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

printing, Fold-Pak

guarantees a ﬁ
superior package.
For an added touch

of elegance, packages can
varnished, waxed or poly<oa
depending on your individ
product need. Our graphic
structural designers are

available to update your p

age or give it a completely ne
look. The end result is a pas

package that your prod

richly deserv!

CORPQORATION

Newark, New York 14513 315-331-1200
Englewood Cliffs Sales Offica. 110 Chartotts Placs, Englewood Cliffs. New
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Natiosal Pasta Week, October 6-17,
will use the theme “Pasta’s All That
. .. and only 210 calories per serving.”
The “All That" includes nutrition,
versatility, economy, convenience, and
& flavor.

In Electronic Media

: A newly added feature to the Na-
; tional Pasta Association's publicity
{ efforts will be the use of electronic

media. At the Broadmoor Convention
Pat Muldowney, Director of Radio
and T.V. for Burson-Marsteller, Inc.,
reported that the most surprising re-
action from the various media people
is that pasta is not a fattening food and
that the skepticism means opportuni-
ties when the doubters are convinced.
la 1982-83 the electronic campaign
will include one or more spokesper-
sons for network and syndicated t.v.
talk shows, news clips, public scrvice
announcements with same sound
tracks used for radio.

Carlo Middione, an ltalo-American
born in Buffalo and now a restaurateur
in Glendale, California, will be one of
the spokespersons demonstrating how
to cook, how to sauce, and how to eat
pasta products. Brynn Thayer, a soap

A opera celebrity from Texas, married

| 10 an ltalo-American, will be an alter-

nate spokesperson. r

Five-part video newsclip scrics will
be distributed to the news programs
of 100 stations.

Three and one-hall minute talk
show clips will be distributed to 100
talk shows,

Five-minute recipe oriented radio
features will be sent to 1,000 women's
interest programs.

A television kit containing an on-
air prop including packages of elbow
macaroni, cgg noodles, and spaghetti,
four color slides, the recipe leaflet
“Pasta in a Slim Cuisine”, and script
have expected usage of 75-100 wom-
en's interest stations,

Print Media

Mzjor market wewspapers will re-
ceive three features with transparen-
cies going to color-using newspapers;
the black-and-white photo versions to
non-color publications. The fecatured
recipes will be baked macaroni and
vegetables in cheese sauce: cgg noodle
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vegetable slaw; fall vegetable-spaghet-
ti stir fry.

Newspaper Syndicales

® Newspaper Enterprise  Associa-
tion will carry a vegetable story on
rigatoni vegetable casserole.

® Joan O'Sullivan in King Features
will have two pholto stories: cgg
noodle vegetable chowder; macaroni
with turkey franks,

® Philomena Corradeno of King
Features' Nutrition Cookbook will
feature egg noodle cabbage slaw,
chicken with noodles and vegetables,
and spaghetti with fresh tomato sauce,

® Placements are scheduled with
Ethel Moore, Amalgamated Publish-
ers; Barbara Gibbons, United Fea-
tures; Joyce Macey, Economist News-
papers; Marge Jirak, Lifc Newspap-
ers; Lola Garcia, Enterprise Journal;
Joyce Lofstrom, Paddock Publications;
Janice Denham, Suburban Newspap-
ers, Inc.; Valerie Foster, Wesichester
Rockland Newspapers; Marie Cooke,
Afro-American Newspapers.

The Senday Supplemesi, Family
Weekly, Marilyn Hansen, editor, plans
to use a salad recipe using pasta with
fall vegetables.

Seburban Newspapers—1,500 pub-
lications, will be serviced with a black-
and-white photo feature.

In the black press relcases have
gone to Amalgamated Publisher, Af-
ro-American  Newspapers,  Atlanta
Daily World, Birmingham Mirror,
Houston Daily Informer, Pittsburgh

Courier.
Grocery trade will re-
ceive a black-and-white photo story.

Magarines

Essence, Scptember, has a feature
titled “Pasta Perfection™ emphasizing
nutrition with National Pasta Associa-
tion recipes.

Forecest for Home Ecomomics, Oc-
tober, “Pasta Update™ story describes
various pasta shapes, nutrition infor-
mation and some background histori-
cal data,

Lady's Circle, October, will run an
cconomy oricnted story with NPA
black-and-white photos.

{ Comsumer
will be provided with “Pasta in a Slim
Cuisine” leaflet to be distributed
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PASTA WEEK-a national publicity effort for pasta proc
Publicity Covers National Pasta Week in Every Media

through consumer informatic

in chains and independents.

Materials Availal
Posters: Background — !

Pasta Manufacturing diagran. — 504
plus postage and handling. *19 Van

tics of Pasta™ — 35¢.

Bachground Material: “Pasta Po
folio™ — 28-page booklet containing:
Manulacture of Macaroni Products]
High Quality Hard Wheat for Mac
roni Products; Semolina and/or
Wheat Flour for Macaconi: The Mazy
Shapes of Macaroni; Guide 10 Buying
and Usc of Macaroni Products; Bas
Directions for Cooking Macaroni
ducts; Food Value of Macaroni
ducts; How to use Leftover Macaro
Etiquette of Spaghetti Eating; Macan
ni Legends. This booklet sells for 50
each shipped f.0.b, Palatine, [llinok

Leaflets — 12¢ cach plus 25¢ po

age and handling; $10 per
plus freight.

“Nutritive Values of M e
Spaghetti, and Egg Noodle Product
_"l’ull Primer”™ — basic backgroe
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Mecorsnl end Vegetahlss in
Chasse Jouce

Sgp Moodle Vegeteble Slow

“Pasta
with

ipical Releases

lovers, make note! October

16 is National Pasta Week. In keep-

light-eating, weight-watching

paerns and nutritious dining, we offer
k peat egg noodle chowder.,

“The soup is easy to prepare, pood
«t you and rates tops in taste. Egg
wodle Vegetable Chowder is a mix
|asta with a medley of nourishing
eptables . . . green beans, zucchini,
aion, and carrots cooked in a bass
l chicken broth and milk «ezsoned
ith parmesan cheese. Arother bonus

piece. : .. there are only 150 ics i
12 Award Winning Pasta Recips Wkee oy utwi];.:,y ety
“Macaroni Is No. 1" . “Earich:d pasta, made from durum
. ml’ol Pusta Suppers ‘o™ “ai/or o1 ¢ high quality hard wheat,
T ; . aimp 1ant part of healthy eating.
“For Weight Control — se Yool i an .'cllenp: source of {::qlhlegx
Noodle™. Sl bohyd e+ , . . the kind of car-
“Back to Basics _ hydrat:  recommended in the US.
"5"!‘“'";':“' t‘mh" P“‘; sl Petary (- Jelines. In addition, to the
“Unimac Cookery”™ — p- 3§ %0 ¢ content, pasta gives us
ies for singles and doubles. = fm, cin, riboflavin, thiamine,
“Pasta . . . Food for A letes iton  is a low-fat, low sodium,
— 310 polE®l di; ted food. And remember,
Foodeervice Masual — > how  calories . . . only 210-220
copy. Mmae e cntree serving.”
(1) Pasta as a Saks To - e \
(2) What is Pasta? Som & N dle Vegetable Chowder

Definitions.
(3) Pasta Categorics ant
(4) Packaging, Storage
Directions.
(5) Food service equipn
preparation.
(6) mm and calon

(7) Cost-Yields of pastc P

and trade-up tips.
(8) Merchandising pasts

(9) Pasta in trade and food!

media.

(°
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| cup
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 cups
’
= fany

Coo
nt aod

b Al i &

kes B-10 servings)

i1 green beans
hredded zucchini

inly sliced onion
tagonally sliced carrots
skim milk
(13% ounces each)

d‘khn broth

. 9 prated parmesan cheese
' leaspoon pepper

8 ounces fine egg noodles
(about 4 cups)

1982
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| tablespoon salt
3 quarts boiling water

In a large pot combine vegetables,
milk, chicken broth, cheese, and pep-
per. Cover; bring to a boil. Lower heat
and simmer for 15 minutes.

While vegetables are cooking, grad-
ually add noodles and salt to rapidly
boiling water so that water continues to
boil. Cook uncovered, stirring occas-
ionally until tender. Drain in colander.
Add noodles 1o vegetable mixture.
T'ook 2 10 3 minues or until thoroughly
heated. Calories per cup: 150.

Pasta - Light, Healthiul,
Low-calorie Meals

“Team pasta with chicken or turkey
franks, and you have a twosome well
suited to low-calorie, light, nutritious
meals. There’s another big advantage
in today's recipe suggestion. It is ready
for the table in about 20 minutes—
real time savers!™

Try this quick-to-fix skillet real,
Mix elbow macaroni with carrots,
celery, parsley, and cheese-filled
franks. It's a winner and tallies about
400 calories a serving.

Macaroni with Turkey Franks
(Makes 4 servings)

cups elbow macaroni (8 ounces)

tablespoon salt

quarts boiling water

tablespoons margarine

cup shredded carrots

cup thinly sliced celery

cup chopped parsley

tablespoons chopped chives

turkey or chicken frankfurters

cup shredded cheddar cheese

Fall Vepotable-Spaghetti Stir Fry

Gradually add macaroni and salt 10
rapidly boiling water so that water
continues to boil. Cook uncovered,
stirring  occasionally, until  tender.
Drain in colander.

While macaroni is cooking, melt
margarine in a 10-inch wide skillet.
Saute’ carrots, celery, parsley, and 2
tablespoons of the chives, stirring fre-
quently, until crisp-tender, about 7
minutes. Lower heat. Stir in macaroni.
Cover and cook about 10 minutes,
Meanwhile, cut a lengthwise slit in
frankfurters, almost, but not quite
through. Fill with cheese. Sprinkle with
remaining chives. Place franks on top
of macaroni. Cover and cook about
5 minutes, or until cheese is melted.

Calories per serving: 390.

Excellent Nutrition
Enriched pasta made from durum
and/or other high quality wheat off-
ers excellent nutrition. Read the in-
formation on the package when pur-
chasing. The carbohydrate content
supplies energy. Note the protein con-
ten and the B vitamins — niacin,
thiamine and riboflavin in addition to
iron, Calorie counters appreciate that
two ounces of uncooked macaroni
and spaghetti contain only 210 cal-
ories . . . 220 in egg noodles.

Cover Photo

Perfect for panties. A big, black
cauldron filled with macaroni, cheese-
tomato sauce with black olive rings is
made to order for Hallowe'en. This
panticular concoction won honorable
mention at the Holiday Chicken Fes-
tival sponsored by the Poultry and
Egg Narional Board.
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CLYBOURN CARTONERS
OFFER 4 BASIC
PRODUCT FEEDING
& FILLING SYSTEMS ...

and more
! Yolumatric filling: Meal for most iree-lowing products such
 pewders, granules, flakes. macaron, rice, eic.

2 Net-weight scales: For free-Rowing. multishaped products
Such 23 specialty pasta products, pet foods, wrapped candies, and
Peicts with irequent density changs.

A Neo  suing: A standard 7' extension provides 14° of space
#ad | - maching for the handiing of bagged candy,
Mot p «ages, cans, botties, tubes and solid items. Kdeal for

where product changes are frequent and production

B

3 widely,

thelo ric bottle, can and pouch loading: Botties and
ungle ling conveors are positionsd accurately into car-
oh Ciyboun's Gt tray conveyor can lie

spoed.
maching 1o vertical cartoners for products like

you have a to-lead product, requent carton size
aquire sift-prool sealing— there's a standard Clybourn
M for your needs.

shensive assortment of options and accessories makes
f3asb  or us o satisly a wide range of cantoning requirements.
Fu 2 information, write for brochure No. CMC-1015 and
Peasa s; ity the type of filling system required.

Clybourn

Machine

7515 N_ Linder Ave., Skoke. IL 60077
32677-7800 Telex: 28-9472

& dngion of Paxadl, Inc

Salvatere and Alessandre Di Cecco

Exclusive Seles Representatives for:
BASSANO:

Complete posta lines machinery ond equipment
Vary high temperoture dryers (+212°F )
Rolinox and Ratolix patented drying equipment
Heavy duty ond duroble machinery
Internal plates ond oll portions in contoc! with pasta
all in stoinless steel
RICCIARELLI:
Automatic pochaging machinety in cartons or cello
phane or polyethylene bogs for
Long ond short cuts pasta, cereols, nce, dred
vegetobles, coffee, cocoa, nuts, dried fruits
spices, etc. Bundling mochines and Bologna
stomping mochines
NICCOLAI:
Dies ond die-wathing machines
High-resistonce bronze-aluminum and eatra:-light
oluminum-titanium alloys
Ecologic water-recovery and decantation tanks
BRAMBATI:
Systems for pneumatic conveyonce and blending of
semolina ond flour
Storoge for noodles and short-cut pasta
Dry pasta mill grinders
AGNELLI:
Machines for the producion of ravioli, coppellert,
tortellini, lasagne and noodles

Consulting Services Free of Charge
Addrass: LR, 1, Richmond Hill, Onterie LAC 4X7,
Cameda

Phone Neo. (414) 773-403), Aernete No. 898-1911
Telez Ne. 04-9046943

LABORATORIES, Inc.

EST. 1920

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

1—Vitemins and Minerals Enrichment Assays.
2—:‘” Seolids and Color Score in Eggs ond
oodles.

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

6—Pesticide + Fumigant Analysis.
T7—Bacteriological Tests for Scimonella, etc.
8—Nutritional Analysis.

9—Troubleshooting Compressor Oils.

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

% with the most advanced technology

{' % in assuring contidence to pasta factories all over the world

* because of experience acquired throughout the world

1
i: BRAIBANTI “HT" lines

..When there is
| “HIGH” Temperature
to be considered,

the preference
of the customers

i M=

-=
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in ITALY

in FRANCE

in US.A.

in JAPAN

in PORTUGAL

in SPAIN

in GERMANY

in USSR,

in VENEZUELA
in POLAND

in SWITZERLAND
in AUSTRIA

in BOLIVIA

in CZECHOSLOVAKIA
in FINLAND

in GREAT BRITAIN
in GREECE

in INDIA

in IRAN

in HOLLAND

in RUMANIA

in TURKEY

113 ot which 53are for loag pasta,
60 are for shoct pasta . . -

] + + » hesides innumerable lines operating at INTERMEDIATE TEMPERATURE

ewol 1 -
fastc  of
- JWELL-US.A.

H' MPERATURE"

Braibanti

[UTT INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1

: Vi ] ' . \
L@"ﬂ--ﬂam o New York, NY 10165 o Phone (212) 682-6407/682-6408 o Telex 12-6797 BRANY .




Fettuccini Alfredo

With the addition of four boil-in-bag
porducts—Fettuccini Alfredo, Fettuc-
cini Carbonara, Tortellini Guido and
Pasta Primavera—and Iwo ncw pasta
and vegetable items, Broceoli Stuffed
Shells and Spinach and Cheese Stuffed
Shells, Buitoni Foods Corporation is
further expanding what was the most
extensive line of frozen Italian spe-
ciality food available,

The four boil-in-bag items acr pack-
aged in 10 oz. servings and carry a
suggested retail _price ranging from
$1.39 for the fFettuccini Alfredo to
$1.75 for the Tortellini Guido. The
stuffed shells, packed four to each 11
oz. package, have a suggested retail
price 0, $1.59. v

Buitoni Foods C<vp. manufacturers
and markets a fuli line of quality
ltalia ndry pasta products, sauces,
pizzas and frozen entrecs.

Chef Boyo.Jee Caompaign

This fall, Chef Soyardee will launch
a new recipe ad campaign featuring
“Simple 'n Scnsational” dinner ideas
that start with the good foods from
Chel Boyardee.

Full-color spreads and pages in
Family Circle and other lcading maga-
zines, plus 30-sccond television com-
mercials, will show consumers how to
wurn their favorite Chef Boyardee pro-
ducts into delicious and casy dinners
for the whole family.

The campaign will be introduced
with Beef Ravioli, Spaghetti & Mcat-

Tortellini Guido

balls, and Beefaroni recipes, complete
with step-by-step instrictions for pre-
paration.

Advertising support will continue
through the end of the year with new
and cxciting recipes refreshing the
campaign.

Hunt's Tomato Sauce

“Why stop at good?” That is the
question asked in an eye-catching ad
for Hunt's Tomato Sauce appearing in
September Family Circle and other
magaxines. The full-color ¥5-page ad
tells consumers that Hunt's Tomato
Sauce is “thicker, richer and better
tasting than ever.” The ad agency is
Kctchum Advertising, San Francisco.

Ragu’ Stresses Nutrition

Nutrition and taste are the themes
of a new campaign for Ragu’ Spaghetti
Sauce which broke this spring. Color-
ful ads are offering consumers surpris-
ing nutritional information wbout the
pasta meal, “Spaghetti with Ragy’
Homestyle Sauce doesn’t just taste
good. It's good for you.”

The campaign was developed in re-
sponse to the growing concern of con-
sumers about health, nutrition and pro-
per cating. A recent study indicated
that although the spaghetti meal was
the number one preferred meal by
both adults and children, most people
belicved pasta to be fattening and not
particularly nutritious.

8

Pasta Primavera "ul
Using a three-page format, the a8
Ragu' campaign opencd in bold m
and white graphics with the que
“What would you say about 2
course with 280 calories, no chole
ol, that's low in fat, provides you ™
vilamins, minerals, protein,
and tastes terrific? The next page
swers simply: “That's ltalian!” =
which has been the Ragu’ theme
over 10 years. Single-page ads in
serics discuss specific nutritional
pects of the spaghetti meal. g

The ads comparc the spags
meal to other common meals nutrisl
ally. For example, one servir 2 of §f
ghetti with Ragu' Homest) ¢
(four ounces of sauce over fi 2/
of cooked pasta) has 155 (e :r cos
jes than a quaner-pound ¢
hamburger with half a cup ~ CO®
cheese. And Meatless Rag
style sauce contains no chol
compared to four ounces
steak, which contains morc
mg.

In conjunction with the @
Ragu'—the leader in the -
sauce calcgory—has chang:
bels on all spaghetti sauce
clude nutriitonal informati 1
their products.

The magazine scheduke i
such publications as Famil:
Better Homes and Garders, 48
Housekeeping, Redbook, Parcath 8
Working Mother. B

Ragu' is part of the packaged Fe8
Division of Chesebruvgh-l‘ﬂ‘f! <

THE MACARONI JO

The future
of the pasta industry.
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PRODUCT PROMOTION REPORT
by Elinor Ehrman, Burson-Marsteller, at the 78th Annual Meeting

Flectronic Media Program

The most surprising reaction from
various media people is that pasta is
not “a fat food.” There is great deal
of doubt in their minds about our mes-
sage, although they are certainly will-
ing to listen to the information. It is
an intriguing story for them. To most
people, pasta still means spaghetti and
meatballs and that means calories. To
us at Burson-Marsteller this means
opportunities for placements,

The 1982-83 clectronic campaign
will include one or more spokesper-
pasta in their ads to identify sons in addition 10 the continued use
*s winner.” Famous celebritics Hliner Ehrmen of credible third party sources on these
geoted as pasta devotees, includ- outlets.

games Jeard calls it “a pasta ava-
pach Craig Claiborne calls it “the
i tion of the nation:” Mimi
@ento: calls it “a rags to riches
ange « | image.”

All o these phrases quoted by the
illustrious food experts appeared
gihin (¢ past quarter and document
i fornate phenomenon of the con-
Bame’s nationwide passion for pasta.
| Major news magazines, as well as
Bamen's interest and shelter maga-
are extolling pasta. Related food
jes are featuring their products

the occupants of the White House.
witrachic restaurants, even those

zing in French cuisine, are now

pasta entrees, and pasta appe-
Jars are more and more common in

i menus.

| With such widespread support, the
- must continue the focus on

pasta message targeted to consu-
m in the 18-49 age bracket, which

* Your family can enjoy pasta ev-

ery day because it is low in cal-

ones

¢ Pasta is not fattening.

2Py poil

Anericar
e dur
Pro

We most also identify the pasta
's representative of the Asso-

the use of dried pasta,

made pasta, pasta made
m and/or other hard wheat.

am Recommendations

Pasta’s All That . . .and only 210
calories per serving.
Pasta’s All That Nutrition, and
only 210 calories per serving.
Pasta’s All That Versatility. and
only 210 calories per serving.
Pasta’s All That Economy. and
only 210 calories per serving.
Pasta’s All That Convenicnce,
and only 210 calories per scrving.
Pasta’s All That Flavor, and only
210 calories per serving.
Pasta’s All That Flavor, Nutri-
tion, Versatility, Economy. Con-
venience, and only 210 calories
per serving,

® Build on the electronic publicity
base with more celebrity spots,
television and radio newsclips,
expanded cable television and
radio exposure.

® Tie in with Related Industries to

® Network  and syndicated  tele-
vision talk shows,

® Five-part TV Newsclips.

® Television PSA's.

* Half-hour Cable/ITV show.

* Radio Newsclips.

® Radio women's interest pro-
grams.

* Radio PSA's.

1. TALK SHOWS

One or more spohespersons will be
used on a number of national and net-
work talk  shows, including Good
Moming  Amwrica,  Today, Over
Easy, The Richard Simmons Show,
Hour Magazine, the ABC/Hearst Ca-
ble Channel, Cable News Network and
the Cable Health Network.

Carlo Middione, the San Francisco
chel and television personality, will
be our ancnhor and primary spokesper-

Adn v for our recommended pro- develop cooperative promotions  son for most shows. However, in
afor e fiscal year ahead October (e.g., Wheat Industry Council, those instances where the show produ-
- 192 September 3'0- l;:ai:t"d & American Egg Board). cer fecls another person would be
. X% 0! ur activities for the balance brec ing re suitable, or more entertaining
The DaMaco ¥i-Temp One type of Noa-axatic ® Reach directors of cooking MO . I
shert :nuv.m o luts TOF, SRR G Clows ey et fiscal year, schools and cooking school atten.  We  have available actress  Brynn
And N dessa't sttaiz drying temparature “I‘l-“l'.;p“.h: The time, space and snergy 5 . dees through International Asso-  Thayer, “Jenny Vernon™ on the ABC
slactrically, the - saviags are coasidershie saver from the Americsa sarmative ta shert %1 1se consumer awareness of ciation of Cooking Schools. soap opera One Life 10 Live (very
prisd compared Ao llllﬂil goods dryleg-DeMaca. past < attributes, with emphasis * Develop an educational kit for fncll spoken young woman; atiractive;
Just twe-thirds prodecessor, ont : message that pasta is not hi hool students for use in o intelligent BA/University of Arkan-
emp One saves valusble 8pice. fate | |g.!_lscmsuc\c.u. g FEE ! o [ :
H-T \ Jate ing. varicty of classroom situations, 3% MA/SMU; athletic, former school
DeFranciscli Machine Corporation - " \ Bﬂ; ien the consumer reach 1o home econamics, health and nu. 'cacher, cook and a lover of pasta);
aliabout Stroet, Broskiyn, H.Y. 11208 U.S.A. (212) 963-0000 TWX: 710-884-2 \ icl e specialized audiences. o ;. and for those shows in need of o nu-
/ mw ¥ *Gro  pasta’s image as the na- W €10 tritionist-type, we will find the suit-

\ i tion’ favorite food. Let's start and show you what we've

/

- !
A/ital link in th

able personality.

\ \ prepared for release this fall as well The shows we will be using include:
pies. as review our plans for the year ahead * Good Morning America—a cook-
("on?mue News Burcau empha- with our Electronic Media Program. ing segment with ABC actress
' with constant stream of re- Pat Muldowney, Burson-Marsteller's Brynn Thayer from One Life to
food chain

keascs building pasta’s popularity, Vice President/Director — Radio/ Live.

vith a theme of: Television, will tell you about it. (Continued on poge 14)
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* Cable

Product Promotion

(Continued from poge 13)

* Today — a cooking segment

with Carlo Middione, who will
also talk about his cookbook,
“Pasta! Cooking It, Loving It
and the importance ol pasta in a
variety ol menus.

® Richard Simmons Show—the

show will be taking a cruise in
late fall and we have proposed
that Carlo Middione appear ol
Jeast once and possibly every day
to talk about pasta and other
foods.

¢ Over Easy—Carlo Middione to

talk about pasta as un ideal food
for the elderly—as they cat less,
they still nced the encrgy pasta
can give them; it is an casy food
to don't have 1o
about buying small por-
tions; it can be prepared in a
variety of meals.

e Hour Magazine—Carlo Mid-

dione with pasta recipes for sin-

gles, couples, families.

DAYTIME ABC/Hearst Cable

—Carlo Middione or nutritionist.

Health Network—This
system has not yet completed is
format but Carlo can probably be
placed here as well as a half-hour
program on pasta.

® USA Network—a half-hour pro-
gram on pasta would probably
get multiple showings on this new
network during the course of the
year.

It should be noted that additional

syndicated/network opportunities will

be

sought wherever and whenever

possible.

2.

14

NEWSCLIPS

e TELEVISION—If our results
from the Fall 5-part series are
as we expect, we will produce
another five-part serics on pasta,
this time emphasizing more of
the healthful aspects of a diet
that includes pasta. This series
will be presented to Health and
Science reporters as a serious ook
at how Americans are cating and
what they could be doing to im-
prove their dicts—everyone from
infants to the elderly. Medical
doctors will be more prominent
in this scries, although we will
again present cooking tips, advice
from a nutritionist and comments
from pasta caters.
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3. TELEVISION'S PSA'S

Public Service Announcemen's
(PSA's) are non-commercial mes-
sages by stations on a
regular basis during the full
broadcast day.
We will prepare two TV an-
nouncements, one 30-second and
onc 20-second, concerning the
need for complex carbohydrates,
such as pasta, in the dict, The
announcement will also include
the information that pasta is low-
calorie, low-fat,
We will utilize the existing video-
tape footage to produce these PSA's.

4. CABLE/ITV

Utilizing the footage already shot
for the current five-part series,
we will produce a 3': minute
tape for “Talk Shows™ as well as
for use on Cable TV.

With this footage plus footage
from next year's five-part series,
we could produce a 30-minute,
magazine format television pro-
gram on pasta to be placed on
cable systems and Instructional
Television systems for classroom
use. It will also be offered to com-
mercial television stations.

5. RADIO NEWSCLIPS
We will utilize more radio oppor-
tunities this year, primarily be-
cause the statellite technology is
improving so much and reducing
costs.
Monthly radio actuality/feature
story by satellite to approximate-
ly 1,000 AP Audio subscribing
stations and more than 200 Na-
tional Public Radio stations. Stor-
ies would all be consumer rela-
ted—"The National Pasta Asso-
ciation today reported that pasta
consumption is up for the seventh
straight month, etc. . . ™
“American Heart Association di-
rector, Dr. John Doe reporied to-
day that patients adding whole
grains to their diets . . .such as
pasta . . . have less a chance of
getting stomach and colon cancer
than patients who cat an unrcgu-
lated diet.” Tumaround is quick-
24 hours.

6. WOMEN'S INTEREST
PROGRAMS
One thousand stations will be ser-
viced with 2-five minute features
with short recipes with a record

3
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women's interest broade:  team
AROUND THE HOUS! i
tributed to a potential
ol 4,000,000 in med:
small markets. 300 stat

be expected to report us e

7. RADIO PSA"s
We will prepare two rad: Public
Service Anncuncements (PSA')
one 30-second and onc 20-sx.
ond, concerning the need for
complex carbohydrates, like pasta,
in the diet. The announcemen
will also include the information
that pasta is Jow-caloric, low-lat
We will utilize the existing
soundtrack from the videolape
footage to produce these PSA's

And now back to Elinor and The
Consumer News Bureau, Our bask
print program will continue:

Newspapers

Major Market Dailies
Eighteen exclusive photo fex
tures, cach distributed to fod
editors of daily newspapers @
265 major market arcas, exh
with two recipes. Eight new coke
photographs with copy and reck
pes 1o S(-color-using ncwspapn
serviced with transparencics.

Newspaper Color Pages
Appleton Post Crescent— June |
PASTA.—When shopping
pasta from spaghetti to /igatos
read the labels. Check 1 be sut
what you purchase. Bec. i
1a is Jow in fat and soc im ad
is an excellent source of ompict
carbohydraies we are ped ©
eat, it can be served ith the
knowledge that it is g ! food
Two i+ th\Veg
ctables; Ratatouille-Fill M
cotti, Circulation: 52,22

Spokane Spokesman
April 21 “Good Food

Grain™ — “The newest
Dictary Guidclines re. ™
increasing amounts of ©
carbohydrates and decr

takes of fats, simple su i*

fully incorporating thes

changes into your cveryu:y ¥
is with o =

Chicken and vegetables photo ®

recipe.
Circulation: 71,603.
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GO with Maldari

for Quality, Workmanship, Service

© Extrusion Dies to Your Specification
e Unusual Shapes and Designs

» Convenient worry-free reconditioning.

Call or Write for Details

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

America’s Largest Mocoroni Die Maokers Since 1903 - With M w C

nly Retaned In Some Fomily
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Product Promotion
(Continued from poge 14)

S§t. Louis Globe-Democrat—
January 30-31. “P is for Pasta—
Pleasing and Palatable”™—"Ser-
ved as an entree or a side dish,
enriched pasta is good source of
complex carbohydrates. Plain
pasta is low in fat and sodium
and is casily digested. Two oun-
ces uncooked pasta, an average
cntree  serving, contains about
210 calories.” Six recipes total.
Circulation: 252,198.

Orlando Sentincl—May 27. “Pass
the Pasta on any Occasion.” “It’s
obvious the pasta craze is here.
Cozy pasta bars in New Y%
and other larger cities feature a
multitude of fresh herbal and
vegetables varieties which fnange
daily"—"Pasta has been called
the food of the 1980's,” for very
good reason, Best of all, pasta is
low in calories. Five ounces of
cooked spaghetti with four ounces
of commercially prepared sauce
is only 280 calories. It's low in
fat and sodium, provides an ex-
cellent source of complex carbo-
hydrates. Photo and recipe—
Linguine with Shrimp-Yogun
Sauce; atd second recipe—Spag-
hetti with Fresh Vegetable Sauce.
Circulation: 200,000.

Noie these headlines from Seattle
Post-Intclligencer, Augusta Herald,
Columbus Dispatch, Fresno Bee, Ba-
kersfield Californian, Lubbock Ava-
lanche Journal, Pitisburgh Post Ga-
zetle:

“Say goodbye to high-calorie meals™

“Low-calorie spaghetti entrees pu-
tritious, versatile, easy™

“Pasta Fills the Bill for Light Eal-
ers”

“Pasta is food to remember for Nu-
trition, Good Health™

“Pasta: Nutritious
Calories”

“Have Your Noodles and Keep
Slim Too"

“This Lasagne is For Dicters”

“Pasta Lends ltsell to Light Eating
in Low Calorie Entrees”

“Pasta Dishes Are Excellent For
Light, Nutritious Dining™

Newspaper Syndicales

150 plus recipe-oriented placements
with national and regional newspaper
syndicates and syndicated Sunday sup-
plements (Family Weekly-Parade).

16
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Syndicaied Senday Sepplements

Family Weekly — April 4. Title
on cover “Lotsa Pasta.,” It's made of
semolina or durum wheat flour mixed
with water and is then kneaded, shap-
ed, rolled or cut.” “Pasta also fits into
the U.S. Dietary Guidelines that rec-
ommend we eat adequate amounts of
starch and fiber.” Circulation 12,303,-
505. 357 Newspapers.

In the newspaper syndicates run-
ning in daily papers here are some ol
this year's breaks.

King Fratures — O'Sullivan, “Hot
or Cold Pasta Tops the Hit Parade"—
This new version of lasagne keeps an
eye on calories for those who are
counting. Per serving, it adds up to
about 238, not only a bargain, but a
delicious one!

King Features — NEA. Three NEA
breaks. Fishermen's Linguine, Mexi-
can Hot Pot Pasta, Marco Polo Lo
Mein. King Features Nutrition Cook-
book — “Pasta, Past and Present.”
“Remember when pasta was a word
reserved for Italian usage? For Non-
Italians the great grain product, with
about 150 shapes was cither spaghetti,
macaroni or noodles. Today, nearly
everyone knows “Pasta” glorified by
gourmets, highlighted in headlines and
featured in restaurants with clegant
names.”

News fcatures will be a new ele-
ment in our 1982-83 program. We
plan 4 syndicated news features (one
with photographs) for newspaper Fam-
ily Living and Modem Living Sec-
tions plus industry news stories, as op-
portunities arise, for placement with
business publications.

Magazines

Continued contact with editors to
tailor appropriate materials for indi-
vidual formats — woman's interest,
shelter, youth, romance, health, senior
citizen, ethnic groups,

Here are some examples from the
current program.

Good Housekeping — February.
Skillet Macaroni and Cheese. Circula-
tion: 5,138,948,

Southern Living — February —
Title — “It's Italian and it's Light."—
“Italian spaghetti and garlic bread are
usually flatly refused by a dedicated
dicter, However, calorie counters can
indulge in this month's light ltalian
menu without a worry. Each of the

..._‘A.\},;_:.- ‘_ S an i

recipes has been stripped ey
calories in our test kitchen a | g
our stamp of approval for fl. or
appeal.” Chicken and Spinac N
les recipe in photo; second r. :ipe
Meaty Spaghetti. Calorie cour s gi
on recipes — Chicken Noodle —
Mcaty Spaghetti — 330. Cir ulaii
1,405,685,

Daring Romances — Junc. “P,
Quickies For Single-Doubles.”
“Counting calorics? There ure
210 calories in two ounces of uncod
ed macaroni and spaghetti, 220 in ¢
noodles. Pasta is a low-fat, low
dium, casily digested food.” Four
orie counted recipes. Circulation: 2
0G0.

True Story — May “It’s now
and cnjoyable to eat lightly
healthfully with enriched pas
thanks to the “Eat Light with Pas
Recipe leaflet. Circulation: 1,750,00

Woman's Day — 365 Moncy
ing Menus and Recipes — 2
photos. Booklet to send for “Pard
Down Pasta”. The NPA Offers “E
Light with Pasta,” a folder of pa
recipes for the lighter cating pane
which many of us have adopied
Circulation: 350,000,

Update — Spring Issue — “Pas
Perfect.” One of Springs favo
healthy foods and indecd a favo
for all scasons is the noodle. l.ong
garded as high caloric and weighly
pasta consumed in moderaticr can
slimming. Also it provides ; cal
trition as a high energy foou. i
tion: 1,500,000. Magazine
Motorist Club.

Key Influence Groups !
1. Supermarket Consume: pe
ists — 2 releases witl
information and recipe :
2. Extension Home Econ« 181 3§
updated information a  I®
leaflets to 1,700 o
leaders.

Judge for yourself. No matter what people stuff inside
manicotti or 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 top quality. Amber mills the finest durum
wheat into fine pasta ingredients. .. Venezia No. 1
Semolina, Imperia Durum Granular or Crestal Fancy
Durum Patent Flour. The consistent color and quality of
vour 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
¥
biiif

| Perfect pasta
v | makes a
Contact with publicists o! com
tible products for publicity tie- 15
as feasible, merchandising ar :
tising. We pian to work witl A<
can Egg Board in a cooperati:¢
release.
We have also met with the Wh
Industry Council and plan 1o &0
our activities with their program-

at case
sora od
S mg prooft Next time you order, specify Amber.

4 _/4 AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION
] Mills 2t Rush City, Minn. » General Offices at 5t Paul, Minn. 55165/Phone (612) 646-941)

Il-

o




Product Promotion
(Continued from poge 16)
Leafiet

200,000 twoold, two-color leaf-
let geared to our 1982-83 theme will
be distributed through supermarket
consumer specialists, extension home
ag:nomhu. consumer media, electru-
nic use.

Television Kit

Television kit with appropriate
props, script, slides, pasta products
and recipe leaflet for use during Na-
tional Pasta Week, October 6-15.

Sixteenth Annual Pasta Reunion-1983

Our 1982 Luncheon to be held in
the Helmsley Palace Hotel Library
and Drawing Room sets the precedent
for moving the annual event intc the
New York City midtown area,

As plans are made for 198, we will
be researching various upsc.le loca-
tions suited to a chic pasta presenta-
tion. Consideration can be given 10
the newly re-opencd, elegantly decor-
ated Cotillion Room in the Pierre Ho-
tel, with a view of Fifth Avenue and
Central Park. Food services will em-
phasize low-calorie pasta entrees.

We will ptan to have a featured
speaker such as Carlo Middione, ulong
with some new and innovutive pasta
entrees and an industry update,

Attendees (75-100) will include
consumer and foodservice food editors,
local television and radio medin, in-
dustry members. Guests will receive
press kits and take-home gifts,

International Associatioa of
Cooking Schools

The Association has a membership
of 690, all of whom ecither conduct
cooking schools or are instructors in
cooking schools. Many also author
cookbooks and mag.ine articles.

We believe this organization can
be an effective vehicle in conveying
our pasta message. New ways to serve
pasta can be communicated for use in
the foods classses through the month-
ly newsletter,

The annual convention is scheduled
March 17-20, 1983 in Houston. Cook-
ing demonstrations are a part of the
format. This would provide an excel-
lent opportunity for Carlo Middione
to appear with new presentations,
Futures for Consumer News Burean
Already Scheduled Include

® Pasta at the Palace — Sept. 15

National Pasta Week—Oct. 7-16

Essence — August — “Pasta
Perfect™ tentative title for two-
page pasta spread using NPA
black-and-white photos — Mac-
aroni Carbonala; Noodles Al-
fredo.

® Woman's Day Simply Delicious
Mecals in Minutes — July — Pas-
ta Section Using One of Our
Transparencies . . . About 12
recipes.

® Woman's Day Home Entertain-
ment issue — December, Spag-
hetti and Meatballs
for “Buffet Table™ section.

® Denver Post interview with Carlo
Middione.

National Pasta Associstion
Foodservice Program
There isnt a segment of the food-
service industry that isn't taking ad-
vantage of pasta’s low-cost, high-pro-
fit advantage. For example,
® Kestawramis arc using pasta’s
perceived value to offer high-
profit menu items. Pasta is chic.
Its image has come a long way
from spaghetti and meatballs.
We now see it tossed with soph-
isticated foods to attract the big
spender, in addition to the old
favorites to keep the moderate
spender interested.
® Schools / Hospitsls / Nursing
Homes are taking a look at pas-
ta's nutritious value — A critical
factor to menu planning for this
group. More than cver before,
pasta recipes arc being added to
menus for low-caloric meals and
pasta is being considered a vi-
able protein supplement. This
new look, along with pasta’s low-
cost, is a boon to institutional
dieticians and focdservice direc-
tors whose menu selections are
dictated by nutrition and cost.
® Contract-Feeders — Much of
their success is based on creating
menus that fit the demand of a
captive audience. Currently, nu-
trition and weight control are im-
portant to consumers. We know
of several examples where pasta
is the focus for lealth and diet
promotions.
¢ Take-Owt — Minz than a con-
cept, this seivicr his become a
market segment of its own and
pasta is showing p as a hot and
cold item. Pavi» sulads have cre-
ated their own competition as op-

We also belicve the high populariy
of pasta in ultrachic restaurants todz
has a positive effect in influencing the
diner-out 1o cook more pasta at home
Pasta appetizer salads are an excellen
example ol a restaurant specialty
which boosts pasta salads for in-home
use.
Many cuonsumer magazines and
newspaper food writers incorporate
into their articles quotes from wel-
known chefs and restaurateurs oo
the glories of pasta. These are ofi
sparked by foodservice stories proéil-
ing specific restaurants and chels o
op placement possibilities with com-
patible foods to extend our reach and
visability at a lower cost and will coo-
tinue to aim for additional placements
utilizing existing photos with new re-
leases produced.

Examples from this year's program
Our 1982 Pasta Foodservice Program
has focused on showing operat.rs the
many wonders of pasta — es; ciall
how it can be used to increase nrofit
and customer traffic, and apply »ncs
markets like take-out and ¢ cring
We've continued to position | ta in
the mainstream of today's cat I Ity
be thin diets by developing low ione
recipes for all food service . plicr
tions. This is what editors we  ask-
ing for.

Pasta recipes were still onc f th
most asked - for types by fo  edr
tors. We've developed some gre 096
and scored prominent photo ¢ ply
throughout the trade press. |« ¢
year-to-date, we've placed seve: ook
photos and recipes, totaling o eraf
in 13 major trado magazines: i1 304"
tion, five more are chek
uled for this year. Here's a quics 1%
down of some of the different andr
ences we've reached with pasta.
Food Service Marketing

In perfect siep with this year's P>
gram, pasta got the lead spodight ®
this story on low-calorie, light mesd

THE MACARONT JoURNA!

jesture A pasta salad as scrved at
New wk's popular Between the
Bread staurant is a light, refreshing
aowd worite, served both to table
wd 12} -out customers at an unusual-
iy low d0d cost of only 30 percent.
The cx v tells our pasta story to a
“T". * he misconception that pasta
& hear v’ is changing, and many res-
marsteurs are meeting the demands
o customers for low-caloric foods
sith exciting pasta menu items.”

Circulation: 106,700. Focus: Low
Caloric Foods.
Restsurants and Institwiious

When editors at restaurants and in-

winstions wanted a story on creative
lunch ideas, they called for pasta. We

i craled Caponata Spaghetti — a de-

licious Jow-calorie, unique recipe that
pots pasta in the lunchtime main-
stream. Festive without being too fill-
ing. the recipe was developed for take-
oat service, too. It can be served hot
of cold, which means it fits all serv-
ies, An added bonus in this place-
ment, editor played up pasta as a per-
fect feature in the school lunch room,
shich gives pasta a place in the in-
situtional lunch market, too. Circu-
lation: 107,000. Focus: Lunch.

Restowrants snd Hospltality

Pasta lends itsell beautifully to self-
service food bars. A growing merchan-
duing 1ochnique, we've seen salad and
dessert bars growing in popularity.
Now w . re sceing pasta bars springing
ny restausants. Joe Rigatoni's
t in Houston puts pasta in
ight — exactly where it be-
istomers sclect their favorite
| sauce. It's a marketing stra-
is cost and labor efficient and
builder. Circulation: 76,500.
ew Merchandising Concept.

us and Institutions

lor publicity photo continues
r and stimulate requests for
a foodservice manual and
rds. This is an example of a
it that appears in the buyer’s
unt s ction of restaurants and in-
Stutio s, This section is usually re-
“nved lor major advertisers, but our
oagoing contact with editors won us
“‘M?ul. Circulation: 107,000. Focus:
Ongoing Editor Contacts Get Results,

Restaurants sad Tastitutions
Restaurants and institutions wanted
© know where pasta fits into the

Ocroaes, 1982
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boom in bar nibbles. Viola, these [ried
pasta treats make unique finger foods
which editors felt deserved a fullpage
treatment. Circulation: 107,000. Fo-
cus: Pasta Makes an Ideal Bar Nibble.

That concludes our presentation of
activities for this current fiscal year
and our present plans for the year
ahead.

We think we've already made great
progress in getting our “non-fatten-
ing" message across to consumers in
both print and electronic media. We
hope to accomplish our objectives of
cxpanding the pasta market by follow-
ing these strategies in the year ahead.

Couponing’s Growth in
Food Marketing

The number of cents-olf coupons
distributed by manufacturers and re-
tailers skyrocketed between 1965 and
1980, from 10 billion to 90 billion.
About BO percent of U.S. houscholds
redeemed coupons in 1979, making
coupons the most rapidly growing
form of food advertising. This report
analyzes the use of coupons by con-
sumers, as a marketing tool by manu-
facturers and rctailers, and in the
marketing of farm produce,

About 60 percent of the coupons
redcemed in foodstores were for food,
for a total value approaching $900
million. Although coupons still make
up the smallest portion of all major
food advertising, their value rose from
less than 6 percent of total advertising
expenditures in 1970 to 11 percent in
1979, This is still less than about 25
percent of what the manufacturers
spent on electronic advertising (TV,
radio), and less than 50 percent of

that spent on printed media or prem-
ium offers (such as trading stamps).

This Economic Research Service
study from U.S. Dept. of Agriculture
also finds that:

—Only about | out of 20 food cou-
pons issucd are redeemed.

—About 3.3 cents of cvery $10
spent by the consumer for food gocs
to cover the cost of coupons.

—LCoflfee, prepared foods, break-
fast cereal, and flour and flour mix
products, which account for 10 per-
cent of the consumer food budget,
make up about 60 percent of the val-
ue of coupons redeecmed.

—There is no hard evidence that
food prices would drop in the absence
of coupons because manufacturers
could shift to other types of advertis-
ing.

—Manufacturers use coupons 10 in-
troduce new products, build brand
loyalty, and ensure that price reduc-
tions are passed on to the consumer.

—In general, retailers feel that
couponing reduces their control over
shelf space. Some retailers also view
reimbursement of their handling costs
as inadequatc and think that double
couponing (coupon redemption at
twice the coupon face value) cuts
their profits.

—Coupons have little effect on the
demand for raw farm products because
coupons are mostly used to promole
food with a low farm price compared
with retail price (that is, a large farm-
to-retail price spread).

—Coupons are primarily issucd for
storable, branded items instcad of less
processcd, perishable products.

(Continued on page 22)

Pasta Publicity Box Score
Juby , 1981 — Jume 30, 1982

Newspa ; Syndicates
| <
Major mﬂm Newspapers
Subirban Newspapers
Syndicated g_up‘g‘kmmh Is
0 s
mmpam Releases

Placements Circuletion
96 317,727,408
139 863,501,378
18 468,000,000

k) 24,000,000
9 110,931,545
163 17,284,611
] 997264
3 2,400 stations
36 organizations
2 10 320 publications
1o 90 stations
5 releases + kit
90,000 leaflcts
1.700 leaflets
23 :uhliulium
1,700,635
1.049.176,300
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(Continued from poge 19)
—Coupon redemption rates are
highest for coupons in or on the pack-
age; production and handling costs are
also lowest for these coupons.
—The average face value of cou-
pons is 23.5 cents.
—Daily newspaper coupons ac-
count for more than 50 percent of all
coupons distributed and about 40 per-

average 6.5% in 1981 to $1,029,460,-
000, the highest volume in history.

As profiled in Chain Store Age Su-
permarket Sales Manual for 1982,
pasta accounted for 0.5 percent of

those redeemed ume; in 1981 it was 6.5 percent. And tion, however, we find
ol private label mac/cheese Is running ing number of categories suffered tos
—-lmrheommuunuummm nage losses. And for the most cake
fewer coupons than other income  Noodle-based dinners with meat are gories that did register tonnage in-
groups. viable merchandising packages, be- creases, the gain was usually in the
—Leading food firms tend to issue cause the price range is still lower than  pallid 2-3 percent range,
the most coupons, $1.00 (79¢-83¢). However, when meat Americans are using their noodiy
> mqpeelizer v Nutri ::nyl:ubymmnw it, :.::
Pasta is gaining wider acceptance it i
Pasta Products Performance ;"o coergy-storing source for ath- love it, the price is right — and it
Supermarket pasta product volume, letes, and pasta manufacturers are in  widely written up as the stylish thisg
tracked in $1 million units, rose an the promotional forefront. Lighter to do. No wonder then that, in a geoer
Pasta Products: 1981 Performance—S$2 Million Supermarkets
i Sales i Profit Assoriment | Margin
1981 1580 % Gioss fems/ Avg. Gross
% ol | Dottar Dollar ! ol Dept. | Prolt Brands/ Margn
ol s Maons) | (ktions) | DA 2:3 ryond Ve é‘:.?;
les . ;
Wé—lﬂ'ﬂ ALY REELD T LK ]
With Cheese ne, 12323 ¥ an 988 2166 6 19.2
Al Othes Macarons Dinners assJ__ 798| 7446 | -390 | 212| so8] 1 | 71|
ST TR Wi R LY R 8.7
With Meat 1.69 1742 1950 | - 1066 1.97 41 4 a1
Al (ther Noodle Dinners 429 44.14] 4078 824 464 | 1112 1 25.2
[~ Spaghetti Dinners LW AN AR I NS 3 L]
At Over Spaghets Dne 1ol 12| wes | s vl e | 3 | 22
At Other s f . j p
- — ) A LK 0 X P O -
TR RWA[ Tl 13 1 ww| w | BT
= el wal g | vl gwloamon |
Al Other Macaro s / 0 |
7 2 . W YW WAT| a1 | . X ]
Flat 10.78] 110.93| 106.38 428 | 12.45 a8 13 209
Al Other Noodles 1.27 7488) 7269 301 1.22 17.30 13 2.1 |
EEE: LR BEAH ; 8] 1) o1 )
Regular 18.16| 187.15| 161.4 1600 | 1983 47.54 15 54
'ﬁ%m%@ 6.16 63.38 52.05_ 31}; 13% I!.i]’ 5 _g_g_ |
Pima Wix___ W B[ KA [ -IR] I0 ; N -
|~ One-Pai Dinners i Which Frash
Meat Fish is Added 5.26 MM B |- 47 §.35 nn 1" nl
With Noodles or Macarom 1.97 2024 2128 | - 488 1.98 4 3 04
With Rice 0.33 337 355 |- 506 030 on 1 21.0
M mwfo";::‘edm“ s 96 3043 NN 4.6 307 1.36 7 24.2
Meat Fish A f d = 4. ; i
[ Woodles With Sauce Mizes R B[ H. 208|187 N[ & | NI
ATl Diher Pasta Dinners W10 _Wwel | IR iR 18 I X
Tolal 100.00(51,629.46 | $966.27 6.54 | 100.00 | 5209.59 e na
*s of lolal store volume . . . 0.50%
“Heneenl 100 g

ally + iggish dry grocery market, pasta
was . 'le to register an increase in ton-
mge { 2.2 percent. Grocers have al-
ways .dmired the cross merchandising
oppo unities that pasta presents —
from ‘rated cheese in the dairy depan-
ment. 10 sauces in the grocery depart-
ment. and, of course, chopped beel
for mcatballs.

Coupon Offers

The Great Pasta Rebate mail-in
ofer: Send six proofs of purchase
from any French's Prize Recipe Spa-
ghetti Sauce Mixes and they will send
you a 90¢ rebate on your purchase of
pasta. Certificate should be sent 1o
Freach’s Great Pasta Rebate, P.O.
B 22327, Rochester, N.Y. 14692,

Contadina Italian Paste—the world's
casiest recipe for homemade spaghetti
sece—one can Contadina tomato
paste plus a rp of water equals home-
made spaghctti suice.

-

AP !mprovement

The Great Atlantic & Pacific Tea
Co, Inc., recorded its first profitable
quarier in two years in the first quarter
caded June 19. Net camings for the
qurter totaled $8,506,000, equal to
3¢ per share on the common stock,
compared 1o a loss of $10,377,000 in
¢ first quarter of fiscal 1981,

Sales for the quarter aggregated
$1,359,538,000, down from $1,701,-
621,000 last year.

“This is the first profitable period
for A % P in more than two years, and
i be:: in many years,” James Wood,
im0 and chief executive officer,
sid i announcing the results at the
nua mecting of sharcholders. “It
reflect the positive effects of the com-
fany"  revitalization program which
vai i tiated Jate in 1981. The pro-
Fm  as directed toward the closing
ad/c sale of unprofitable operations,
irest «turing of the company's pen-
‘oa | ogram to utilize $200,000,000
@ Jus funds and a reduction in
the o -thead and operating costs.

“In he fourth quarter of 1981, with
B¢ p:gram only partially underway,
B¢ co apany had its best trading result
‘e 1977, with the net loss, stripped
dall ¢ items, reduced to
829 million after tax. That improve-
Bent continued during the first quarter
o 1952 beginning slowly in the first
™0 months, and accelerating in the
5t two months as the full impact of
% program took effect. Even though

Ocroues, 1982

Product Mevement Price Chenge Privete Label
Paste $ Velue Toennege % Shere Change
+106 +22 +8.3 20.1 +1.6
Paste
(Dry Pockaged) Rice
Base Group: Female homemakers Female homemakers
Usens 808 % 8759
Heavy Usen® 286% 33.2%
(%) hta\ry%ulen
v. average ©
Geography North East +131 South +13
Pacific + 9
Type of Area Metro Suburban + 16 ‘I}iﬁm Cent.
ity + 6
Household Income $40,000 + +22 $40,000 + +29
$30,000 + +28 $30,000 + +28
$25.000 + +21 $25,000+ +21
$20,000 + + 8
$15,000 + +18
Age Group 25-34 +14 25-34 +16
3544 +1s 3544 +133
45-54 +18s 45-54 +10
Employment Part-time +121 Part-time +10
Race -_— Black +31
Other +78
Marital Status Married +14 Married +12
Parents +32 Parents +32
Household Size 34 people +26 34 +19
5 or more +57 5 or more +53
Education HS. Grad + 7 College grad +13
Heavy Usens = Heavy Users =
154% of Usens 37.9% of Usen
67.4% of Usage 77.4% of Usage
* Heavy Users used: 3 or more in last 4 or more servings in
¥ last 7 days
from Progressive Grocer Magazine,
the economy was in decline, our oper- July, 1982

ating results continued to improve.”
Stating that the company has “com-
pletely withdrawn from grocery prod-
uct manufacturing,” Mr. Wood added,
“Today, A & P is, for the first time
in 50 years, a single-minded retail food
chain. The absence of manufacturing
will make us better retail merchants
for the customer while improving our
gross margins in grocery products.”

Prince Modifies Label

The Prince Company, Inc. has
agreed to modify its labeling for
“Light” pasta to made sodium claims
consistent with FDA’s recent proposal
on labeling for sodium content.

The action came after the Council
of Better Business Bureaus' National
Adventising Division questioned the
firm's claim of “no salt” on the pack-
age label, noting that one of the listed
ingredients was sodium phosphate,

Prince agreed to reword the claim
to bring it in line “for products with
low sodium content.’

Tonnage and Dollar Trends
1981 V. 1980 (% CHANGE

School Meal Guide Raised

Maximum income a family can earn
and still have its children qualify for
free or reduced price school meals has
been raised 10% , effective July 1. The
change results from the annual cost-
of-living adjustment made by the De-
partment of Agriculture.

The income limit for free meal eli-
gibility, sct by Congree at 130% of the
federal poverty line, is raiscd by this
year's adjustment from $10,990 to
$12,090 for a family of four. Eligi-
bility for reduced price meals, sct a1
185% of poverty, will rise from §15,-
630 to $17,210. The federal poverty
line is $9,300 for a family of four.

The guidelines govern participation
in the free or low-cost meal programs
under the national school lunch, school
lunch, school breakfast, child care
food, special milk and commodity
school programs.
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An art

Pasta is an art
and a science.

A science

Posta prepared in its many gourmet torms can be Pasta s also an ongong work ot R & D

pure art Fettucaine Allredo Cannelloni Alla
Nerone Stufted Manicott Ravioh Alla Bardell
Piwuant Vermicelll Spaghertt with Bolognese
Seuce Be Chamel Sauce on Tortellini Chicken

Terrazzine Linguine in Clam Sauce

The names Alone are an art

The scientific nuintional Lacts are that as o
tuncuonal tood. pasta s dithcult 1o surpass s
dietary contnbution to the well bemg of the active
body s important as a source of macin nbotlayin
thiamime vitamun B, and von And as the ¢ hart
shows pasta armished with tasty, accompan
ments is an excellent source of protein and
carbohydrates with a muinimum ot calones

M.caroni or Spagherti [rg form
Coosrd b
Cooked Toniter
T nato Paste
k ato Puree
€ ese Amernca
Sams
Patmiesar
b burger Lean Kas
Caoonet

b burger Reguiar Koa
Cooseet

100 GRAMS EDIDLE PORTION

Protein fat Carbohydrate Water Calories
IGMS) GMs) (GMS) (Percent)
15 / '8 2 13
50 0s ] i ]
[ ) d 210
| I ud - 1S ]
’s h N ¥
23 i
1t y i .
Yoo 0 ) |
Ps) 1o L)
174 i
142 013 H4 -

Pastas — let's tell it like it is.

ADM

4550 W 109 Street Stawnee Misson RS GO2 T 8 1 913 381 1300

ADM also supplies quality shortening. corn smeeteners.
C0,. voy proteins. dough conditioners and vital wheat gluten

for the baking Industry.




gomc of you out there are egg
b} processors and are already famil-
lar with the American Egg Board's
promotion programs, but please try
not to move your lips along with me
while 1 try to explain it to those who
don't know much about it.

About 8 years ago, Congress passed
a law enabling egg producers to assess
themselves to establish a promotion
and rescarch program, After a couple
years of rulemaking and other govern-
ment procedures, the checkofl began
in September of 1976. We spent those
first few months developing our plans
and collecting some money and our
full scale program began in January
of 1977.

Incidentally, there was an American
Egg Board prior to 1976, but it was
financed on a voluntary basis and its
annual budget was around $250,000.
With the checkoff, our annual budget
went to about $5 million, which |
guess shows you the dramatic advan-
tage of a legislated checkofl over a
voluntarily financed promotion pro-
gram.

That is not meant to be a criticism
of the National Pasta Association or
cven of the former American Egg
Board. With the dollars the industry
made available, they both do and did
an outstanding job.

TV Adverthing

But let me show you very simply
the difference that $5 million makes.
It's TV advertising.

We're proud of our commercials and
they have won a number of awards,
but awards don't do much except for
the ego. Their purpose is to increase
demand. How many of you have scen
those commercials on TV? Raise your
hands.

Not too many of you. But I would
have been surprised if you had seen
them. They are running on daytime
TV—ihe Soap Operas and the Game
shows. You sce, you aren’t our target
audience. Our target audience is the
hcavy 10 medium egg users—genzrally
women from 18 to 54—who make
the shopping decisions for the family.
They are big watchers of daytime TV

26

Activities of the American Egg Board
“THE INCREDIBLE EDIBLE EGG"

by President Lovis B. Raffel

and we reach them most economi-
cally that way.

The reason for targeting the heavy
and medium users is because when you
have a limited amount of dollars to
spend—and yes, $5 million is a limited
amount of dollars when you're tulking
TV—you can sell more eggs by in-
creasing the heavy users' consuniption
by say 1% than you can by increasing
a light users’ consumption by 1%.

Radio

That doesn't mean we ignore the
other markets. Radio is a good way to
fill in. Radio gets a lot of the target
audience, but also gives us much
greater frequency and we reach more
men, teens and others who are not
our direct target audience. Let me
play our current radio commercials
for you,

As you can hear, we play heavily
on the economic value of eggs in our
radio commercials, which we know is
a key consumer concern.

Radio, also is a fast breaking me-
dium for special campaigns. At the
end of 1981, economists were telling
us to expect higher egg prices, prob-
ably averaging over a dollar a dozen
in most of the country.

We knew there was consumer resist-
ance to cggs at a dollar a dozen.
Equally important, we know that there
was retailer resistance to eggs over a
dollar a dozen. As in the case with
most foods, ccasumers would get used
to the new higher prices, if they stayed
up for a few weeks.

So we designed what we calied 3
“Buck or Better™ campaign to reach
consumers on radio,

We wanted something a little differ-
ent. Something that would stand owt
from our commercials that consumen
hal been hearing all year. So we weat
to celebrities with recognizable voices.
We used Phyllis Diller, Eve Arden aad
Minnie Pearl.

Before the radio commercials be-
gan, we ran ads in all the major gro-
cery tra':c publications telling them
about the campaign and encouraging
them to participate in the “Buck or
Better” campaign.

From a consumer and retailer stand-
point, the Buck or Better campaiga
was a huge success.

The problem was that the continved
oversupply of eggs got the better of
us and instead of eggs staying at profit-
able levels, we have scen egg prices
plummet again and the consumer stil
expects them at less than a dollar,

Processed Products

Let me stop here to mention a
important point. By now you may have
gotten the impression that AEB oaly
promote eggs at retail and we'r: not
interested in  processed produ.'s, |
know, of course, that you are inte sted
in what we are doing about ¢. 3 ia
further processed forms, because hal's
how cggs are used in pasta.

Well, it's true that a large p t of
our program is aimed directly a cos-
sumers, and, therefore, we are v ually
talking about either retail grocer; subes
or foodservice. But before 1 tc Yoo
what we are doing specifically v pro-
mote eggs in further processed om,
let me say that all our promot a B
designed 1o improve consumer att udes
about cgps. ;

In that way, we establish a ba ¢ for
ihse products that contain eps ¥ |
work from. As we convince consumen
of the goodness and natural benc(its of -
cggs, it makes it a stronger statcmest
for a pasta manufacturer to inform co#=
sumers that his pasta contains cff =
So while we don't do a lot of prom
tion dircctly on products that conta
cggs, we are sctting the stage for thos

THE MACARON] JoURNAL ’
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Prist  Advertising

+ 10 establish their own special
avan ¢e because they contain cggs.
Let me return to our advertising

'i.
i
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Comsamer Education

Let me move on to some activities
that are more familiar 1o those of you
who have been close to the National
Pasta Association’s programs. I'll talk
a little now about our Consumer Edu-
cation program. A lot of the things we
do are similar to what you do.

For example, we send out photos,
recipes and releases to newspaper food
editors. I'll show you a few of them.
Incidently, in case you don’t notice,
I've picked the ones we have done that
include pasta: Macaroni Salad, Golden
Lasagna Florentine, Creamy Cheese
and Egg Salad, Old Fashioned Egg
Salad, And our latest foodservice quan-
lity recipe — Presto Pasta.

We also mail them color mats, some
with coop partners such as Knox Gela-
tin, and the Blucberry Association.

We also work with major magazine
and syndicated food editors to obtain
editorial space and here are a couple
ol our recent successes in Weight
Watchers' Magazine, and Seventeen.

We produce information pieces such
as these Sunnyside Up bulletins for
extension home economists, consumer
affairs directors of grocery chains,
utility and other home economics
communicators,

We exhibit at a number of meetings
such as the American Home Econom-
ics Association, American Dietetic As-
sociation, American School Foodser-
vice Association and others that reach
influential food decision makers.

We produce recipe and information
folders, leaflets, booklets und the like.

We produce educational materials.
We have multi-media kits including
film strips, cassetic tapes, leachers’
guides and other materials.

There are more than 10,000 of each

of our elementary and high school
kits being used in the schools right
now,
One of the greatest advantages of the
cgg promotion cfforts is the fact that
we have about 30 state and regional
cgg promotion organizations, AEB
serves 2s a national resource for these
local groups and they are effective in
getting much of the material you have
seen used at a local level.

In addition to the materials you
have already scen, we produce spe-
cial materials for the state’s exclusive
use four times teach year.

Now let me show you a little more
excitement on film. We sponsor an

cgg restaurant at Disneyland called
the American Egg House.

We've used our association with
Disney to produce a newsclip which
was used at the opening ceremonies
and also to produce a public service
television spt announcement. Let me
show you both of them.

Howard Helmer, who you saw break
the Guiness Record for omelets, also
travels around the country doing
omelct demonstrations and appearing
on television for us.

Nutrition Research

There arc a lot of other clements
to our promotion program, but | think
you have seen the highlights. Now let
me tell you about some of our less
visible cfforts.

Each year for the past six years, we
have spent about a hall million dol-
lars on nutrition rescarch. That's some-
what euphemistic. For the most pan
it's cholesterol research. There's no
secret that cholesterol represents a
problem for the egg industry. It's a
complex and emotional issue both on
the scientific and consumer levels and
not an easy problem to solve.

But we're working on it in a way
which, in the long run, represents the
greatest promise. In order to keep
our research fro7a being tainted with
the criticism thai 1t is sell-serving and
thal we are buying results, we estab-
lished a scientific review panel of lipid
research scientists with reputations that
are above reproach. The first chairman
was a past president of the American
Heart Association and the others have
equally high reputations.

This panel reviews the requests for
grants and ranks them for us in the
order they believe represents the great-
est scientific merit. Our Board then de-
cides which studies to fund using the
ranking.

What this has accomplished is enor-
mous credibility for us in the scientific
community. The scientists realize that
we are sincere in our desire 1o help
find the truth and that helps open
minds.

Many scientists who firmly belicved
that dictary cholesterol was a cause of
heart disease arc now re-examining
their beliefs, and we think this pendu-
lum is swinging in our direction. This
can only happen, however, when the
scientists begin to re-examine the re-
search. It's a slow and painstaking

(Continued on poge 30)
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American Egg Board

(Continued on poge 29)

process and may take years. But, in
the long run, we belicve it will pay off.

Now let me tell you about our
product development program. This
year we have taken a whole new direc-
tion in new product development.
Formerly, we gave grants to university
scientists who had some interesting
new product or foud science ideas. We
discovered, however, that while we
learned some things, we weren't get-
ting them applied in the marketplace.

Our new direction is a much more
practical approach. We arc developing
data sheets on the properties of all
types of processed products, We will
then go directly to food industries and
food companies and try to show them
how they can benefit by marketing
more ¢gg products or using more cgg
products in their processing. As we
discover wwhat additional information
is needed Lw industry, we will be able
to direct research into those areas
where we know it will have the great-
est application.

More Moaey Needed

Those arc the highlights of the AEB
program. You may think that $5 mil-
lion is a lot of money for a promotion

. And it is. But it doesnt
seem like a lot when you talk TV ad-
vertising. Breakfast cereals, for ex-
ample, spend hundreds of millions of
dollars on TV. Grape Nuts, one cereal
elone, spends $9'2 million. And the
breakfast market is only a part of our

ition.

In addition, our $5 million buys less
than half of the TV and other promo-
tion that is bought when we started in
1977. We have reached a point where
without additional funds we will be
unable to advertise effectively on TV
in 1983,

Therefore, there has been legisla-
tion passed which will allow us to have
a referendum of egg producers in Sep-
tember to request an increase of the
assessment level from the present 5S¢
per case to 7Va¢ per case. Il approved,
we will have a budget in the neighbor-
hood of $7'2 million which will allow
us 1o reach cffective levels again.

Il you would like a copy of our
annual report, which describes our
overall operation or a copy of our
catalog, which contains information
on all the promotiona! materials we
have available, please let me know and
1 will be happy to send them to you.
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Joiat Promotion

Before | close, | did want to men-
tion that | have talked with Les Thurs-
ton and with Elinor Ehrman about
how AEB and the National Pasta As-
sociation can work out a joint pro-
motion for 1983 and I think there are
a lot of exciting opportunities.

I don't want 1o steal Elinor's thun-
der, just suffice to say I think that some
of the new electronic media programs
you will be conducting offer some
exciting possibilities for joining our
spokesman Howard Helmer, with one
of your pasta spokespersons.

Another possibility would be one of
the color mat features such as | have
shown you before.

We know that selling pasta helps
scll eggs and we are eager to work
with you. I'm sure that we will find an
exciting and effective project we can
work together on and all be proud of.

Thank you!

Canadian Pasta Promotion

The most unusual feature of Cana-
dian pasta promotion during the month
of May was a “Pasta Performers
Workshop/Media Tour” which used
Vanessa Harwood, principal dancer
with the National Ballet as pasta
spokesperson.

She was joined by Linda Hall, health
and fitness instructor from the Uni-
versity of Toronto, when she extolled
the virtues of pasta at shopping cen-
ters and spoke on television and for
newspaper publicity.

Speghetti Legs

Miss Harwood, who used 1o be
called “Spaghetti Legs,” appeared on
behall of the Canadian Pasta Asso-
ciation dressed in a white tutu with a
blue ribbon sash printed with the words
“Pas-ta De Deux.” She delivered the
pasta message on CHUM-AM, CICL,
CBC-TV “McLean at Large,” and was
featured in the Toronto Globe & Mail
where she stated: “The image of an
athlete devouring a big steak before a
performance is outdated, as it takes
a lot of energy just to digest red meat.
Complex carbohydrates found in pasta
among other foods are more valuable,
because they provide lasting energy.

“It starts to vake effect in about an
hour,” she adder). “It's not like a cho-
colate bar, giving you an instant rush
and then it's gone. The erergy is con-
tinuous until you use it up.”

Desling with Stress

Linda Hall said: “A healthy it
crucial in dealing with stress There
are certain foods which rob us « autrj.
tion, Cafleine uses up B-compl.  vita.
mins, sugar depletes the calc .m in
the body, and aspirin uses up . .tamin
s

She ocknowledged the place of e
crcise in fighting stress and cmpha.
sized the importance of simply “play.
ing.” The big issuc in stress is balance,
she said, adding that stress can bhe
caused by too many self-imposed de-
mands, coupled with “100 little relax-
tion and play.”

In addition to the two speaken,
those who attended the “unique life-
style™ workshop presented by the Pasta
Information Bureau observed a cook-
ing demonstration and sampling of
light pasta salads for summer.

Esting Light

EatingLight with Pasta was the theme
of newspaper publicity for Canadia
dailies and weeklies during the month
of May also. Daily newspapers fea-
tured chicken, egg noodles, and vepe-
tables in a dish that contains 44% calo-
ries per serving. “Even if you're count-
ing calories, you can afford to count
pasta in!"

Weekly newspapers carried u chick-
en, cgg plant, and noodle cu.crole
recipe with 561 calories per ~ -ving
As a side dish a recipe for noo’  cab-
bage slaw was featured.

Potato Consumption Cli bs

National Food Review repor  that
per capita consumption of fre  po-
tatoes fell from 134 pounds in | Ot
879 in 1979. Processed p 10es
climbed from $8.4 pounds to 1. §in
1979 — 256%! The categor %
from 94.6 pounds in 1960 1o 12 110
1979.

Beans, peas and nuts increase. rom
95.8 pounds in 1960 to 111 W
1979. Wheat flour from 118 p inds
1o 120 pounds. Rice from 6.1 p inds
10 9.2 pounds.

Looking for something cheap 10
cat? Try spaghetti,

Looking for a food that's high in pro-
tein? Try macaroni,

Looking for the latest food fad? Try
‘em al

Americans have gone crazy Ovef
pasta,

THE MACARON] JOURNAL

AtNo h Dakota Mill, there are

many .ctors that make it one of
thetc mills in the nation. The

world finest durum wheat is milled
witht - most modern milling

equip ent. Superior laboratory and
wstin, acilities assure you of

qualit. control. And, one of the
greate t contributing factors is team-
work. L veryone at North Dakota

Mill works together to insure the
highest level of quality production.

T T A L R S

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

Shown below are three of the North
Dakota Mil people working logether
on some common goals. Lelt o right:
‘Skip® Pelerson, Leo Cantwell and
Howard Berg.

NORTH DAKOTA MILL
Grang Forks. North Dakota 58201
Phone (7T01) 795-7224




USDA Wheat Geneticist
Views Need for
Increased Yields

Annual wheat yields throughout the
world are no more than hall what the
yields would be if the genetic capa-
bility of today’s seed were fully ex-
pressed, says wheat geneticist Virgil
A. Johnson of USDA's Agricultural
Research Service (ARS).

Much of the polential wheat yield
is not achieved because of environ-
mental constraints that cannot be ma-
nipulated. But new varicties can be
bred for resistance to diseases, insects,
lodging, low temperatures and drought,
Johnson says.

New varicties to provide high-pro-
tein for improved human nutrition are
being developed.

Will wheat varieties of the future
provide enough grain to feed some six
billion people who demographers ex-
pect by the year 2000? Johnson says
he's inclined to be cautiously optimis-
tic,

As long as usable variation exists in
wheat breeders’ nurseries and germ-
plasm collections, there is opportunity
o increase yields, the scientist says.
But success involves lime and the co-
operation of many scientists. Each
breeder builds on improvements al-
ready made by himseli and others.
Johnson suggests that there is an ur-
gent need for increased efforts to iden-
tify, preserve and share wheat germ-
plasm.

What Breeder Looks For

How would bztter identification
help? A breeder who needs a gene is
looking for more than just the gene.
He wants the gene with many of the
other genes that are most suited to
the environmental conditions for wh'ch
he is breeding, Johnson says.

Presently, stewards of working germ-
plasm collections periodically propa-
gate wheat, which is sell-pollinating,
to preserve viability. To get more genes
together in useful combinations, John-
son suggests that chemical pollen sup-
pressants could be used in a cross-
breeding program that could be called
continvons directed enforced genetic
recombination. Some genes that are
normally linked together might be use-
fully recombined with other genes.

Molecular biology techniques known
as genetic engincering alco offers hope

2

for increasing genetic variability that
could be exploited to feed the world's
growing population. However, in light
of the urgent need, Johnson sees these
techniques us too futuristic 1o be per-
ceived as a substitute or replacement
for classical breeding methods. Future
wheat improvement, even for the long
term, may depend most on preserva-
tion, management and wise use of
germplasm.

All Can't Depend on US,

Why should we be greatly concerned
about the future considering that the
United States has always had the capa-
city to produce wheat vastly in excsss
of domestic needs? Last year, US.
farmers produced 2.79 billion bushels
and exported more than half of that
amount at depressed prices. Many na-
tions that nceded grain exports lacked
the money or credit to buy them.
Johnson suggests that, despite grain
production capacity in the U.S., world
hunger can be avoided only if hungry
countries learn to feed themselves.
Knowledge gained by US. scientists
could be shared as a stabilizing force
for world peace.

Breeding wheat for higher yields is
the main way production of the grain
can be increased, in Johnson's view.,
Most arable land suited for wheat and
other crops already is being farmed.
And any new land brought into pro-
duction cannot realistically bz expecte |
to do more than compensate for largs
amounts of land that are being lost
from agricultural use.

An acie of the fertile Punjab region
of northern Pakistan is lost every five
minutes to salt accumulation caused by
heavy irrigation and poor drainage,
Johnson says. In lowa, two bushels
of soil are lost for each bushel of com
that is produced. And 6.2 million
acres of prime cropland in the US.
were lost from 1967-1975 10 growth
of cities. industry and roads.

*We must commit our best efforts 1o
making use of our wheat germplasm
and other agricultural resources if we
are to double world wheat production
to help feed those six billion people
only 19 years from now,” Johnson
says.

International Multifoods *B™ mill
in St. Paul expects an early fall com-
pletion to its capacity expansion and
facility wpgrading.

Durum Stocks

Durum stocks included in ¢ g
wheat aggregate as of Jan. 1 n e p
152,329,000 bus, up 47% from
103,438,000 bus a year earl - and
42% more than 107,160,000 b « held
on Jan, 1, 1980,

Surge in durum stocks was .Imoy
entirely accounted for by onfam
holdings. Durum in all positions at the
start of 1982 included 121,384,000
bus on farms and 30,945,000 bus in
off-farm positions, against 73,990,000
bus and 29,448,000 bus, respectively,
in 1981,

1982 Durum Crop Down;
Large Supplies to Continue

Relatively low market prices a
planting time, the wcreage reduction
program, and prospects of a record
carryin were ample reason for Durum
wheat growerss 1o reduce the arca seed-
ed to the 1982 crop. Also, cool, wat
conditions delayed progress and re-
sulted in some of the intended crop
not being planted. An estimated 4.38
million acres were secded, 26 percent
less than last year and 21 percent less
than in 1980. This reverses thy trend
of the past 2 years, when near-revorded
acreage was planted. All Duru~-pro-
ducing States indicated sub-tuntial
acreage reductions, with North "ako-
ta, the leading State, down ove:  mil-
lion acres from 1981, Averap. el
will be down slightly from  nnet
yields that produced last years -ord
production. But conditions as « nid-
July indicate a 1982 Durum ¢« o of
about 125 million bushels, a th be-
low 1981°s record. A crop of t+ sz,
coupled with the record carryin - xhs
means that total Durum supp!  for
1982-83 wil still be only mode: -
low the alltime high supply of 1+ -82.

Crop Damage

Heavy frost was reported - gudt
27 doing varying amounts of Jrop
over a widespread a1 of

& !
North Dakota. Most occurred & the

north and eastern sections of the -1l

Heavy rains also slowed harvest
About 60 percent had been brought in
from North Dakota by the end of Avg:
ust. Test weights were running 61-62
pounds but excessive moisture v
result in some quality deterioration.
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3 ASEECO

BUCKET ELEVATOR

The Versatile Bucke! Elevators with Space Age Design-Sani-
ylene) FDA approved, Sanitary Delrin
rollers on chain—reduce Irictioa and wear. Pre-lubricated
chain bushings where lubrication is not possible. Section-
alized uni-frame construction permits easy changes in height
or horizontal run—allows for ease in cleaning and inspec-
tion. Available as standard with conventional frame nr sani-
tary open tubular frame design. Capacities to 4000 cu. ft./hr.

Vibrating Conveyors: Ideal for conveying materials gently
without breakage. One piece stainless steel trays which are
seli tleaning meet the most stringent sanitation requirements.
All units utilize corrosion free “Scotch Ply™ reactor springs
whh can be washed down plus simple maintenance free
po- tive eccentric drives. Capacities of up to 2500 cu. ft. hr.
wi  lengthe over GO feet.
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The Mislu-Tran IX Vibrat-
ing Conveyor feeds product
sidewavs as well as in the
normal forward diredction
This unigue development by
Aseevo Corporation makes it
possible to split a stream of
product, 1o any rates of flow
lesired. with sanitary esthedi-
cally designed vibraters
U nits can be installed in series
to distribute product to mul-
tiple packaging machines or
to several use points simulta-
neously on demand,
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FAMILY BUSINESS COLUMN

by Frank M. Butrick, Akron, Ohio

Part V — How to Talk With Your Son

Tnlling is one of the ecasiest of all
things to do. Yet, ironically, it is
often also an extremely frustrating pro-
cess, particularly so for fathers and
for their sons. Fathcr—son talks are
part of the process of being a family,
but every parent knows that a son has
a well-developed tin car by the age of
six or so; a father can give his son a
real “1alking to”, ending up convinced
that not a single word registered. This
carly ability to tune out the “back-
ground noise” of life is never lost.
Fathers use this ability cvery day, as
they listen politely to employees, cus-
tomers, suppliers, their accountant and
attomey, the radio or TV, their wife
and son, and never hear a word. We
often hear that the world has an ex-
cess of talk. Doubtless it has — but
there is certainly no matching excess
of LISTENING. And thercin hangs
the key to why talking with anybody
can wind up so devoid of fruit: We are
always too cager to talk; when it is not
our turn — when the other person is
tulking — we appear 10 be listening,
but are actually rehearsing what we
will say when our turn comes again.

Listening has to be as close to a lost
art as can be found. Oh, we all listen
when we want to — and as long as we
want lo, provided we really wanted to
listen (as 10 a customer or 10 some-
body answering our own questions),
or provided our attention has been
captured. But we do not automatically
start listening whenever somebody
cisc starts talking. Because of this, we
can have a conversation with some-
body and afterward remember virtual-
ly everything we said, but only tiny
snatches of what was said to us. The
average conversation is likely to re-
semble two actors speaking rehearsed
lines, not really listening to cach other,
but alert for the cue which means it is
time to talk again.

Among the most frequent com-
plaints at Son's Seminars is always,
“Dad won't listen 1o me”. At the
Father's seminzr, we hear, “You can't
tell him anything — he just won't lis-
ten to me”. On no other point are
fathers and sons in such full agreement.
By definition, the family business ties
together a father, mother, sons, daugh-
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ters, sons-in-law, daughters-in-law,
and miscellancous in-laws, nephews,
uncles, aunts, cousins, ad infinitum.
Within the clan percolates all the good
and bad of a family: The old ones
trying to maintain their position of
leadership, authority, and assume wis-
dom; the young ones clamoring to be
recognized as adults and individuals
and practicing one-upmanship on each
other, establishing their own pecking
order and trying to have it recognized
by their elders; and the one-down
members trying to obtain intervention
on their behalf. It may be a place for
familial affection, and benevolence,
but it is also a place of tension, sub-
rosa strife, conflicting viewpoints and
goals, and plain frustration.

Within such a climate, it should not
be surprising when conversation turns
out to be ineflective as a device for ex-
change of viewpoints or for achieving
mutuality of thought. So one of the
most important tasks for both father
and son — so important that it ante-
cedes every other thing — is establish-
ing a real ability to have an adult con-
versation, one in which each can talk
without dissembling. And be listened
to. There is a time for selling and for
being sold, for asking and receiving
yes or no, for asking and being told
how or why. But there must also be
time for talking as a way lo organize
and present one'’s thoughts and view-
points — for two adults to work out a
closer bond of respect and understand-
ing of each other as people. Father
and sons who can do this are construc-
ting a FAMILY business: those who
cannot are constructing a relationship
in which the frustrations and disap-
poiniments can only increase.

Case History No. |

Earl Whitfield is not at all unusual:
He is proud of the pasta busincss
which he built up from nothing — and
even more proud of his two sons who
work with him. In their late 20s now,
both were football stars in high
school, brilliant athletes in college,
and cut a swath of popularity among
the boys and girls of their home town.
Both married pretty girls who were
considered to be “catches”, and their

athletic and exiracurricular & ivities
are still discussed at the barb. hop
Earl's cup runneth over with « tisfa.
tion about his busincss, his sou.. hm.
sclf, and his glowing dream of the fu.
ture. But what he chooses not 1o w:
is a growing rivalry between his two
sons, their habit of “humoring™ him. o
casional outbursts which reflect grow-
ing frustration, and the fact that bo
of the daughters-in-law want their huy
bands to leave and find work che-
where Beneath the serene crust, thi
family business is slowly becoming 2
volcano which is certain 1o blow upm
Earl’s face.

Observation:

Earl fell into an old-fashioncd trap.
an unschooled laborer, he built up hs
business from sweat, ambition for hs
family, and luck. His boys were
going to “have it so tough™ and be
raised them to have the sam. sem¢
of warped values which Willy | oman
espoused in DEATH OF A SALES
MAN. Like Willy, Earl liver in 2
dream world; his sons talk, but |- sim-

ply does not listen. To him, co- enss
tion is a one-way street. But v ot
nately, it is taking Earl the san  place
it took Willy Loman: Nowhe:  Ths
“family™ business, will rupture  anl
it will be irreparable.
Case History No, 2

Jack Forster, a very su. i
wholesale cquipment and supp Ui
tributor, is a well-educated m
he would not fall into such a mp¥
trap. He not only makes ita jp MW
give his son, Jack Jr., a chance 1k
but has done so since his sc  find
came into the firm. Unfort sch.
Jack is a methodical by-the-bo  ma?
of strong habits, and the pat 1 1
these talks were set within the ! 130

months. He started out with a ronf
professional manner (10 teach |-+ 89
the business) and Jack Jr. (no: 30
finds the patiern so st that he .m0
picrce his father’s all-knowing potrs
The “talks” consist of father talking
and son listening; when Jack Jr. Jo3
talk his father listens carcfully the?
delivers a pontifical statement which
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ranslates to be “No”, or “When

alwa)
older you will understand”.

o H

tion:

On. f the hardest aspects of bzing
aparc tis 1o keep up 1o dale; just as
vou i ire out your offspring, they be-
wome  year older and your opinions
md ¢ nclusions are obsolete. A pa-
wrnal hehavior pattern which is ap-
proptiate one year may be very inap-
propriate a year later. Jack Forster de-
aded 10 make time for talks with his
M-year old son, established a pattern
for these talks, and then let his son
outgrow the pattern. This is not a seri-
ows case; someday the son will be-
come tired of being treated like a neo-
phyte in the business and draw his
faher’s attention to the passage of
ume. Meanwhile, their opportunities
for two-way communication are being
sasled.

(Mhser

Cast History No. 3

A similar situation, founded upon
the father’s desire to let his son see
decision-making in the process. After
exch decision or crisis, the father ex-
plains the circumstances, asks for his
wn's opinion, then gives his decision
and how he arrived at it. In the carly
days, this was instructive. But it has
tow degenerated into an explanation
ol why the son’s opinion is ncver quite
fight; t1iis son is not learning how to
make . cisions — he is being drilled
mhow his FATHER makes decisions.
ach meeting the father talks
son daydreams of how things
~hen it is his turn to run the
'. Except for the father's en-
(and expericnce as a lecturer),
ings have been a waste of time

tory No. 4
on has been in the business
a year; his father's talks arc
instructive and this is suitable.
has a good head and is begin-
advance intelligent questions
ute observations — and this
“ll actually fisten. The com-
wamicon is excellent — but the set-
'ag is srong. All the talks are held in
the fattier's impressive office, with him
mconved behind his massive desk and
%on in a visitor’s chair across from
ham, squinting toward the light. A son
" aulomatically onc down; this setting
makes it impossible for him to forget.
Ocroncs, 1982

Comments:

A son is more than an employee;
he is a vital pant of a father's life and
¢l his business. Although office “talks™
may b: adequate for other employees,
they are much too studicd and imper-
sonal for a son. Of course, have busi-
ness meetings at the office with your
son — but deliberately structure a
low-powered, informal meeting place,
ton, Lunch together, go 10 baseball
games, or fishing, or drive to work to-
gether, or mect after work for a beer,
But personal, father-son talks are vital;
find time and a suitable place for
them.,

This article is condensed from a
chapter in the author’s book, THE
FAMILY IN BUSINESS, 10 be re-
leased by the IBI Press, Box 159,
Akron, OH 44309,

MACARONI JOURNAL will be
printing key chapters from the book,
the first ever devoted exclusively to
the personal relationships within the
privatcly-owned business, during the
forthcoming months. For information
on the book, contact the publisher di-
rectly.

Frank Butrick has, for over two dec-
ades, been a leading consultant, con-
vention speaker and author on the
family-owned business. He has written
hundreds of magazine articles through
the years and his concepts have been
incorporated in numerous books. He
averages nearly S0 convention ap-
pearances a year, and is active as a
consultant, serving business owners
all over America. If you have a situa-
tion upon which you would like Mr.
Butrick's comments or advice, you may
contact him through MACARONI
JOURNAL, or by writing the 1Bl
Press in Akron, or calling him at 216-
253-1757. There is no cost or obliga-
tion — but if you write, be patient.
His heavy travel schedule precludes
quick replies to his correspondence.

Foremost Agrees fo
Sell Dairy Division

Foremost-McKesson  reached  an
agreement to sel! its Foremost Dairies
division to a group of private investors
for about $65 million in cash. The
transaction, which is subject to a num-
ber of conditions, was expected 1o be
completed by Oct. 1.

Foremost Dairies operates 19 pro-
duction facilities with about 3,000 ¢cm-

ployes in ninc states: California, Mis-
souri, Texas, Louisiina, Hawaii, Ar-
kansas, Wisconsin, Arizona and New
Jersey.

Donald J. Proctor, vice president
and gencral manager of  Foremost
Dairies, will become president of the
new company. Other management per-
sonnel will retain their position. No
major changes in operations are con-
templated by the prospective owners,
a spokesman for Foremost said.

“While we believe Foremost Dairies
has a good future, in recent years we
have been giving increasing emphasis
10 our distribution businesses and 1o
other  proprictary  product  lines,”
Thomas E. Drohan, president and chief
executive officer of Foremost-McKus-
son, said.

Record Sales for Hershey

Hershey  Foods  Corporation  an-
nounced record consolidated sales and
varnings for the second quarter ended
July 4, 1982, Net sales were $314.-
364,000 compared with $296,439,000
for the second quarter in 1981, Record
net income for the quarter was $16.-
036,000, or $1.03 per common share,
compared with $14,376,000, or $1.02
per common share, for the samwe period
last ycar,

Net sales in the first six months of
1982 were a record $TOME1L,000
compared with $679,680,000 in the
first half of 1981, Record net income
in the first six months was $42,721.-
000, or $2.73 per common share,
versus $35,509,000, or $2.51 per com-
mon share, for the same period last
year,

In the second quanter and the first
six months of 1982, the average num-
ber of shares outstanding was |15,688.-
556 compared with 14,164,205 during
the sccond quarter and 14,162,340 for
the first six months of 1981, reflecting
the November 1981 stock offering in
which 1,500,000 shares of the Com-
pany’s common stock were sold to the
public.

“In view of the particularly strong
second quarter of 1981, the recent
transition to our higher weight stan-
dard bar line, and the unsctiled state
of the economy, we are quite pleased
with the Company’s performance dur-
ing the second quarter of 1982, said
William E. C. Dvarden, Vice Chair-
man and Chiefl Exccutive Officer.

“During the second quarter. sales
increase  were  achieved,”  Dearden
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i (RT GOODS LINES...
{ Performance Yofan Depend On!
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icient Energy-Saving Design
4gh temperature and high humidity drying, requiring a mini-
volume of fresh air. The most energy-elficient design!

Is 1%" thick with polyurethane foam core. Alurainum lining
p inside lor heat reflection and absolute vapor barrier. No heat
ridges

ler, high-efficiency units require less floor space.

ling air fan motors are mounled inside dryers, utilizing
00% of electrical energy. (New type of energy-efficient motor
i available).

itin heat recovery system (optional) utilizes exhaust air heat.

eria and Sanitation Control

igh temperature drying controls bacleria. Dry bulb
ture adjustable from 100°F to 180°F.

are in front panel for product control during operation.

also give easy accessibility for weekly cleanouts. Swing-

Side panels extend entire dryer length, allowing fasi
out and service.

Is absolutely tight, yet easy to clean, maintain and super-

RIS dade bha e bpdy (- LS ) i

Product conveyor belt made of special heavy
duty rolier chains, extruded aluminum alloy
~S§"-shaped elements and anodized aluminum
product side guides. Automalic conveyor chain
tensioner and lubrication system.

irae emar e
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Quality Product

thdny +is equipped with a patented, U.S.-built BUHLER-MIAG
a-T C 'ntrol System that allows the product to adjust its own
gC nate. The result is a stress-iree, nice yellow-colored
prc act.

dr g temperatures, in combination with ideal drying
inc :ase cooking quality of final product.

 .sses are minimized through the entire production

Acluding startups, shutdowns, production interrup-
3ar  Jie changes.

u t Quality is What Really Counts!
#4'ac  quality is yours from BUHLER-MIAG equip-

Models TRBB and TTBB  Capacity: up to 1! Y00 *L Y r customer recognizes and deserves it. Can
‘allor 10 give him less?

Each dryer is equipped with two drive sla-
tions. Special salety device protecis drives.
Gearmotors mounted oulside panels for long
lile and easy service. AC or DC variable

speeds. Standard US.
ponents.

built drive com-

. " 'us fc information on BUHLER-MIAG Short Goods Lines and other Macaroni Processing Equipment
f MODEL . _/////
PRE-DRYER | FINAL DRYER | CAPACITY,LBS/HR Inte gri t Y... F 4 / ®
|| woumo | N €SI BUHLER-MIAG)
TRNA TINA 1,000- 4,000 n deSIgn tion 4 (
TRNC TINC 2,000-_6.000 In constructiong= \ _ .
BUHLER-MIAG, INC., P.O. Box 8497, M lis, MN 55440 (612) 545-140
Ll L UL S \\\ Bgnten.uuc {Canada) LTD..‘Dnurio ::?gm:sloﬂ S
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‘Doa anybody here know what
a pasta extruder is? Has any-
one cver seen one of these affairs in
operation?”

A pasta extruder is a very special
machine that is expected to operate
24 hours a day, seven days a week for
years on end with a minimum of main-
tenance and down time. Remarkably
they do. Not only Demaco, but all
manufacturers of machines here today
can boast of this quality.

Metering Materials

The most important part of the ef-
fective operation of the extruder starts
at the beginning — the precise and
consistant metering of the raw mater-
tals into the extruder, including the se-
molina or flour, water, and/or eggs, if
required. Very few ingredients are
used, but if they are not kncs ded con-
sistantly, the results can be poor pro-
duct quality, slow changes in the dry-
ing of product later on, and damage
to the extruder in the extreme case,

At Demaco we have solved this
problem with the Demaco gravimetric
feeding system using a weigh belt
feeder, a mass feeder, for floor which
is always electronically proportioned
to the water feed. The flour and water
always enter in the exact proportion
which you preset.

This system also gives you a con-
tinuous reading of the press produc-
tion and also a summation of the flour
used at any given time. It also has built
in safety devices which can shut the
system down in the event of insuffici-
ent raw material availability or other
deviations from normal operating
conditions.

It also regulates incoming water
temperature, a very important factor
in the extruder control. The extruder
goes a long way toward taking product
quality out of the operator’s hands and
putting it into the manager’s hands.

The next sicp in the process is the
actual pre-mixing and mixing done in
the sanitary Demaco pre-mixer and
mixer. The pre-mixer is a small, high-
speed mixing device which in a very
short time gives an intimate dispersion
of the raw materials. The pre-mixer
enhances the mixing process by allow-
ing the mixer 1o be used only for mix-
ing and water absorption. You are not
using part of the mixing time for the
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DeFrancisci Equipment
by Leonard DeFrancisci at the Plant Operations Seminar

el 0
Losnerd Defrencisci

disperson of flour and water. The
pre-mixer is an all stainless steel unit
with all contact parts readily remov-
able from the main mixer for sink
cleaning.

The main mixer Is a large sanitary
all stainless steel double shafted mixer
built to the highest standards of san-
itation. Our machine is approved for
us in meat-inspected plants. All metal
joints are welded. No cracks or crev-
ices arc allowed in any metal joint.
All surfaces are ground and polished
to a #4 finish, and all contact arcas
must be accessible, including mixer
shields. This is extreme design cri-
teria, but we have substantial evidence
that there is less bacteria growth using
this type of mixer over those using
conventional methods of construction.

Our mixer is also completely under
vacuum from the first contact of raw
materials to the final extrusion. This
feature enhances the color of the pro-
duct. The actual extrusion screw is
constructed by machining from a solid
stainless steel bar for maximum
strength. This screw is cxtra long
length and has a removable front bear-
ing section to reduce screw wear and
the effect of screw wear.

Our cylinder is a stecl-welded unit
with a water jacket for efficient cool-
ing. It is nickel plated and hardened
to avoid the use of paint. At the same
time the working life of the unit is
increased. The cylinder also has a re-
movable front bearing surface which
is a hard chrome-plated bushing which
will further enhance the life of the
unit.

Beyond this, all the sub structures
of the press such as cross bearings,

gear reducers, motors are built » the
highest industrial standards. Al com-
ponents conform to OSHA st Jdardy
and all clectrical work to the n. icaal
codes with UO approval in most Jdates
which require it.

Qur machine manufacturing i+ done
with highly sophisticated numerical
controlled tools with computer printed
tapes. This assures you of interchangs.
ability of parts and quick turn-around
when required.

Service
| would also like to touch on the
service, because that is an important
part of the utilizatlon of the extruder.
We pride ourselves on gooJ service.
We are instituting three new programs
12 improve our service capability, You
will recelve information on these a8
we gel them organized.
First we are going 10 have “same
day" service program for commonly
used parts. We will have an inventory
olpamonhnnd[ocume—daysbis»
ment. We will send you a list of these
parts with part numbers, and you will
be mssured of “same day™ service on
all of the listed items.
Secondly is an identification pro-
gram. We plan to take an inventory o
all the equipment in the field and! iden-
tify each Demaco machine usin; you!
coding system to clasuly the po s 0
all the equipment so that whe yo¥
call for a “wachamacallit” on t =7
line, we will know what you ai talk-
ing about and be able to get ¥ ! the
part quickly.
We are also instituting a V&%
contract on all new machines hich
we hope will consist of a serics « Sisits
over a couple of years or wher
line is purchased on a regul:
or in certain instances on an ul
uled basis. We will outline th vhen
we talk about new lines with y¢ ]
We feel that the technol + 8
growing so rapidly, and we an sing
a lot of highly technical electror 0
these new machines — microj &
sors, ctc. —and we feel that m s
the plants will take awhile to ¢ 1
on these items. Quite frankly, we ha'
1o learn a litue bit, too, so we ¥
like to keep a close degree of cont!
on these newer lines because of ¥
high degree of sophistication.
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CANNELLONI AND LASAGNE
The Two Typical ltalian Specialties!!

— Have you some problems in producing them?

-—Would you like to have them in your soles
catalog?

We are a Firm speciolized in the sole produc
tion of these special shapes and we supply only
industries both with their own brond ond with
bulk product for catering or suitable for being
afterwards re-elcborated for ready Food, conned
or deep-frozen

For every information please address to

[ALEAPARMA]

ALEA. PARMA S.r.l.— Via §. Vitele 6
43100 PARMA - ITALY

Put o feather in your Cop!
Send 8 copy to @ key men,

The MACARONI JOURNAL
L.C BOX 1008
PAL ATINE, ILLINOIS, 60067

Ple. ie enter one year subscription:
[7 $17.50 Foreign

City and Stote_______
Renewal

4| S
New Subscription—

NATIONAL SALES MANAGER
FOOD PROCESSING EQUIPMENT

Our client, o major European manufacturer,
needs a self-starter to market ond manage a
new lin: of copital equipment (with odditional
lines to follow). Territory nation-wide, but with
emrphasis in Northeast. Office location in north-
ein New Jersty. Candidate requirements are.

— 10 years experience in selling fcod process-
ing equipment.

— Technical competence, to learn features and
tunctions of the equipment, and to explain
these to others. College degree desirable.

— Ability to manage both saoles ond service
activities for the product line, research the
market, identify prospects, plan sales strate-
gy, supervise advertising program.

— Ability to communicate well with home of-
fice on both technical and sales matters —
requires ability to speak French (or willing-
ness to learn).

Send Resume to:

MRC Incorporeted
985 Oid Eagle School Road
Wayne, PA 19087

N
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Small Pasta Maker

The “PastaMak'r V", an casy lo
operate and compactly designed new
extruder that can process up to 40
pounds of the most popular pasta
varieties per hour, is introduced by
Bonnot.

Readily interchangeable dies are
available with the unit to process vir-
tually any pasta blends into finished
products such as spaghetti, Lnguini,
fettucini, spirals (rotini), clbows, ri-
gatoni, wagon wheels, shells, fusilli
and ziti. Another die can produce
sheets of dough for making specialty
filled pasta.

The new Bonnot extruder can be
quickly installed in almost any desir-
ed location since it operates off stan-
dard 115-volt electrical service. It
weighs only 320 pounds and is mount-
ed on wheels for portability. Compact
in size, it is just 42 inches Jong, 20
inches wide and 54 inches high.

Simply designed for dJdependability
and durability, major assemblies of
the PastaMak’r V can be easily re-
moved and cleaned in about 15 min-
utes. The unit meets all safety and
sanitation requirements, according to
Bonnot.

Operation of the PastaMak's V is
simple and requires minimal training.
The pasta blend is emptied into the 5-
pound capacity hopper. A sec-through
hopper lid permits viewing of the mix-
ing operation to determine when the
batch is ready for extrusion. Push-but-
ton controls activate the mixing and
extrusion cycles.

As the pasta mixture is extruded,
an adjustable speed crter wipes across
the face of the die holes to cut the
pasta at the desired length. The pasta
then drops into a perforated collection
tray, and a fan under the tray dries
the pasta surface moisture so the picces
will not stick together when packaged.

For companics interested in the
new PastaMak’r V extruder, Bonnot
offers a free laboratory testing progrum
enabling prospects to try processing
their specific pasta blends in the unit.

The Bonnot Company, 805 Lake
Street, Kent, Ohio 44240,

New Macaroni Plant
In Portugal

Managers of the Companhia Indus-
trial de Portugal e Colonias (C.1.P.C.),
Lisbon, are expanding the company's
macaroni production with Buhler-Miag
equipment. They are installing a new
40

high-temperature  short-goods
line with a rated capacity of 1500 kilo-
grams per hour,

How Can Human
Performance Be Improved
What do your employees really
wes' from you? You might think that
s money would satisfy them, but
v« only pantially true. Even though
mey is a temporary satisfier, there
are other ways to enrich and bring out
the best in others. Your visible exam-
ple can improve or detract from pro-
ductivity. People would rather see
a sermon than hear one! Relationships
do not stand still. The manager can
and should lubricate and ignite those
people assigned to his group. Listen-
ing to what others have 10 say, whether
related to the job or not, can be an
excellent way 1o begin. We want those
in positions of authority to recognize
that our private priorities away fiom
the job are also relevant to us. The
number one rcason why people leave
to take another position is that what
they were hired to do — they cannot
do with their specific talents. Rein-
forcement can be predetermined and
scheduled as part of your style of man-
aging others. Visible appreciation of
their work is needed. Assisting others
can be fostered by encouraging par-
ticipation. Satisfaction of a job well
done is a pan of the reinforcement pro-
cess. If possible, ask your people 1o
schedule their own work. Managing is
action, not reaction. 1f you are in the

business of putting out brush i ; —
the problem is with you and nc  with
others. It takes time to ignite eac one.
to-one relationship, but much ¢ aag
should be accomplished if the m 1ager
is available and accessible.

Union Membership Decli.1es
The membership of American labor
unions declined sharply between 1978
and 1980, reducing organized labor's
share of the working force to abowt
209 percent, according to the US
Depariment of Labor. The largest de-
cline came in the United Auto Work.
ers union, which lost 142,000 mem-
bers from its 1978 total of 1,499,000

Tax Bite

An average taxpayer ($22.000 of
income with a spouse and two depen-
dent children will pay $6,339 in taxy
this year, Federal income tax will chim
$2,423. Social Security will take an-
other $1,463. Indirect taxes will ac-
count for the remaining $2,45).

Of the $6,339, more than 1%, o
$716, will be spent on interest paid by
the government on past borrowing.
National defense will take 24%, o
$1,501. The biggest bite of 34%, or
$2,127, will go for income secunity-that
is, retirement, disability, social secur-
ity payments, and welfare. All this x-
cording to The Tax Foundation, ‘Vash-
it'gton, DC,

Technology on the
Packaging Line

The world of technology ' ot
changing, and no where is thi maor¢
evident than in the area of pa 1ginf
machinery. New techniques ca  ver)
often make for increased pro. oe
and lower cost, but kecping read
of new developments, which ar om
ing into the market almost dai  €®
be very difficult.

At Pack Expo 82, o be | d @
Chicago’s McCormick Place ¢ M
vember 15 through 19, pac gf
prolessionals will have an oppo unit)
to learn about the latest develoj et
in packaging from a techno gical
viewpoint. Of the 48 concurren
sions to be held, 13 will cover th. ar
of technology and new techn'que
They offer a chance for the workisf
packager to learn about the best o
the new ideas and how they can &
adapted to specific siluations
problems.
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1HE PROMISE OF INDIVIDUAL
| ETIREMENT ACCOUNTS

Richard L. Lesher
Piesident

Chamber of Commerce
of the United States

How would you like to
turn a $20-per-weck sav-
ings account into a $300-
per-week income when
you retire?

If you find that hard 1o believe, | would like to call
1o your attention a little-publicized feature of Presi-
dent Reagan's tax package—Individual Retirement
Accounts (IRA). Under the landmark tax legislation
just passed by Congress, all American workers, as of
January 1, 1982, will be entitled to open such accounts
whether or not they arc participants in an employer-
sponsored pension plan.

Here is how an IRA works. The worker may de-
posit up to $2,000 per year ($2,250 for a taxpayer
with a non-working spousc) in a special savings ac-
count set up with a bank, insurance company, mutual
fund, savings and loan or stock brokcrage firm, The
deposits and the interest or other earnings on them
are excused from tax until retirement age. You may
begin withdrawals from the account when you reach
a7 5914 ; withdrawals made before that age are sub-
jc ' to tax and a penalty.

These new provisions put a sell-sufficient retire-
t within reach of the average working America’s.
pose you are now 35 ycars old and carn $24,000
:ar for your family of four—the national median
me. If you deposit $1,000 into an IRA each year
it's less than $20 per week), and do so until you
age 65, you can deduct the annual deposit from
income you report cach year for tax purposes.
s provision in itsell will reduce your yearly federal
me tax burden by about $220, meaning that of
$20 per week you deposit, Uncle Sam is ““contrib-
ig" $4.23 of that in the form of a lower tax bill.
I'he long range benefits are cvea more impressive.
It ou save $1.000 a year for 30 ycars and carn, say
¢i 1t percent interest (a conscrvative figure now and
fc the foresceable future), at age 65 you will have a
rc .rement fund totalling $133,770—all of that gen-
¢t sted from just $30,000 in deposits! If you decided to
Pay yoursell an annuity from your account for a 15
year period, then you would have an income of just
over $300 per week, which combined with Social Se-
Curity and a company pension, makes for a comforta-
ble, sccure retirement. Naturally, these amounts would

e =T~ e 5™y
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be greater if you are able to save more than $1.000 per
year or carn a higher rate of interest or return.

It is clear that an IRA could provide enormous fi-
nancial benefits for the average family. But the prom-
isc of IRA's gocs beyond the individual worker. When
President Franklin Delano Roosevelt signed the Social
Sccurity Act into law on August 14, 1935, he de-
clared, “We have tried 10 frame a law that will give
some measure of protection to the average citizen and
to his family against poverty-ridden old-age.”

The word “some™ is important. Social Sccurity was
never meant (o provide the total income needed for
retirement. Most Americans understand this and agree
with the concept of Social Securily as a retirement
supplement. When asked in a recent survey if the sys-
tem, by itself, should provide enough moncy to sup-
port retirecs, respondents disagreed by a 50-37 per-
cent margin, Clearly, most Americans believe that
they, through individual initiatives such as personal
savings, investments and pensions carned on the job,
should bear the primary responsibility for providing
for retirement.

Making all workers cligible for Individual Retire-
ment Accounts reaffirms this important principle, I'm
not suggesting that saving $20 a weck is an casy task
with the family budget alrcady as tight as it is, but by
doing so we would not only help oursclves, but we'd
help cach other two—because any new infusion of
savings would make more capital available for busi-
ness to expand, modernize and create new jobs,

Turn a small weekly savings into a comfortablc re-
tirement income; realize immediate benefits in the
form of reduced tax payments; contribute to capital
forenation which will mean increased productivity and
prosperity; auJ relicve the intense pressure on the
Social Security system to provide a complete retire-
ment income, something it was never meant to do—
these are the opportunitics we can scize by opening
Individual Retircment Accounts. Any way you look
atit, it's a winning proposition for you and our nation.
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$. Roshood Ahmed, M5, cnmuhm%'pouo
food scientat, 4835 Nothon West Sterling

s, MI. 48078, telephone 313.979-
7774 — wecializing in total quality ossur-

cheess dinners, hi protein products,
GMP and FDA ug..mf'y :wnpl:nu. wpeci-
Ixﬂn development, creative problem
ing.

Les Thurston Retires

Foremost-McKesson, Inc. announc-
ed the retirement of Lester R. Thurs-
ton, Jr. as chairman of C. F. Mueller
Company, a subsidiary of the corpor-
ation. Mueller's is the largest selling
brand of pasta in the nation with plant
and offices located in Jersey City, New
Jersey.

Completing a thirty-iwo year carcer
in the pasta industry, Thurston became
associated with Mucller as vice presi-
dent and assistant to the president in
1969. He was clected president in 1971
and chief executive officer in 1975
upon the death of Chairman H. Ed-
ward Toner.

Mueller was acquired by Foremost-
McKesson in 1976. Thurston continu-
ed as president of Muclier until 1980
when he was named chairman. “The
hallmark of Les' carcer was the out-
standing lcadership he provided in in-
dustry operatians, in associations and
in the community at large”, said Bill
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Laster R. Tharsten, Jr.

Markus, president of the Foods Group
ol Foremorst-McKesson,

Started in Seles

Thurston entcred the pasta indusiry
in 1950 as a sales representative for
the Megs Macaroni Company in Har-
risburg, Pennsylvania. He rose to be-
come president of Megs in 1964, dur-
ing which time Megs-Pennsylvania
Duich Brand Egg Noodle products be-
came a major factor in the pasta in-
dustry. Megs was acquired by Thomas
J. Lipton in 1965, Thurston served in
various managemenl capacities at Lip-
ton until 1969 when he joined Muzl-

k.
Active in Industry

Thurston has maintained an active
involvemen: in  industry  affairs
throughout his carecr. He har, been a
long time director of the National
Pasta Association and in July 1982
completed two years service as presi-
dent of the association. In 1980 Thurs-
ton was appointed a founding mem-
ber of the Wheat Industry Council by
the U.S. Secretary of Agriculture and
clected a member of the Council’s ex-
eculive commiltee.

Thurston is a director of the First
Jersey National Bank with headquar-
ters in Jersey City. He serves on the
Board of United Way of Hudson
County, N.J.; the Board of Governors
of Rockaway River Country Club and
is an Elder in the Community Church
of Smoke Rise, New Jeney. He is
married, has three children and four
grandchildren,

Following retirement on October 1,
Thurston said he plans to continue
actinly in business and civic affairs
and to pursuc “an infinite varicty of
personal interests.”

Record Sales For Hershe)

(Continued from poge 15)

continued, “despite the conver n 1o
Hershey Chocolate Company™  nes
weight standard bar line, now lling
for 30¢ in most retail outlets, .hich
temporarily disrupled normal  lling
patterns.  Friendly's operation: wer
hampered by adverse weather condi
tions, especially during the mouths of
April and June, and also by the high
level of competitive activity.

“Hershey Chocolate Company incur-
red significantly higher promotional
expenses associated with the introduc-
tion of the new weight bar line and
other new products of the Divisioa
during the second quarter. However,
net income in the quarter was bene
fitted by lower interest expense and a
lower income tax rate resulting from
capitalized interest and investment tn
credits associated with the new plam
under construction in Stuarts Dnf
Virginia.

“As we look at the first six months
of (982, we arc pleased with our re-
sults and feel that the Company is well
positioned to build on this positive
performance as it enters the last hal
of the year,” Dearden concluded

Ragu’ Spaghetti Sauce

Ragu' spaghetli sauces, mantan-
ing a nearly 60 percent share of the
spaghetti sauce market, led the P
aged Foods Division of Cheset wgh-
Pond’s to a strong second qu. ‘er i
both sales and profits. Ragu’ ‘ome
style spaghetti sauce, introduc ! lews
than a year ago, has succeeded yond
original expectations and now « ks 2
strong sccond in popularity to lap
traditional spagheiti sauces, th loaf-
time category leader. In additi. . R
gy’ Homestyle sauce is cont: uhnf
significantly to the current rapid  osih
in the spaghetti sauce categor Ab
contributing to the divisions
cent second-quarter sales incre. @ %8
the Ragu' Pizza Quick line — } ¥
larly two new “chunk-style™ awe
and a crust mix introduced co ier ¥
1982, Overall, the division's a :::
ing and promotion investment | &
ed significantly in the second g and.
with major efforts devoted to Rap
Homestyle sauce, the Ragu' Pu#
Quick line and an advertising P™
gram stressing the nutritional value
the spaghetti meal. The division’s Pr*
duct development continucs in cthas
and other specialty foods.
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SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY
SINCE 1898
OBJECTIVES
BUILDING A CONSUMER FRANCHISE FOR YOUR BRAND
o ‘
e
= e
=
E o S o o E -
c = = © & = 5 5 &
= © = = = @ > S =
H E 2 & 2 &8 8 g o 3
g e o o =2 o = [
] a E v = = ﬂ L4 =
- < > < 2 8 > e
* 833 58§ 8
v 3 a e £ &
o o
w = g
| a w P
= =
=

\ i
PRODUCT AnD PACKAGE

We have experience in these areas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Ploza

Fort Lee, New Jersey 07024

Telephone (201) 944-7972
Established in 1898

| Che, ;
! rles C. Rossotti, President Jock E. Rossotti, Vice President
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