn, almost double the 4.% recorded
by the large companies.

In making the big-store-vs.-small-
store comparison, the FMI study did
not factor in the cflects of 1980 infla-
tion,

For his part, Hammond said, it is
not yet possible to discern any trends
in whether small firms have certain
advantages over large ones. However,
he said, “we're probably secing more
flexibility in the industry as a whole.
There is more flexibility in changing
the mix of stores, as well as on the
balance shect

“Most firms now are looking for in-
novalive sources of capital. Since high
interest rates make it very diffizult for
a firm to (secure) debt from traditional
sources — such 1s banks — the indus-
try has ied o be more conscious
about meetit.g its cxpansion funding
needs with internally generated capi-
tal,” he added.

bt Vg Gt B b s il o

Effective Tax Rale

In 1980 the FMI study for the f
time, plotted the growth in superm -
kets ‘effective tax rate,” which is 1 ¢
taxes paid by a company, divided, y
its inflation-adjusted income. T iy
method, Hammond said, gives a tr s
picture of the tax burden borne y
food retailers.

For example, a calculation of 1
rates, without adjustment for inflatic a,
showed supermarkets’ tax rates haue
been reduced from 44% in 1978 o
40% in 1979, and down to 35% last
year.

However, after accounting for the
erosion of purchasing power of moncy
earmned by retailers, the study found
their effective tax rate had climbed
from 105% in 1978 to 149% in 1979,
then zoomed upward to 381% last
year.

Studies have indicated food retailers
have among the highest tax rates of all
industrics nationwide, Hammonds said,
but he could not give specific data for
other industries’ effective rates.

“What this information really
shows,” he said, ®is that the (retail
food) industry needs to pay close ai-
tention to various tax reform meas-
ures. For example, there is a plan to
allow energy tax credits for manufac-
turing facilities but not food com-
panies.

“As an industry, we have to con-
tinually point out the fact that the
Government tends to think of manu-
facturing when it thinks of industry.
We must call its attention to the fat
that retailing is impornant but in son ¢
aspects is different from the manufz -
turing sector.”

“Flex time” seheduling
pinpoint delivery gime!

NFBA Promotions

The National Food Brokers” As -
ciation has promotced three. Charles
Haywood, who joined the associati
in 1968 as director of management ¢« -
velopment, was named cxecutive vi :
president and chiel operating offic
Janis Hoffman, with NFBA sin *
1960, was named vice president, ¢
vention, Michael C, King, who join
the association in 1978, is vice pre -
dent, business development.

Thinking Forward
“You can’t have a better tomorrov
il you are thinking about yesterday
all the time.” — Charles F. Ketterinz,
inventor extraordinary.
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NATIONAL PASTA ASSOCIATION
WINTER MEETING
FEBRUARY 28-MARCH 3, 1982 — THE BREAKERS, PALM BEACH, FLORIDA 33480
5 1day, February 28
Registration Desk in North Room F

10:00 a.m. Executive Committee Mesting in Flagler Board Room

3:00 p.m. Board of Directors Mesting in Flagler Board Room

7:00 p.m. Wekoming Reception in Mediterranean Court

8:00 p.m. Dinner Meeting with presidential address in Venetian Ballroom
Monday, March 1

9:00 a.m. Seftting the Annual Plans for 1982-83
General Session in the Mediterranean Ball Room for the Industry
Advisory Council, Government Affairs Council, Technical Affairs
Council, and Internal Affairs Council

12:00 noon Consumer Affairs Council luncheon meeting in North A

2:00 p.m. Tennis Mixer at the Tennis Club

7:00 p.m. Suppliers’ Social at the Beach Club

8:00 p.m. Mhalion Dinner at the Beach Club

Tvesday, March 2

9:00 a.m. Generol Session in the Mediterranean Ballroom
Product Promotion Report by Elinor Ehrman, Vice President, Burson-
Marsteller
The Role of Associations in Manufacturer-Distributor Relationships
lssves and Answers by Thomas K. Zaucha, President and Chief
Executive Officer of the Cooperative Food Distributors of America,
Washington, D.C.
The Distributors’ Perspective by Joseph E. Ahern, President and Chief
Executive Officer of United Grocers, Inc., Portland, OR
The Manufacturers’ Perspective by Ed Mooney, The Ed Mooney
Company, Inc., Orleans, MA
Bridging the Gap — the Role of Associations by Thomas A. Zaucha
Reactor Panel moderated by Ed Mooney: Thomas K. Zaucha, Joseph E.
Ahern, Ted J. Settany, Joseph P. Viviano, Anthony H. Giois

1:00 pm. Golf Tournament on the Ozean Course

7:00 p.m. Suppliers’ Social in the Mediterranean Ballroom

8:00 p.m. Dinner-Dance in the Venetian Ballroom

W dnesday, March 3

8:00 a.m. Breakfast Meeting for Macaroni Manufacturers in North A and B
Breakfast Meeting for Millers in North C and D
Breakfast Meetina for Suppliers in North H and |

9:00 a.m. General Session in Mediterranean Ballroom
Dr. Thomas A. McGrath, Professor of Psychology in the Graduate
School of Education at Fairfield University, Fairfield, CT, will conduct
a Seminar for Husbands and Wives on “Management for the ‘80's —

Z and Beyond: You the Manager”

12:00 noon General Luncheon in Starlight A

2:00 p.m. Board of Directors Meeting in Flagler Board Room
Adjournment by 5:00 p.m.
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About the Speakers

Thomas K. Zaucha

Thomas K. Zaucha is president and
chief exccutive officer of a national
trade association located in Washing-
ton, D.C., the Cooperative Food Dis-
tributors of America (C.F.D.A.). He
is also president and chiel exccutive
officer of Grocers® Fixtures and Equip-
ment Company (GFE). Before Mr.
Zaucha assumed leadership of these
organizations they were headquartered
in Nlinois; Mr. Zaucha relocated the
association and company to the Dis-
trict of Columbia when he was named
president in 1978,

C.F.D.A. is the national trade asso-
ciation which represents the retailer-
owned system of food distribution. lts
69 members service over 26,000 sup-
ermarkets in the United States and
Canada.

GFE ncgotiates national volume dis-
count equipment and fixtures contracts
for the benefit of the independent su-
permarket operator and his coopera-
tive warchousc. Since headquartering
in Washington the Company has re-
ported both record sales and rcbates
10 its members,

Mr. Zaucha has been a resident of
the Washington mctropolitan arca for
the past 14 years. He received a
bachelors degree in Economics from
the University of Pittsburgh and did
graduate work in  Communication
Theory and Public Address at Ameri-
can University.

Mr. Zaucha has had cxiensive ex-
perience in the ticld of public affairs.
From 1976 to 1978, he was national
director of government affairs for the
A & P Tca Company. For four years
before that, Mr. Zaucha was with the
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National Association of Food Chains
as director of public affairs. From
1970 to 1974, he was assistant direc-
tor of government affairs for the Na-
tional Canners Association, and was
also a senior advisor to the industry’s
consumer relations program,

Mr. Zaucha, from 1967 to 1970,
was an instructor of Speech Communi-
cations at George Washington Univer-
sity. For five years he was a part-time
instructor at Federal City College, and
for scven summers was an instructor
at Georgetown University.

His involvement in communily ac-
tivities include past secretary of the
Citizens for a Better Montgomery
County; past president of his local
Civic Association, and participation
on the County Executive's Special
Planning Task Force.

Mr. Zaucha resides in Potomac,
Maryland, with his wife and daughter.

Joseph E. Ahern

Joseph E. Ahern is General Mana-
ger and Chief Exccutive Officer of
United Grocers, Inc., Portland. Ore-
gon.

Hec joined United Grocers in March,
1974 as assistant general manager. He
has been president and chief cxecu-
tive officer since October, 1974,

From 1958 through 1968, Ahern
was with Pepperidge Farm where he
served as plant manager of the bakery
division and regional sales manager of
its frozen food division.

He joined the Alberto Culver Com-
pany in 1969 as vice president of
manufacturing and from 1970 through
1974, he served as president of Dres-
scl's division of American Bakerics
Company.

Ahern holds an MBA from North-
western University.

Ed Mooney

Ed Mooney is a food distribution
industry communicalor whose work
includes his widely read newsletiers,
and his cflorts as catalyst for meaning-
ful interaction between manufacturer
and distributor.

He writes and publishes AD HOC.
the management dialogue newsleticr
for food industry manufacturers and
chain and wholesaler executives.

He wriles and publishes GRASS
ROOTS, the retail dialogue newsletter
for food industry manufacturers and
supermarket/food store managers and
OWNCr-Operaiors.

He is the author of the book FROM
THE BUYER'S SIDE, a third pany
perspective of the buyer-seller inter-
rclationship in the food distribution
industry.

He is advisor to major food coror-
ations, participant on numerous 1a-
tional and regional food industry -
venlion programs, lecturer at col 2
and universities, and is a dirccte of
Sales Force Companics, Inc., Chic o
based food brokerage organizatic

Following World War Il servic in
Europe, Ed Mooney was a s of
salesman for Gerber Baby Foods, e
he became National Circulation ks
Manager for EVERYWOM. v
MAGAZINE. He was a grocery 1o
duct marketing/account executive ith
Compton Advertising, Inc., served ith
LIFE MAGAZINE as Merchand ing
Manager, and was Editor and Pub &
tion Dircctor of CHAIN STORE : GE
SUPERMARKET MAGAZINES

Ed Mooncy and his wife Jeanunt
reside in East Orleans, Cape (od:
Massachusetts. They have cight chil
dren and seven grandchildren,

THE MACARONI JOURNAL

Cains Take Industry Lead

The co-op or unaffilisted retailer,
» 0 has been the pace setter for the
w ermarket industry, may be losing
tt leadership role to the chains and
h hly disciplined voluntaries, which to
al intents and purposes act like a
¢l iin, Michael DeFabis, president of
P ston-Safeway, Indianapolis, told the
o ent Cooperative Food Distributors
of Amcrica exccutive management
o nference.

DeFabis said much of the criticism
in that relationship as far as the co-op
is concerned can be attributed to the
fact that its staff personnel think in
wrms of wholesale, whereas they
should be thinking in terms of retail.

Although warchouse and distribu-
tion problems cannot be overlooked,
the reason for the existence of the co-
op and any wholesaiv, i 1o supply the
retailer, he said.

In an informal poll DeFabis made
among members of co-ops and man-
agerial staffs, that outlook — whole-
sale opposed 1o retail — came through
in many of the faults found among
those he polled.

Most decisions by co-ops tend to be
made on the basis of bencfit 10 the
wholesaler rather than the retailer.
most  respondents  charged.  Most
wholesalers don’t know the real needs
of the retailer, they said.

Large vs. Small

Within the co-op there are continu-
al struggles between large and small
m. mbers; credit terms are said to be
ur qual, and major decisions are usu-
il made for the benefit of the larger
. nbers, DeFabis said he had found
in wolling co-op members.

wnother fault cited by many is that
2 ¢ founders of the co-op movement
fe "¢, their successors are not meas-
ur g up to that original leadership,
ke .aid. There are basically two types
o o-op management, DeFabis said:
Il autocratic type in which one man
d sinates the co-op or the weak man-
3 -strong committee system under
wl :h committees rule the roost. Co-
°f have become attractive targets for
tal ‘overs, DeFabis said, because of
m 1y of these reasons.

\lthough 43% of manufacturers in
on- survey said they felt trade rela-
ioas had improved in the past year,
only 34% of food distributors felt re-
lations were better. This was one of the
findings in the survey as reported by
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Spending for Pusta Products from Supermarket Business Magazing:

Year Spaghetti Macaroni
1970 $198.740 S8 000
1971 $197.910 S189.150
1972 $216,340 $172.6%00
1973 §286.150 $214410
1974 $284 %40 42328450
1978 108,770 249620
1976 $1.620 $265 K450
1977 $345.550 $274.0M0
1978 $370,080 291,360
1979 $195.250 S12.6%0
1980 $42K.060 LR RART]

Ed Walzer, publisher and editor of
Progressive Grocer.

Yet when asked about their own
firms’ relations with others in the trade,
§97% of the manufacturers and 53%
of the distributors felt relations had
improved. Both groups felt the back-
haul situation had led the area of im-
provement, with 88% of the manufac-
turers and 67% of the distributors
sharing this belicf. However, on im-
proved buyer competence, while 797
of the distributors noted gains, only
57% of the manufacturers agreed.

Some Manufacturers
Bypass Brokers

There has been an increase in the
practice of manufacturers bypassing
their brokers in selling 1o certain cus-
tomers, Mark Singer, president of the
National Food Brokers Association
said at the group's annual meeting.

Much of this increase has been in
the food-service area and among pri-
vate-label manufacturers. Sineer said.
He attributed the latter to increased
sales of generics. The practice is un-
fair to other retailers and wholesalers,
Singer said, since brokers cannot b
expected to provide the full level of
quality service for an account when
they are not calling on all distributors
in their arca and therefore not getting
their full commission. To expect the
broker to do so “is plainly unrealistic.”
he said.

In addition, according to Singer, this
practice may spawn preferential pric-
ing., which is illegal under the Robin-
son-Patman Act.

Two Methods Used

Two methods are being used, he
said. One involves direct selling by
the manufacturer. The other entails

Value of Total
Domestic

Soodies Comumption
$126. 780 4T S
$127.%00 SAN4 N
$137.500 $420. 450
$174.2W0 $h44, 700
$ 189,190 707 nn
$199.40 STATR20
S19K.T10 LRC TN L]
$202. 290 SK21L9W
$221.00 SKK2. 780
$233.040 $940,920
$250,290 $1.015,6x0

the distributor designating the repre-
sentative who will sell it the manufac-
turer's  product.

“Sometimes they (the manufactur-
ers) play a charade by appointing a
special representative  designated by
the consumer,” "he noted, and the bro-
her “will have to apply his major efforts
with those principals and those cus-
tomers who give him 100%  support.

Singer added that “the customer,
whether a wholesaler, ¢hain cr buy-
ing-group headguarters, is not entitled
to an uneamed preferential price not
available 1o its competitors. “There
are names for these predatory opera-
tors,” he charged. “They are raiders—
raiders of the competitive frec-enter-
prise system.”

Singer also conmended that o any
price advantage happens to be passed
on 1o the local operators, it often will
not offset the value of these services
that can no longer be provided by the
broker.

The bypassing of the food broker
is a shon term outlook for the manu-
facturer which will be detrimental 10
him in the long term, he charged. “Will
the (manufacturers) allow their com-
panies to become a pawn of the raid-
ers? Will they allow themselves to be
dominated and used and then discard-
cd when it suits the raiden?”

o combat such practices. Singer
recommended  brokers speak out o
their customers “to show the value of
services you provide on behalfl of your
principles.”

The NFBA head also called for a
closer liaison  between  manufacturer
financial people and the sales and mar-
heting arms. “The financial department
necds 1o resignize that the broker is
not an cutsider. He is not o supplier,
he is not a vendor”
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LUSTUCRU Macaroni Co - Grenable, France

BRAIBANT! has in operation a new high temperature drying

line for a wide variety of short pasta shapes:

— Cobra 1000 press with two 16" diameter die holders

— Shaker type TM/1000 AT E
—2 Metal rotar: ryers model Romet 24/8 $
~1 Finish dryer type Teless ATR/17/4 !

—~1 Cooling shaker

[ (% [ |
| | |
' DOTT INGG. M.. G. BRAIBANTI & C.S. p. A. 20122 Milano- Largo Toscanini 1 = 1 | LD ", Y
| [T 7 1T - o

o 60 E. 42nd St. - Suite 2040 New York, NY 10165 Phone (212) 682/6407-682/6408 * Telex 12-6797 BRANY'




Improved Gloss on
Polyethylene-Coated Cartons

International Paper Company has
introduced new, special high gloss inks
for its Fresh-Shicld® polyethylene
(PE) - coated folding cartons, giving
them superior gloss. The new cartons
were displayed at 1P’s booth during the
WestPack show.

These PE cartons, when printed
with the special inks, have markedly
improved resistance 1o abrasion, the
company said. In scufl tests, gloss on
waxed cartons was reduced by 33 per-
cent, while the Fresh-Shield cartons
lost only an average of 13 percent of
their gloss.

PE vs. Wax

Because of the physical differences
between wax and PE, IP indicated that
its Fresh-Shield cartons also resist
scuffing better than waxed cartons on
the packaging line, in transit, and m
the retail store. In addition, Fresh.
Shicld cartonii do not crush or wilt as
casily as waxed cartons because they
retain their stiffness. The company re-
poris that duting freczer storage tests,
its PE cartons lost an average of only
25 percent stiffness, while waxed car-
tons lost 45 percent.

Other advantages with the Fresh-
Shield caston include reduction of pro-
duct moisture loss, superior flexibility
and toughness, and less downtime on
automatic cartoning equipment  be-
cause there is no wax build-up.

Further information on IP's PE-
coated carton may be obtained by
writing International Paper Company,
77 West 45th Street, New York NY
10036, or call (B00) 223-1268; In
New York (212) 599-3194
* Registered trademark of Interna-
tional Paper Company.

Slipsheets, the Future of
Utilization . . . Today

“As a result of rising distribution
costs ¢ad a growing disenchantment
with vwwooden paliet exchange systems,
many companics are tuming to fibre-
board slipsheets as a method for ship-
ping. storing, and distributing unitized
product loads,” William V. Driscoll,
vice president, American Paper In-
stitute said at th: Physical Distribution
Equipment Exposition in St. Louis.
The show was sponsored by the Na-
tional-American Wholesale Grocers'
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Association.

“Fiberboard slipsheets,” Mr. Dris-
coll continued, “are flat shects of cor-
rugated or solid fibreboard with edge
tabs that are used with materials hand-
ling equipment to move unitized loads.
There is a trend to slipsheets, as a re-
placement for the conventional wood-
en pallet because shippers and receiv-
ers benefit by getting cost reductions
of 80-90% in materials, 10% better
space utilization, and significant reduc-
tions in transportation costs. A wide
variety of products such as foods,
drugs, chemicals, beverages and ap-
pliances are being successfully handled
on slipsheets.”

Ad Bureau Sells
NABSCAN Division

The Newspaper Advertising Bureau
has sold its NABSCAN division to a
group of research companics and in-
dividual investors, an NAB spokes-
man said.

NAB would not reveal the names
of the buyers or the purchase price.
NABSCAN, which stands for National
Advertised Brands Scanning Reports,
gathers  weekly  scanner-check-out
data from more than 450 supermarkets
in 30 states.

Jack Kaufiman, NAB president,
said the bureau had decided to se!! Te
NABSCAN division because it we it
cventually become bigger tha: 3
bureau. And since the burcau’s mi-.on
is 1o scll newspaper advertising. ra-
ther than operate a market research
company, we decided somewhat reluc-
tantly that NABSCAN belonged out-
side the bureau.”

NPA Plant Operations
Seminar, Chicago, Apr. 27-28

EEC Industrial Packaging
Market to Reach
$11.4 Billion by 1990

Sales of industrial packaging ma-
terials in European Fronomic Com-
munity nations will build from $9.57
billion in 1980 to $11.4 billion by
1990 (in constant 1980 dollars), an in-
crease of 19.1%, forecasts Finst &
Sullivan, Inc.

Growth in the market will be some-
what uneven, however, with downtumns
in 1981 and again in 1985. “The

growth prospects for the market a-
whole are very closcly related to © ¢

economic performance of EEC coi ..
tries and to world trade in gener:
the marketing research firm notes in s
new study, Industrisl Packaging P ..
ducts And Associated Machisnery M .
kets in Europe.

“Growth rates for industrial p
duction between 1982 and 1985 ¢
expected 10 be in excess of 3% | o
annum for most countrics, with the . «.
ception of the UK. and Ireland wh.r¢
growth — particularly in the UK.
wil be slower,” the report states. “In
198S, the C)'Cllﬂl effect of most coo-
nomies will see a downturn, while be-
tween 1986 and 1990 growth rates of
between 3% and 3.5% are forecust
for all countries, with the exception of
the U.K., which is forecast at 1.6%
per annum.”

Throughout the decade, West Ger-
many and France are expected to con-
tinue as the top two markets for indus-
trial packaging materials. Sales in
Germany are projected to rise 31.4%
during the decade from $2.42 billion
in 1980 to $3.18 billion by 1990, with
France scen mounting 22.2% from
$2.07 billion to $2.53 billion. The
U.K. will yield third position in 1983
1o ltaly. Sales in ltaly are forecast to
advance 16% over the decade from
$1.87 billion to $2.17 billion, whik
the UK. cdges up just 4.8% f(nem
$1.89 billion 10 $1.98 bixtion.

The 344-page report spotlights paj of
sacks, solidboard and wooden cru
as declining sectors, and characteri s
corrugated fiberboard, plastic sa
and shrinkwrap as being in the mat +
phase of their life cycle. Targeted
growth are heavy-duty corrugat
streichwrap and Big Bags., The la 1
—large bags, with a 0.5 toa-1.15 n
capacity, which can replace forty
kilogram sacks, plus a pallet and of n
a shrinkwrap or stretchwrap cover ¢
—are becoming particularly pop:
in the chemical and fertilizer inc »
tries.

-

==z

Cost of Fuel and Shipping

Two major factors shaping the o
ture of the outer packaging busir »
are the cost of fuel and shipping. \s
these costs continue to rise, the nod
grows for lighter, more cost-cflect v¢
packaging (c.g. — Big Bags), the -
port points out.

{Continued on page 42)
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Profitable
Barter

If you have a dollar, and 1 have a dollar,

and we exchange . . .
a dollar. No profit there.

_ But if you have an idea, and 1 have an
idea, and we exchange . . . we cach double
our

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

About all it takes 1o get started is, “Well,
Mac, how's business . . .." and from thewe
ideas begin to flow.

_ Your association works hard ot create the
right atmosphere for this profitable idea ex-
change. Conventions, seminars, workshops, all
of the activities that pull members together,
help to keep ideas moving.

The oftener you can rut yoursell in this
company, the more you'll benefit. Step num-
ber onc is to join and suppont your trade
association,

Slgp number two is ot antend their newt
meeting. And take an idea along with you.
l\’ou'rc bound to at least double it before you
eave,

we each still have

JOIN

The National Pasta Association
P. O. Box 336
Palatine, IL 60067

Write the Executive Director
for details.

SALVATORE Di CECCO

Exclusive Seles Representative for:

RICCIARELLI:
Automatic Packaging Machinery in
cartons or cellophane bags for
Long and short goods macaron
Cereals, rice, dried vegetables,

colfee, cocoa, nuts, dried fruits,
spices, etc

BASSANO:

Complete pasta lines equipment
Rolinox patented processing equipment

BRAMBATI:
Systems for pneumatically con.eying
semoling ond flour
Storage for noodles and short goods
Macaroni products
Dry pasta mill grinders

Address:

R.R. 1, Richmond Hill, Ontario LAC 4X7
Cenede
Phone: (416) 773-4033
If No Answer, Call Alessendro Di Cecco,
898-1911
Telex No. 06-986963

EST. 1920

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

1—VYitamins and Minerals Enrichment Assays.
2—&, Eolids eand Color Score in Eggs ond
oodles.

3—Semoline and Flour Analysis.
4—Micro-analysis for extraneous matter.
S—Senitary Plant Surveys.

6—Pesticide + Fumigant Analysis.
T—DBoctericlogical Tests for Salmonello, etc.
8—Nutritional Anclysis.
9—Troubleshooting Compressor C''s.

JAMES and MARVIN WINSTON, DIRECTORS
P.O. Box 461, 25 Mt. Vemon St ,
R.dgefield Park, NJ 07660
(201) 440-0022

Fenruany, 1982
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Ciybourn Machine Co ’

Cooley Soles Compony ‘:

Fold Pak Corporstion 2

Mubitosds a4

& Sems, D, Inc 7

4 ne.:m' I.-I?
L 1]

i ASiied Milling Corp 1.3
Wiastea “a
Weight Mechinery Div 13

CLASSIFIED
ADVERTISING RATES
Went Ads $1.50 per line
Minimem $5.00
WANTID: D wied p spesed
For informetion weite P.O. Box 336, Pols-
tine, IL 60047.
FOR SALE—Ten-year-old

ploat, co-
sechy 12 " For dosolls wrive
l.u.—.v'.o'f'n.':'u‘a. Veacouver, B. C.,
Ceneds YB4AS

FOR SALE: Dem i pross
oﬂlulud.lholnﬂll-lm-. Cell
D. I Lulle, 609-456-3700.

EEC Packaging Market

(Continued from poge 40)

The scgment suffering most is the
wooden crate. “Their use in the export
of machinery and pans is slowly be-
ing croded by heavy-duty corrugated,
primarily because it is cheaper, lighter
and can be stored fal,” Frost & Sulli-
van observes. “Other applications,
such as drink, fruit, vegetables and
produce have almost totally converted
to cither corrugated, solid fiberboard,
or in some cases, plastic crates.”

Also contributing to growth of
heavy-duly corrugated is the continu-
ing attempt by such major users as the
chemicals industry to reduce their
variable costs by shipping in larger
packs, making such stronger packag-
ing materials as heavy-duty corrugated
more attractive. All told, heavy-duty
corrugated is expected 1o increase its
share of the industrial packaging mar-
ket from about 5% at present to be-
tween 8% and 10% by 1990,

Shrinkwrap had enjoyed major
gains in recent years — especially in
food and drink packaging — as a pal-
let wrapping material because it pro-
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tected the pallet while still allowing for
visibility. However, ‘the lower ma-
terial costs, lower capital investment
and, of greater importance, the signi-
ficantly lower energy costs associated
with stretchwrap, make it inevitable
that stretchwrap will make significant
penetration in this market,” the study
says. “Those companies who have
made the investment in shrink tunnels
or hoods are unlikely to change to
stretchwrap in the short term, but one
can expect a gradual change as these
investments require replacement.”

For further information, contact
Customer Service, Frost & Sullivan,
Inc., 106 Fulton Si., New York, NY
10038, (212) 233-1080. Reporn
=E440.

Wright Machinery Service
Guarantee Progrom

Wright Machinery, one of the oldest
manufacturers of verticle FFS packag-
ing machinery in the United States,
has introduced a new pants and service
program designed  specifically  for
Wright Machinery customers. The pro-
gram pguarantces Wright customers
delivery of tube former assemblies in
four-weeks from date of order and re-
ceipt of sample film for most sizes.

Wright's Tube Formers are avail-
able in a wide range of sizes and con-
figurations for Wright FFS machines.
With Wright's short lead time guaran-
tee, customers can now replace dam-
aged or worn tube formers with origi-
nal equipment direct from the manu-
facturer, an assurance of proper tol-
crances and quality performance. All
verticle form/fill/scal machines buill
by Wright Machinery, regardless of
age, can be promptly supplied with
maost sizes of Tube Formers under this
new service program.

For more information or to place an
order under this new program, contact
Wright Machinery., Durham, NC
27702 or a Field Sales Representa-
tive for Wright Machinery. Wright
Machinery is a division of Rexham
Corporation.

Volpi Affiliates with Demaco

Volpi & Son Machine Corporation
—SoBrook Division, of East Farming-
dale, Long Island, New York (former-
ly of Brooklyn, New York) is proud
1o announce a product line affiliation

i e b BtV K S B e S
- o mm
- L

with De Francisci Machine Comy iy
{Demaco) of Brooklyn, New York

Volpi & Son is primarily invo ved
in the manufacture of Chinese No dle
machinery and had formerly | :en
associated with Giacomo Toresan of
Milan, laly in the importing of s wll
to mid size pasta machinery as ¢ lu.
sive representatives for the Ninh
Anierican Continent. The Volpi-T c.
sani association was dissolved in
June, 1981,

As befitting a “Made in USAS
package, the Volpi-Demaco combina.
tion encompasses rescarch and devel-
opment on the pan of both companics
with Volpi manufacturing the Chines
noodle machine line at their Long
Island facility and Demaco producing
the ltalian line from Brooklyn,

Volpi will also be turning out its own
small pasta machinery line; effectively
taking up the clack left by the Tore-
sani termination. Additionally, a joint
venture info the simaller equipment
field will be presented in May, 1982
at the N.R.A. (National Restauran
Association) Show in Chicago, Illinos

Both companies are collaboratuig
~n continuous line cquipment — R &
D and manufacture for the Chinese
Noodle and halian Pasta Fields.

Volpi is manufacturing doughbrcal-
ers, batch mixers, automatic skin and
noodle cutters, folder stackers and re-
lated equipment.

Demaco is manufacturing Automa-
tic Sheet formers with its continiow
mixers and pre-sheeters as well a- an
Automatic One (1) Pounder Egz oll
Doughskin Machine.

Mr. John Amato is a Manufacu e

Representative for both Volpi & -
maco,
Volpi and Demaco are indepen ent
companies collaborating on equip: ¢nt
to compete with the recent influ o
Japanese equipment into the U ted
States.

DeFrancisci Acquires
Clermont

The Clermont Food Machine ¢ 'm-
pany with all of its assets has been old
1o DeFrancisci Machine Corpora’ on.
They will continue building mach net
under the Demaco name.

John Amato of Clermont will no%
represent  the DeFrancisci  Machne
Coropration as Director of Sales &
Service.

THE MACARONT Joursal

ROSSOTTI

LEADING CONSULTANTS TO THE MACARONI INDUSTRY
SINCE 1898

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

PACKAGING —we believe we have undoubtedly

modernized more packages than any
other sources. We constantly con-
tinue our updating processes.

PROMOTION —-we have not only conceived many
promotional plans, but 1.c have
studied many that other. .nave
launched throughout the country. We
believe we can help promote your
products that you have by study, and
recommend additional products that
might be promoted in your trading
areas.

MARKETING —rather than depending entirely on
advertising dollars, we can show you
modern marketing methods which
will help capture mare of your mar-
ket. We have done it for others.

MERCHANDISING — We can point the way towards new
profitable products and lay out mer-
chandising methods.

We have experience in these areas.

‘harles C. Rossotti, President Jack E. Rossotti, Vice President

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza
Fort Lee, New Jersey 07024
Telephone (201) 944-7972
Established in 1898
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