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

printing, Fold-Pak

guarantees a
superior package.
For an added touch

CORPORATION

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

... A premier

pasta package

by Fold-Pak.

_ Newark, New York (451) 315-311-1200
Englewood Cliffs Sales Offics: 110 Chartotta Placs, Englewood Cliffs. New jersey 07411 Phone (201) 568-7800
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Exciting Convention




Exciting Convention
(Continued from poge 3!

E.C. will meet July 26-27 10 discuss
trade disputes. Paramount among the
disputes to be discussed is over sub-
sidies cenferred by the E.C. on its pas-
ta manufacturers. These subsidics
amount to about 11¢ per Ib. and have
cnables ltalian pasta makers to sell
their products at discounted prices in
the U.S. If no resolution to the pasta
issue is agrecd upon at the meeting
the Reagan administration will be ask-
ed to impose countervailing duties on
E.C. origin pasta products equal to the
E.C. subsidics on these products. NPA
also will urge the President 1o ap-
proach the subsidies Code Committee
of the General Agreement on Tariffs
and Trade 1o act immediately on the
GATT panel ruling that found in favor
of the US. complaint that E.C. sub-
sidies have resilted in unfair and
serious damage to US. pasta manu-
facturers.

Product Promotion

Elinor Ehrman of Burson-Marstel-
ler gave an outstanding report on pas-
ta product promotion. A progress re-
port will appear in the October issue.
Theme for the coming year will be
“Pasta Goes Amcrican”. National
Pasta Week will be celebrated October
6-15.

Durum Report

Norman Weckerly of the U.S. Dur-
um Growers Association reported dur-
um crop prospects excellent; stocks at
151,000,000 bu., production estimated
at 85,000,000 bu.; domestic disap-
pearance at 55,000,000 and exports at
70,000,000 leaves a carryover of 111.-
000,000 bu.

Seminars

Two interesting seminars were pre-
sented. The first was “How to Solve
the Mismanagement Crisis™ with Will
Phillips of Adizes Institute, Inc. He
presented a new approach on how to
manage for profits and growth through
understanding that no one person is
or can be the “perfect textbook man-
ager.” The theme is that 1o ignore this
fact is to put your company’s produc-
tivity and profits in jeopardy. The pre-
sentation highlighted Roger W. Hearne
and Kathleen Crispell Blackmer of
Arnhur D. Little, Inc. gave a presen-
tation entitled *Discovering the Foun-
tain of Youth: An Approach to Cor-
poratc Growth and Devclopment.”
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by Chairman Joseph P. Viviano
at the 79th Annual Meeting

Lasl year was a good year for the
pasta industry with a tonnage gain
of 4.6% over 1981, In the first quarter
of 1983 industry tonnage is still gain-
ing, but at a modest rate of 0.4%;
that's not bad since 1983 sales must
be compared against 1982, a ycar
which produced the best tonnage gain
in at least seven ycars. The rate of
tonnage growth of the past industry
has been more than triple the growth
rate of all dry grocery food categories
as a group over the past five years.

The only problem is that since 1979
none of the gain has been in advertised
brands - it's all attributable to gener-
ics and private label. In 1978 the share
of all brands totalled 79.5% of the
total tonnage sold in the U.S. At the
end of 1982, the share had dropped
five points to 74.5%.

From thos: 1978 levels, over the
past four years of 1979 through 1982,
brands have lost sales totalling 137,-
000,000 pounds (or more than $82,-
000,000) to gencrics and private
label,

The good news is that the rate of
losses by brands to non-brands seem-
ed 1o be platcauing in 1982, Generics
scemed to lose much of their momen-
tum as the general cconomic recovery
began to take hold.

Though gencrics are accounting for
between 7 and 8 percent of U.S. pasta
sales, and with regular private label
accounting for some 25% of all US.
pasta sales, they are no longer show-
ing the sharp growth of carlier years.

Foreign Brands
But now we have Import Brands.
And suddenly they are showing sharp
growth, as the latest threat to the
health of domestic brands.
This four part presentation will also
be highlighted in the Macaroni Jour-
nal covering (1) Fighting Corporate
Senility - a diagnosis and a prescrip-
tion; (2) Rediscovering Youth - How
to identify opportunities within the cur-
rent profolio; (3) Controlling Exuber-
ance - A guide to profiting from change
in mature industries; (4) Nuturing Vi-
tality - How to Foster Growth through
rencwal

Joseph P. Viviens

Althcugh SAMI does not break ou
Import Brands as a group - the way ¢
does for private label and genrics -
we have done a substantial amount o
rescarch at San Giorgio-Skinner an!
find that the imports had about 135
of New York City sales in 1981 an!
6.5% in 1982, In Philadelphia the pa:
tern is similar, but it is in a slighth
carlier cyck.

In those two markets alonc, import
brands had in 1982, tonnage sao
equivalent 10 a fotal US. shure d
1.5%. In the first quarter of 19:3
ports doubled their share from yea-
ago levels in both New York an Ph-
adelphia - to 10% and 3% resy ctive
ly. At that pace they will acco i o
perhaps 2.5% of all pasta tont ge @
the U.S. this yecar.

What company do you know 11
country that has gonc from
zro 1o a 25% US. share ™
years? This gives you some | 1
the magnitude of the problen thex
imports are causing our indus ¢

To what do they owe their 51w’
These are brand names that ca y I
forcign mystique of pasta's r b
land, and they benefit from a s bsid
of 10-15 cents per pound whic . ps*

their pricing down there with | i3 §

label's. A

These ltalian brands are spr. adinf
beyond the Northeast markets ini0 A
bany, St. Louis, Kansas City and s
cral other .areas including the We*
Coast.
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1 1975 ltaly exporied 10,000,000
po s of pasta 1o the US. by 1982
tha gure grew to 52,900,000 pounds,
Ba  on a projection of saks so far
this car, the tonnage in 1983 will be
Al st 60,000,000 pounds.

Subsidies Challenged

More than a year and a hall ago,
we .cided to challenge the EEC sub-
sidy program through international
rade channels. In October, 1981 we
filkd with the US. Trade Represen-
wative’s Office a petition alleging that
the EEC export subsidics on pasta
violate Article 9 of the Subsidics Code
of the General Agreement on Tariffs
and Trade, or GATT. This anicle pro-
hibits the granting of subsidics on pro-
cessed products. We also said that the
export refund program caused “scrious
prejudice™ to the American pasta in-
dustry in violation of Anicle 8 of the
Code, by displacing American produ-
cers in domestic markets.

The US. Trade Represcntative, af-
wr investigating the allegation we
made, tried to persuade the EEC 1o
climinate the pasta subsidy. That ef-
fort was unsuccessful. At our request
the Trade Representative then asked
that a GATT pancl, consisting of rep-
resentatives of other countries, be cs-
tablished to rule on the validity of our
allegations.

Favorable Ruling

| m pleased to report to you that
in # il the GATT panel ruled three
0« - in our favor. The panel sup-
por  our position completely.

B the panel’s vote, significant as
itis oes not end the matter. The final
GA  decision is made by what is
knc  as the Subsidies Code Comm-
mitt  This committee is made up
of + resentatives from nations which
arc  atories 1o the subsidies code
of 1 lilateral trade agreements. The
sub ies code is an international
agre nent which establishes what type
of = stance is proper or improper for
sgn ory nations to bestow on the ex-
port adustrics.

T : Subsidies Code Commitlce re-
view the pancl's recommendations
and Jecides whether to accept them,
fejut them, or take no action.

_ Lt last month in Geneva, the Sub-
sidics Code Committee met 10 discuss
the panel's recommendations. No vote
“as laken. A number of countries op-
posed it. Discussions are continuing,
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and, in the interim, there will be bila-
teral discussions between the ULS. and
the EEC.

If the Subsidies Code Committee
adopts the GATT pancl report, then
the EEC must eliminate the pasta sib-
sidy or face GATT-authorized coun-
termeasures. We are optimistic that the
Subsidics Code Committee will adopt
the report. However, if the Subsidies
Code Committee rejects the panel’s
report, or takes no action on it, then
we believe quite firmly that the U.S
Government must be prepared to act
against the subsidy program.

Wrote Pres. Reagan

We delivered on June 13 10 the
President of the United States a letter
which concludes, “Mr. President. you
can do something about this program.
The GATT panel decision, the first
clear-cut GATT victory for the United
States in almost two decades, deter-
mined that the EEC pasta subsidics
violate international law. Seciion 301
of the Trade Act of 1974 authorizes
you to take action against countries
that violate intermmational agreements
such as the Subsidies Code. We urge
you 1o us¢ your authority under Section
301 w remedy the EEC's violation of
the Subsidies Code and finally give re-
licf 1o US. pasta producers.”

Obviously, the favorable GATT
ruling dovs not end our guest nor solve
our industry’s problem.

On June 14, the day after the letter
was delivered to President Reagan, we
held a Washington press conference
1o discuss the issues in this case. The
pick-up was tremendous.

Call for Action

We have requested each manufac-
turer CEO of the National Pasta Asso-
ciation to write to his Congressional
delegation to stress the importance of
the issue and to point out that jobs are
at stake, | thank each of you who have
taken the time to make these contacts.
In addition, several CEO's of associa-
tion members have made face-to-face
contacts with members of the House
and Senate, and other similar contacts
are scheduled.

Is this all worth it? Worth all the
time, money and effort? Well, all it
has to do with is millions and millions
of pounds and dollars of the product
that provides the livlihood of every
person in this room.

We fully intend 10 address this im-
port issue completely and finally and
expect and appreciate your help. When
we started | felt our chances on a scake
of 1 to 10 might be | or 2. With your
continued support in the next four to
six weeks our chances can move up to
7 or B,

Our Thanks to the Hosts of

The Suppliers’ Socials

A C B Industries (Bassano)
Fairficld, N.J.

A D M Milling Company
Shawnee Mission, KS.

Amber Mill Division G.T.A.
St. Paul, MN.

Braibanti Corporation
New York, N.Y.

Buhler-Miag, Inc.
Minneapolis, MN

Conagra Peavey
Omaha, NE

Commercial Creamery Co.
Spokane, WA

De Francisci Machine Corp.
Brooklyn, N.Y,

Salvatore & Alessandro Di Cecco
Richmond Hill, Ontario

Faust Packaging Corp.
Central Islip, N.Y.

Fold-Pak Corporation
Englewood Cliffs, N.J.

General Mills, Sperry Division
Palo Alto, CA

Henningsen Foods, Inc.
White Plains, N.Y.
Hoskins Company
Libentyville, 1L

International Multifoods
Minneapolis, MN

D. Maldari & Sons, Inc.
Brooklyn, N.Y.

Microdry Corporation
San Ramon, CA

North Dakota Mill & Elevator
Grand Forks, N.D.

Pendclton Flour Mills
Pendleton, OR

Package Machinery Company
Newport Beach, CA

Rossotti Consultants Associates
Fort Lee, N.J.

Scaboard Allied-Cargill
Shawnce Mission, KS




Braibanti

is always

% with the most advanced technology

% in assuring confidence to pasta factories all over the world

% because of experience acquired throughout the world

BRAIBANTI “HT" lines

48

When there is
“HIGH” Temperature
to be considered,

the preference
of the customers

is »
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in ITALY

in FRANCE

in US.A.

in JAPAN

in PORTUGAL

in SPAIN

in GERMANY
USSH.

in VENBZUELA
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 o which S3are for loag pasta,

+ + » besides innumerable lines operating at INTERMEDIATE TEMPERATURE
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iraibanti

INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1
‘.
E 420d S¢, - Suite 2040 « New York, NY 10165 ¢ Phone (212) 682-6407/682-6408 » Telex 12-6797 BRANY o
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BOB AND FRAN GREEN HONORED

Jay Sjerven of Milling & Baking

News reported as follows:

“Members of the National Pasta
Association paid special tribute to
Robert M. Green and 1o his wife,
Fran, at a dinner/dance held in their
honor on the last evening of the
N.P.A. annual mecting and conven-
tion held July 18-20 at the Silverado
resort, Napa, California.

The occasion was Mr. and Mrs,
Green's 35th anniversary with the
N.P.A. Mr. Green joined the N.P.A.
in 1948 and for all of his years with
the association has played a major
role in promoting pasta products.

Joseph P. Viviano, president of San
Giorgio-Skinner, Inc., and chairman of
the N.P.A., presided over the cerc-
monies which featured a slide presen-
iation documenting Mr. and Mrs.
Green's activitics in the N.P.A. and
touching testimonials from their c'dl-
dren and friends.

Among honors bestowed upon Mr.
Green were a plaque presented to him
by Mr. Viviano on hehall of the
N.P.A., a carclully compiled scrap-
book of the history of the association
and of Mr. Green's participation in it
and a plaque from the US. Durum
Growers Associstion.

While Mr. Green will be retiring
from the day-to-day organizational re-
sponsibilitics of the association, he will
remain as editor of the Macaroni
Journal for another two years. His ed-
itorial offices remain in Palatine, 11l

Mr. Green wrole in his weckly
newsletter:

“Fran and | were pleasantly surpris-
ed and gratified with the recognition
we reccived at the final dinner party.

Tuvﬂhnm.uﬂ'mmlnon‘h-mvm Mr, Viviess
is cholrman of tha Notional Peste Assecistion; Mr, Giels il Firnt

We were proud our children could par-
ticipate and we were most impressed
with the portfolio of ktters from
friends and colleagues from over the
years. We have enjoyed our work with
the National Pasta Association and as
we turn the baton over to Joe and Ca-
rolyn Lichtenberg look towards the
next chapter as an opportunity to be
of continued scrvice. We look forward
to the trip to Europe as a part of this
opportunity so I can write some inter-
esting articles for the Macaroni Jour-
nal.

“Joy Guerrisi brought a photo of
the 1927 convention of the National
Manufacturers Association. We were

U.S. Durum

Schet M"h‘- from Fron, Chris
Growens Assecietion, teme

Vice-Choirman,

able to identify several of the partic-
pants but unfortunately there were
many we cannot identify. 1 shall tak:
upon myself the task of writing down
as much of the history of the indusiny
and Association as | can glean from
back issues of the Macaroni Jou nal
It would be most helpful if ycu ¢
old photos and mementos to ser ™
to help in the project.”

L.

Family Portrsit: Cothy Basher,
Groen. Groad-doughter

Betler in freat.
THE MACARONI JOURKAL

I ‘a!'Today's All-American
word Or fun. A powerhouse of
utr 'on in all shapes and sizes.
iflh n energy-producing carbo-
ydr. es. Lower in calories than
am sopular weight-control
Areliable source of iron
ird-to-get B-complex

ns. Pasta! Elegant enough

or go. irmet tastes. ingredients.

Ameri
s g
into

Light enough lor America’s new
fitness generations. Pasta! Made
best from Amber Mills Venezia
No. 1 Semolina. Imperia Durum
Granular or Crestal Fancy Durum
Patent Flour. Make sure your
pasta products are as fit as the
crowds they feed. Shape ‘em up
with Amber’s pasta performing

%

AMBER MILLING
. Mulis at Rush City, Minn —
General Othices at St Paul. Minn,
55165/ Phone (612) 641-3796

Shapes.
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Wil Phillips

Will Phillips, Scnior Associate, Di-
rector of Certification Programs for
Adizes Institute, Inc. kead a dynamic
seminar on “How to Solve the Mis-
management Crisis”, based on a book
written by Ichak Adizes. Profcssor
Adizes is an Israeli born in Yugoslav-
ia. He teaches at the Graduate School
of Management at the University of
California in Los Angeles and at Tel
Avis University.

The basic premise is how to manage
by recognizing that management is too
complicated a process for any one in-
dividual to perform all the roles re-
quired. Each role requires a distinct
style - a pattern of behavior which
predictably occurs in response to spe-
cific situations. The roles encompassed
by the managerial process are in con-
fict at any given time. Although a
ptrson can perform all of those roles
over time, no one person can perform
them all simultaneously.

The necessary and sufficient roles
that need to be performed for the
long-run eflective and efficient opera-
tions of an organization are: to pro-
duce, to administer, to be an entrepre-
neur, and to integrate.

The Producer (P). — A manager is
expected to achieve results or produce
scrvices equal to or better than those
of the competition. In order to per-
form this function, a manager nceds
knowledge of his or her field, whether
it is marketing, engineering, account-
ing. law, or any other discipline, and
must have the necessary drive to sce
that the final results are produced.

The Administrator (A) — A man-
ager should have more than drive and

10

MISMANAGEMENT STYLES

knowledgz. Being productive as an in-
dividual and having the functional
knowledge of a particular discipline or
technology do not nccessarily enable
one to produce commensurate resulls
in managing a group of people. In this
role managers schedule, coordinate,
and werify implentation, They are ad-
ministrators and sec to it that the sys-
tem works as it was designed to work.

The Estrepremcur (E) — Manage-
ment is more than producing and ad-
ministering, however. It entails a high-
er degree of discretion in seliting poals,
strategic planning and policymaking.
This discretionary decision making in-
volves entrepreneurship. In a changing
environment, a manager must use
judgement and be able to change the
goals and the systems by which they
are implemented. To perform this role,
the manager must be an organizational
entreprencur.  Unlike  administrators
who are given certain plans to carry
out and certain decisions to implement,
entreprencur have to gencrate their
awn plan of action. They have to be
sell-starters. Managers who perform
the entreprencurial role have to be
creative to identify new courses of ac-
tion and be willing to take risks. If
they are not creative, they will be un-
able to perceive new possibilities; if
they cannot take risks, thcy may not
be able 10 1ake advantage of opportu-
nities.

But even together, these three roles
are insufficient for adequate manager-
ial functioning. Many organizations
that were managed by excellent
achiever - administrator - entreprencurs
(usually thier founders) *“nose-dived™
when this key individual died or for
some reason had to be replaced. An
organization's life span is longer than
the life span of any individual within
it. Thus, for an organization to be con-
tinuously successful over time, an add-
itional role has to be performed.

The Imtegrator (1) — The fourth
essential role of management is inte-
gration. By integration is meant the
process by which individual risks be-
come group risks, individual goals are
harmonized into group goals, and ul-
timately individual entreprencurship
emerges as group cntreprencurship.
When a group can operate on ils own
with a clear direction and is able to

successfully choose new  direc m
without depending exclusively on ny
one individual, then the integr. ing
role has been performed adequa ly,
A good integrator becomes dispens Hle;
the integrated lcam can survive vth
out him or her.

Mismanagement Stybes
P — — — The Lonc Raager
Exclusive role: Producer of resulls,
How he excels: Getting things done,
Predominant behavior: Compulsively
busy.
Focus of atrention: What is being done
at the moment.
Most distinctive personality traity;
Totally dedicated to the field; hand
worker.
Appraises himself by: How hard he
personally works.
Typical complaints: The day is too
short; there is too much to do; |
don’t have time enough.
Decision making: Shoots from the hip;
acts first, thinks and listens later,
If he has free time: He will find more
work than he can do himsell,
He prefers 1o hire: The cver-ready er-
rand boy; go-fors; thosc who can get
things done regardicss of direction;
people like himself.

A — — The Bureaucrat

Exclusive role: Implementer, adr s
trator.

How he excels: Putting and ke ng
things in order.

Predominant behavior: Contr. ng
ime'=mentation.

Focus of attention: How work is g
done.

Most distinctive personality 1 15
Meticulously organized, slow and  1¢-
ful, thoughtful, conservative.
Appraises himself by: How placic :nd
how well controlled the office is. Iy
pical complaint: someonc vio. ted
some rule or procedure.

Decision making: Follows existing. de-
cisions.

If he has free time: He will think o
new forms, controls, etc. He prefes
to hire: The conforming yes-yes €
or people like himself.

(Continued on poge 14)
THE MACARONI JOURNAL
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Mismanagement Styles
(Continued from poge 10}

— = E — The Arsonist

Exclusive role: Innovator, entrepre-
neur.

How he excels: Getting idcas and new
projects.

Predominant behavior: Creating new
Projects.

Focus of attention: What is new that
is being done and how it might be
done otherwise.

Maost distinctive  personality Irails:
Enthusiastic, stimulating, charismatic,
creative and exciting.

Appraises himself by: The cxistence
of a beehive atmosphere; the appear-
ance of productivity, usually mani-
fested in crisis.

Typical complaints: “Things don’t get
dore around here; “They carry out the
wrong prioritics™; “They don't under-
stand what | want, said, or meant to
say "

Dexcision makings Temporary, no per-
manent commitments; proactive de-
cisions, but no follow-up.

If he has free time: He will create a
ncw project or crisis for the organiza-
tion.

He prefers 1o hire: Claques; people
who listen to anything, any time, not
people like himself; admirers who ac-
cept his latest ideas enthusiastically
and appear to understand them
promptly.

= == == | — The Superfollower
Exclusive role: Integrator of people.
How he esveis: Getting  agreement,
compromising.

Predominant behavior: Compromis-
ing, intcgrating people’s ideas.

Focus of attention: The acceptability
of what is done.

Most distinctive personality trails:
Smooth, scnsitive, people-oriented,
understanding, thankful for being in-
troduced into the secrets of the organ-
ization.

Appraises himsel| by: How central he
is to the power play.

Typical complaint: We do not get
along as well as we should.

Decision making: Only when there is
a group CONSCNSUS.

If he has jree time: He will identify
new conflicts (even imaginary ones)
that only he can resolve; will spread

14

rumors or collect information to the
effect that such conflicts exist.

He prefers 1o hire: Submissive peo-

ple; people who are not clique cpicen-
ters like himself.

— == wm = The Deadwood

The Peter Principle: In a hierarchy,
every employce tends 1o rise to his
maximum level of incompetence.
Corollary 1: Given enough time, and
assuming the existence of enough
ranks, ¢ach employec rises to and
remains at his level of incompetence.
Corollary 2: In time, every posy tends
to be occupied by an employee who
is incompetent to carry out its dulies.
Peter's Pretry Pass: In an occupation-
al hierarchy, neither your own cfforts
nor the pull of your patron can help
you il the ncxt step above you is
blocked by somcone at his level of
incompetence.

Exciusive role: Does nothing well.
How he excels: Kecping oul of
trouble.

Predominant behavior: waiting to be
told what 10 do next.

Focus of attention: No distinct em-
phasis, except for his own survival.
Most distinctive personality trails:
Submissive, friendly, non-threatening,
yiclding, agreeing.

Appraises himsel| by: How successful
he is personally in surviving in the
organization; how well he is accepled.
Typical complaints: None.

Decision making: Avoided.

If he has free time: He will look for
any successes he can take credit for;
he will document achicvements he can
attribute to himsell.

He prefers to hire: The not-so-bright
individual who will posc no threat;
other Deadwood; does not promotc;
hires people like himsell.

PAEIL: The Textbook Manager
Exclusive role: All roles — producer,
administrator, entreprencur, and inte-
grator.

How he excels: Facilitating individual
and organizational growth,
Predominant bohavior: Initiating, in-
novating, integrating, systcmatically
delegating, developing himself and or-
ganization, predicting and adapting.
Focus of aitention: Organizational
survival in the long run. Most distinct-
ive personality traits: Mature, as-

sertive, sclf-actualized, sell-confi :m,
ficxible, analytical, action-oric ed
communicative, sensitive 10 her
people’s nceds and capable of .
grating those needs with the nec . of
the organization.
Appraises himself by: How wel 1the
company will succeed in the lon; run
and how well the team work: to
gether,
Typical complainis: He discou ages
complaining, cncourages constru:tive
suggestions.
Decision making: Participative, sin-
tegic, shared, proactive. If he has frec
time: He will listen and think before
acting. plan for the future.
He prefers to hire: Those who will
produce, advance the organization,
cooperate, be tcam members; peopk
like himself.

More Next Month

Eating Out

Americans spend about one-third of
their food hudgets for food eaten awa
from home, according to a Labor D¢
pariment survey.

Young Amecricans spend an even
higher percentage, about 40%. on
food caten away from home, the de
partment said.

Even the over-65 age group spends
about 25¢ of every food dollar in fas-
food cstablishments and other resiaur
ants.

These are among the findings {rom
the first two ycars, 1980-81, of & con-
sumer expenditure survey. It is "ael
on diaries kept by a sample of bou!
10,000 urban consumer units.

According to the surwy, ex nd
tures for food as a share of it om:
declined sharply as income e —
from about 40% for the lowes on¢
fifth of the income distribution tc 0%
for the highest.

Consumption Goes Up with In me

Food caten away from home  ake
up an important share of tota fon
consumption for all income g W™
and that share rises with income

In the lowcst-income class, : ¢
ing for food caten away from oM
accounts for about 28% of all fo
purchases, compared with 35% 11
highest-income class.

Food caten away from home 1.ak>
up a larger share of total food ¢ P
ditures for a two-camer consume’ U8
than for a onc-carner unit, partly b~
cause of the higher income of the ™
eamer unit, accordirg to the study.
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WANT A PRETTY
PAINTED MACHINE,
GO TO THE

SMITHSONIAN.

WANT A STAINLESS

STEEL FOOD MACHINE,
GO TO DEMACO.”

DEFRANCISCI MACHINE CORP, 280 WALLABOUT STREET. BROOKLYN, N Y. 11206 TWX 710 584 2449
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CALL

DEMACO FOR
ANSWERS.
(212) 963~6000

pnemaco

A YITAL LINK IN THE FOOD CHAIN

WESTERN REP.: Hosking Co, Bos F, Libertywille, IL 60048 —(312) 362-103)




FIGHTING CORPORATE
SENILITY

A Diagnosis and a Prescription

There is strong cvidence that over
the last 15 years the U.S. cconomy has
changed from onc of growth and in-
novation to maturity and a cometimes
failing struggle to maintain ihe health
and profitability of our basic indus-
tries.

We sce the unmistakable signs of
increasing maturity in our day-to-day
work with corporations. The number
of growth businesses we encounter has
declined. A major challenge today is
how to manage and rencw a slow-
growing company in a mature industry.

Strategic Planning

We will describe below how a Chief
Executive Officer can plan and achieve
rencwed carnings growth for business
units which may have stagnated. We
will also point out where strategic
planning methodology must be im-
proved to offer practical advice that
will work in a mature economy.

Consider initially how today's stra-
tegic planning approaches are com-
monly applied to the analysis of a cor-
poration operating in a mature ccono-
my. Typically, a corporation profiles
cach of its busincss units and places
them on a strategic matrix. There are
various such matrices. The one, Ar-
thur D, Linlke uses has competitive
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DISCOVERING THE FOUNTAIN OF YOUTH:
AN APPROACH TO CORPORATE
GROWTH AND DEVELOPMENT

A Preseniation by Roger W. Hearne and
Kathleen Crispell Blackmer, Arthur D, Little Inc.

position along the vertical axis and in-
dustry maturity on the horizontal.

This is an example of a completed
dustry maturity portion of a strategic
matrix that is typical of many of the
corporations for which we work. Note
that most of the business units are in
mature industrics, and that the cor-
poration’s “portfolio™ of business ap-
pears out of balance, without enough
growth units. This corporation, like
many others, will probably not grow at
the rate it desires unless action is
taken. The brutal reality is that most
large U.S. corporations have strategic
matrices with the bulk of their sales
and assets committed to industries in
which the overall growth rate is slow.

One conclusion managers may de-
rive from the matrix is that the cor-
poration needs to acquire busincsses
in new growth industrics to rebalance
its portfolio. In short, the solution is
to diversify through acquisition.

Searching for Business

What occurs when a corporation
scarches for businesses in new growth
industries? Our expericnce is that the
hunt is often unsuccessful, for several
easons:

These is & limited number of growth
industries from which to sclect.

Many companics within growth in-
dustrics are owned by entreprencurs
who are reluctant to work for a large
corporation. Often entreprencurs tell
us about friends who made the mistake
of selling to large corporations — and
their frustrated attempts to “grow™ a
small business within a mature corpor-
ation's system of management,

Other corporations follow the same
strategy. Conscquently, they actively
compete 10 buy the few attractive
“growth™ companics that can be iden-
tificd. Investment bankers are also
cager to take attractive companics pub-
lic, and they add to the bidding war.

Companies within growth industrics
are often not dedicated solely to that
industry. They may have other busi-
nesses that make them poor acquisi-

From left to right: Mr, Salveters Di Cecco, Mn. Lawre Ricciarelli
Mr. Maris Ricciorslli, Mr. A i
e Wcogr &“-. Ide Riccierell, Mn. Mirce Di Cecco,

Roger W, Hearne

tion candidatcs, When a company is
dedicated solely to the desired indus-
try. it is typically small in volume nd
has a minor impact on rebalancing the
pontfolio of a large corporation.

Can Be Expensive

Acquiring a growth company an
be prohibitively expensive. Often, -
quisition involves using your an
stock with a low price/caming = ul-
tiple, or cash, to purchase a gn ah
company with a high price/ean 1
multiple. And, typically, there 3
large purchase premium added .
acquisition price for a recogr o
growth company can be outrage us
with payback 20 years in the futur In
practical terms, plans to acquit 2
company in a growth industry us illy
fail the test of cconomic reality.

For example, assume that you n an
age a billion dollar corporation ™
projected growth of 12% annually for
the next five years. However, you de-
cide 10 acquire a growth business this
year 1o raise the projected growth ¥
15% per year, an increasc of onlf
3%

{Continued on poge 18)
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Fighting Corporate Senility
(Continued from poge 186)
You can achicve your goals if you
acquire:
e A $100 million business growing
at 265 annually,
® A $50 million business growing
at 49% annually, or
® A $25 million busincss growing
al 78% annually.

In short, if a Chief Executive Offi-
cer follows today's most common stra-
tegic planning formula, he typically
faces a classic seller’s market in which
demand for growth businesscs is extra-
ordinary and supply is quite limited.
In addition, it is a market where major
corporations trample cach other in
their cagerness to outbid cach other.
Any day's Wall Street Journal is good
evidence of the current bidding wars.

Oftcn, a search for growth through
diversification is simultancously a snare
and an illusion. The snare is that it de-
lays a more realistic solution to the
problem. The illusion is that there are
growth companies that will be large
enough to rcbalance the corporate
portfolio and that can be bought at
reasonable prices.

These are often the circumstances
in which a frustrated Chiel Exccutive
Officer may make an unexpected ac-
quisition that docs not mect the cor-
poration’s criteria,

Even if it were possible to buy new
growth businesscs at a reasonable price,
there is considerable evidence that im-
proved performance is usually not
achieved once an acquisition is made.

Studies

A recently completed  extensive
quantitative study® drawing on Feder-
al Trade Commission and other data
concluded that diversification into new
industrics has probably not increased
the profitability of most corporations.
In fact, the study found reasonably per-
suasive evidence 1o the contrary.

A second study®® cxamined stock
market values and concluded that in-
vestors could have carned higher rates
of return by raadomly selecting port-
folios of securities than by owning
shares in the conglomerates which par
ticipated in the same industries.

A third exhaustive study,® this ome
of corporate financial performance, d1-
termined that:

® Capital in widely diversificd com-

panies is less productive than

capital in related business com-
panics.

® Over the past decades, companies
that have concentrated on related
businesses have consistently out-
performed companies participa-
ling in unrelated businesses.

More evidence is provided by a
study®® of 64 companics in major do-
mestic manufacturing industries that
cither had maturcd in the 1970s or
arc maturing in the 1980s. These in-
dustries arc:

® Sieel

® Tires and rubber

® Heavy-duty trucks

® Construction and materials-hand-
ling equipment

® Major home appliances

® Beer

@ Cigarettes
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Performance

The leaders in these slow-growing
industries camned returns well ahead of
those carned by corporations singled
out as models of progressive diversifi-
cation,

Within these mature industrics, the
average returns on equity and capital
for the industry leaders were well ahead
of the returns for typical growth com-
panies. They were also ahead of the
equity returns for technology keaders
in high growth market segments.

Clearly, these facts demonstrate
that a mature environment offers ex-

cellent profit opportunities for ioe
who know how to manage it.

This study also analyzed the oo
performers in the same indu As
Without going into great detail oy
the findings, the losers had n kel
their basic mature businesses anc ha
followed unsuccessful, or at least - cak
diversification programs., It soun. s a
if the losers had followed the conimon
advice: milk a big, mature busines
and usc the cash to diversify into new
growth industrics.

Each of these studies, and numer-
ous others as well, has examined the
performance of corporations following
various strategies over time. Their
findings strikc a major blow 10 th
validity of portfolio theory. Portfolio
theory suggests that a corporation
should renew ils carnings growth
through the acquisition of busincsses
in new, unrclated fields. Portfolio
theory claims that managing a corpor-
ation should be like managing a por-
folio of securitics: cash dividends from
maturing securities should be used to
buy new growth securitics to keep the
portfolio growing.

One of the reasons why porfol
theory does not always work is that ik
U.S. cconomy is maturing, and there
are few reasonably priced growh
businesses 10 buy, The situation is 2
“Catch-22"; everybody wants to huy 3
business in a growth industry, ‘o ™
one can afford the price.

The cynics among us will al » e
member ihe results of portfolio nar
agement in its original and cor e
ably simpler application — th pu-
chasing of stocks and bonds ' Ik
portfolio experts of the mutua fun

industry. Regrettably, the marl ' av
crages have regularly outperforn J the
experts. It should not be sur minf
that the industry averages hay  alw
regularly outperformed conglor raie
that follow the same portfolio = «on

To summarize bricfly:

® First, the U.S. economy is at®

ing. The growth rate of ou bas
industries  has  declined. 3
growth industrics are bec mif
fewer. )
® Second, most large corportio®
are concentrated in sizabl. m¥
ture industries. '

@ Third, the path often taken (0¥

crease growth is to do so by f
versilying into new, unrela
growth industries. Most coP™
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ations that try to increase growth
by diversifying into new, unrela-
ted growth industrics fail 10 do
0,

¢ Fourth, new and more realistic
solutions must be  found 1o
achieve renewed growth in a ma-
lure economy.

T.iere are two points to clarily.
Fist. we do not advocate growth for
the sake of growth. The “go-go™ years
of the 1960s and 1970s are well be-
hind us, and we are older and wiser.
We know from statistical rescarch that
there s linle correlation between guar-
terly earnings and stock market prices.
and that a basic premise of the “go-go™
yaans is therefore fautly. Instead, we
uwse “growth™ to mean revitalizing ma-
wring busincsses so that corporate
carnings objectives can be met.

Second, the poor performance we
described was caused by unrelared ac-
quisitions and diversification for the
sabe of divensification. Related ac-
quisitions within the same industry
can make good sense, as we will we
later.

Il achieving growth through the ac-
quisition of unrelated new growth busi-
resses is unrealistic, what dovs work?
The studies to which we referred car-
lier provide a strong hint. They point
oul that the best performing corpor-
ation- have been those that focused
their -flort on a few major businesses
and ntinued to “grow™ them by cap-
twrin  important new  opportunitics
with  their typically mature industries,

Innovation

W see repeated examples of inno-
Vilic  creating  growth  segments
with: scemingly mature industrics.,

Co ider that staid old industry,
ahle  footwear — or, to use the
‘em. ar, “sncakers.” One company
%ot om nothing to more than $400
mlli in “sneaker” volume in just a
fw v s, It met the unsatisfied mar-
ket ¢ Jand for better engincered and
bette: styled athletic foowwear, The
Poter .l demand existed before this
omp 1y satisfied it. Previous industry
Mt vants had ignored these market
fees and their failure 10 innovate
Tulid in an industry that was, at
kant emporarily, slow growing and
parcnily mature. A strategist who

not thoroughly analyzed the in-

dustry would have looked at the sta-

ttics, labeled it mature, and conclud-
SertEmpeR, 1983

ed it offered linle investment oppor-
tunity.

Or, consider the chain of cvents
that continues to offer major new op-
portunities in one of our oldest and
least glamorous of industries, sweet-
ners. First came the saccharin scare,
and a market developed for new arti-
ficial growth. [International politics
and U.S, budget deficits also entered
the picture and changed U.S. support
prices for sugar and the profitability
of the industry in the process. When
a granular high-fructose corn syrup is
developed, the entire structure of the
sweetner industry will change again,
The wheel continwes 10 turn, and
change is as rapid as in any growth
industry.  That old, staid industry,
sweetners, has both important oppor-
tunities and challenges, as well as
growth segments.

This same explosion of growth oc-
curs regularly in segments of one of
our oldest industries, clothing. Design-
er blue jeans, active sportswear, and
pantyhose have shown us that innova-
tion in a mature industry can cause
dramatic growth — for the innovator.
In addition, volume increases can be
on a much larger scale than is possible
in an cmbryonic industry where the
market is still relatively small and un-
developed.

As two final examples of growth
within secmingly mature industrics, we
invite you 1o think about what the
Japanese have done to U.S. manufac-
turers in automobiles and CAD/CAM
(computer-aided design/computer-aid-
ed manufacture) machine tools.

For an alert Chicl Exccutive Officer
in @ mature industry, the growth op-
portunitics compare favorably with
those in less developed embryonic or
growth markets,

Mature industrics provide a much
larger hunting ground to explore for
opportunitics, The number of mature
industries is sizable compared to the
small number of growth industries.

I success is gained, the market is
much larger and much larger sales and
profit increases are possible.

The financing of new opportunitics
is considerably casier in a mature in-
dustry. as the industry is usually well
serviced by financial institutions that
understand it.

There is less competition to find op-
portunitics. Mature industries are un-
glamorous places o be, according 1o

today’s  comventional  wisdom.  For
those who cnjoy holding contrary op-
inion, this suggests that a mature in-
dustry may be the best place to make
money,

The sulnerability of competitors in
mature industries is often quite surpris-
ing. If the competitors are part of a
large corporation, they are probably
entangled in budgets that limit their
flexibility to defend themselves against
an unexpected assault. If the competi-
tors are being guided by conventional
wisdom, they may be merely milking
their mature businesses and ignoring
the opportunitics which exist,

Growth Through Renewal

Our fudamental  proposition is &
simple one The issue of the 1980s for
U.S. businessmen will be 1o match the
skill of our worldwide competitors in
creating new growth through innova-
tion and the rencwal of our existing,
scemingly mature, industries. Indeed,
we have no choice. These are the only
playing ficlds large enough to provide
the results needed to reward a large
cerporation with. meaningful growth,
Strategic planners in 4 mature cconomy
must offer counsel that is practical 10
exveute. What is practical 1o execute,
and what is done every day around us,
is 10 find rewarding growth and pro-
fitability within the existing mature
industries which also produce most of
our profits.

Buitoni Appointments

Buitoni Foods is pleased to an-
nounce the following promotions and
appointments. These changes in its re-
tail sales structure will help focus at-
tention  towards  individual  market
management and key Buitoni head-
quarter involvement,

Chuck Karlow is promoted to Di-
rector of Regional Sales, responsible
for the management teams in the north-
cast, mid Atlantic and western regions.

Replacing Chuck as mid Atlantic
Region Manager is Jim Durkin, Jim
was previously District Manager in the
castern New England area.

Frank Fiumano joins Buitoni Foods
with extensive experience in the food
industry  with Quaker Oats, RJ.R.
Foods and most recently, Del Monte.
Frank, as Director of Meuo Sales will
be responsible for the management
team in the New York Metropolitan
arca.
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Quarterly Durum Report

Record Stocks

The Crop Reponting Board on June
1, 1983 reported that growers secded
an estimated 2.55 million acres, 41
percent less than last year and the
smallest since 1970 when 2.17 million
acres were seeded. All durum produc-
ing States indicate substantial reduc-
tions in acreage, North Dakota with
81 percent of the U.S. acreage is down
42 percent from last ycar while Mon-
tana accounting for 8 percent of the
U.S. acrcage is down 40 percent. Dur-
um wheat acreage to be harvested for
grain is expected to total 2.46 million
acres, down 42 percent from last year.
Arca for harvest as grain is cxpected
to total 97 percent of the planted
acreage, the same as last year. The
carly seeding of durum wheat was de-
layed by cool, wet conditions, but by
late May and early June progress was
near normal.

Stocks

According 10 the Crop Reporting
Board, US. old crop durum wheat
stocks in all positions on June 1, 1983
totaled a record high 142 million bu-
shels (3.87 million metric tons), 32
percent greater than last year's 108
million bushcls (2.93 million metric
tons) and more than doublke the 59.9
million bushels (1.63 million metric
tons) two ycars ago. This year's farm
stocks of 117 million bushels (3.19
million metric tons) accounted for 82
percent of the total stocks compared
to 90.5 million bushels (2.46 mil-
lion metric tons) or 84 percent of the
total durum stocks. Off-farm stocks on
June 1, 1983 totaled 25.2 million bu-
shels (686 thousand metric tons) com-
pared with 17.1 million bushels (467
thousand metric tons) a year ago. In-
dicated April/May 1983 disappear-
ance totaled 21.9 million bushels
(595 thousand metric tons) compared
to 25.0 million bushels (679 thousand
metric tons) for the same period one
year ago. Junc 1982/May 1983 dis-
appearance totaled 113 million bush-
els (3.07 million metric tons) 18 per
cent less than 138 million bushels
(3.78 million metric tons) disappcar-
ance during the comparable period a
year carlier.

Exports

US. exports of durum wheat for
the past year totaled 50.8 million bu-
shels which decreased 204 million

b

DURUM WHEAT
Area Plonted Aree Horvested
Stete 101 1902 13 1981 1982 up
1,000 Acres

Minnesota 140 80 40 135 78 )
Montana 490 350 210 480 340 238
North Dakota 4,600 3,560 2,070 4510 1,450 2,020
South Dakota 260 150 80 250 145 n
Arizona 216 80 65 215 79 55
California 170 130 80 165 125 65
United States 5876 4,350 2,545 5755 4,217 2460

bushels in comparison with the pre-
vious year's figure of 71.2 million bu-
shels. The largest importer was Al-
geria with a total of 18.5 million bu-
shels. France, ltaly, Netherlands and
Venczuela took another 22.2 million
bushels, accounting for a majority of
the total imponts for the period. Dur-
um exports out of Duluth/Superior
since the opening of the shipping sea-
son through July 15, 1983 totaled 23.3
million bushels compared 1o 14.1 mil-
lion bushels a year ago.

Canadian Situstion

Durum wheat, according to Cana-
dian Statistics tabulations, based on
June 1983 findings dccreased to 3,-
550,000 acres compared to 3,750,000
grown in 1983, Prairie acreage sceded
to spring wheat excluding durum)
increased 9 percent from last  year,
while durum acreage is down § per-
cent from 1982, Cool, wet weather de-
layed ficld operations in many produc-
ing arcas. The visible supply of Cana-
dian durum is licensed storage and in
transit on Junc 7, 1983 amounted to
896.3 thousand metric tons, 32.8 thou-
sand metric tons less than last year's
figure of 926.1. Canadian exports of
durum wheat in June 1982/May
1983 period increased to 27 million
metric tons compared to 24 million
metric tons during the same period a
year ago. Algeria, Italy and the U.S.-
S.R. were the largest importers taking
a total of 2.3 million metric tons
which accounted for a majority of the
total imports,

N.D. Wheat Commission
Officers Elected

George Howe, wheat  producer
from Cassclion, N.D., was clected as
chairman of the N.D. Wheat Commis-
sion and vice chairman of the North-

ern Crops Council at the Wheat Com-
mission rcorganization meeting in July.

The NDSWC is a market develop-
ment and promotional organization
funded and directed by N.D. wheat
farmers, where as, the NCC is the
governing arm of the Northern Crops
Institute a customer oriented service
and educational facility for all north-
crn grown crops at the North Dakota
State University, Fargo.

Cecil Watson, wheat producer from
Cavalier, N.D., was elected vice chair-
man of the Wheat Commission and
will serve on the US. Wheat Associ-
ates board of directors along with
Howe; Henry Neshem, Berthold, N.D.,
wheat producer; and J. Ole Sampson,
Lawton, N.D., wheat producer,
USWA develops and maintains 'S,
wheat markets through its 13 over:as
offices and is founded and directed by
wheat producers from 13 states, | or-
cign Agriculture Service, USDA, nd
overscas third party cooperators.

The Wheat Commission ¢k o
officials will serve one year : wr
which new elections will be held.

Elected as chairman of the } C
was Ed Ross, wheat producer | m
Fisher, Minn., and chairman of b
Minncosta Wheat Rescarch and o
motion Council. Others to servicn on
the NCC include: Warren Han, ! D.
Sunflower Council; George Sir or.
Red River Valley Sugar Beet Gro :n
Association; Jim Johnston, Red k ver
Valley Potato Growers Associa’ on.
Wes Tossett, N.D. Wheat Produ or¥
Inc.; Jim Howe, National B ley
Growers Association; Leon Hashins,
South Dakota Wheat Commiss.on
Jerry Thuesen, Montana Wheat Re
scarch and Marketing Committee; Sam
Kuhl, N.D. Mill and Elcvator; Georg®
Boos, Harvest States Cooperative:
Commissioner of Agriculture Kenl
Jones; and Laurel Loftsgard, President.
N.D. State University.
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It lian and Canadian
D -um Specialists
G ! Together

nada’s durum wheat industry was
th focus of an information exchange
be: cen ltalian and Canadian specia-
list. hosted by the Canadian Interna-
tio.al Grains Institute in Winnipeg,
July 25 to August 3.

The ltalian - Canadian Durum Sym-
posium was designed Lo give represen-
ttives of Italy's pasta industry an op-
portunity 1o learn more about durum
wheat production, handling and pro-
cewing in Canada, whilke Canadian
officials gain a betier undenstanding
of quality requirements for durum ex-
ports in the Italian market. It was de-
veloped by the Institute on recommen-
dation of the Canadian Wheat Board
following discussions betwecn officials
of the Board and laly’s pasta in-
dustry.

Twenty-eight lalian and cight Ca-
nadian participants have been invited
to the symposium, which consists of
lecturcs, seminars and tours.

Comprehensive Program
The program began with overviews
of Canada’s grain industry and the du-
rum industries in Canada and laly,
Representatives  of  the  Canadian
Wheat Board and Canadian Grain
Commission outline the function of
organizations and conducted
e of their facilitics. ltalian and
Ca: dian participants exchanged in-
kv tion pertinent to durum wheal
P ction and processing in their re-
¢ ve countrics. Discussion topics
inc  led Canada’s durum wheat breed-
ing ogram; quality evaluation meth-
ol or wheat, semolina and pasta;
nev  Jevelopments in Canada’s grain
bar mg and transportation system;
dur 1 wheat grading and inspection
n ¢ nada; rescarch results on ltalian
dur ) wheat varicties, durum wheat
mil 2 and pasta production in ltaly;
and :xport opportunities for Italian
“m .ina, pasta and cous-cous. Cana-
da’s ability to respond to changing
hali 2 durum wheat quality require-
Men's was dealt with in a pancl discus-
Yon between representatives of the
Canudian Wheat Board, Canadian
Grain Commission and Agriculture
A ficld trip to experimental
durum plots at the Agriculturc Canada
h Station in Winnipeg was
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See the Country

Participants spent the remainder of
the symposium traveling across Canada
on visils to sites of interest such as a
durum wheat farm, primary elevator,
major port facility and pasta manu-
facturing plant,

About 20 resource persons were in-
volved in the symposium, including
stalf members of the Institute, Cana-
dian Grain Commission and Canadian
Wheat Board, as well as senior mem-
bers of several ltalian organizations.
The program was simultaneously in-
terpreted from and into English and
ltalian  during lectures and  discus-
sions, and consccutively interpreted
during tours and social occasions. All
printed material was available in both
languagys.

The Canadian International Grains
Institute was incorporated in 1972 1o
use cducation and other communica-
tion programs to maintain and devel-
op markets around the world for Ca-
nadian grains and oilsecds. lts opera-
tions arc funded 60 per cent by Ex-
ternal Affairs Canada and 40 per cent
by the Canadian Wheat Board.

ConAgra Progress

ConAgra, Inc., will achieve record
carnings per share in the fiscal year
that began May 30, Charles M. Har-
per, chairman and chiefl exccutive of-
ficer, told a meeting of security ana-
lysts in Minncapolis.

Mr. Harper didn't specify  how
much carnings were likely 1o be up
in fiscal 1984, but he did point out,
“We would not say that we expect a
year of record ecarnings this carly if
our plans showed an increase of just
a few cents per share.”

Mr. Harper said ConAgra expects
to report fiscal 1983 fourth quarter
and full-year sales and camings soon
ard that fourth quarter camings per
share “probably will be in the same
neighborhood as last year, producing
a modest gain for the full year,”

Weak industry conditions, Mr. Har-
per said, have kept ConAgra's re-
ported camings per share well be-
low the company’s trend-line eaming
power — what the company would
carn with normal or average indusiry
conditions.

The new fiscal year probably won't
bring major changes in the overzll in-
dustry environment, he added, “but
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the management teams in our oper-
aling companics are confident they
and their people can deliver improved
results.”

Balanced Strength

Mr. Harper indicated that record
fiscal 1984 carnings should come from
balanced strength in ConAgra's unils.
“ConAgra’s Food industry segment—
frozen prepared foods, poultry and
seafood—should be up in wotal in fis-
cal 1984," he said. “Our Agriculture
segment — mainly  pesticide  distribu-
tion, feed and fertilizer, and specialty
retailing—should at least hold its own
despite near-term pressure from gov-
ernment acreage reduction programs,

“In our Grain scgment, grain proc-
essing, principally flour milling, ought
to be fairly strong. We're looking for
a longer-term improvement in  the
grain - merchandising industry  with
litke help this year. We'll have sig-
nificant start-up costs for our new ex-
port clevator in the Pacific Norh-
west. But its investment tax credit
could more than offsct those costs by
reducing our cffective tax rate,”

At the Minncapolis mecting, Wil-
liam G. Stocks, chairman and chicf
exccutive officer of Peavey Company,
tld the analysts that the merger of
Peavey and ConAgra had been com-
pleted  successfully. “Early on, we
committed 1o geiting maximum ad-
vantage from our combined capabili-
ties as quickly as possible,” Mr. Stocks
said. “After not quite a year, the
merging process is largely behind us
and we're operating smoothly to-
gether.”

Macaroni and Cheese Tostada

Kraft is advertising a new recipe—
Kraft Macaroni and Cheese Tos-
tada—to demonstrate how rich and
creamy its product it.

A full page in full color appeared
in the August issuc of Family Circle,
Good HMousekeeping, Ladies’ Home
Journal and Working Mother Maga-
zine were also on the schedule.

Egg Production Down

Egg producers have been reducing
the number of replacemenst pullets
added to flocks since 1980, Older hens
have been kept in production longer.
Output in the third quarter will likely
be down from 1982,
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Pasta
Prescription

I escribe pasta. It could reduce the How does this relate 1o
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h art disease.
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Supermarkets Eye
Foodservice Credits

Even though the percentage of the
food dollar spent away from home is
higher today than cver before, the
competition for it is growing especial-
ly with supermarkets adding salad bars
and freshly made entrees, warned Ir-
ving Eison, vice president of Dunkin’
Donuts. -

Speaking at the Dynamic Leader-
ship Workshop of the Center for the
Study of Foodservice Management,
NYU, the executive pointed out that
those outlets have huge buying power
and fresh ingredients and “they want
part of the action.”

Referring to the past histories of
competition between such giant retail-
crs as Woolworth and K-Mart, Scars
and Montgomery Ward, Eison said the
winners in those batiles were the ones
that were able to “rcad the market
need correctly™ in changing times.

Turning to the foodservice industry,
Eison showed one of the new Burger
King tv commercials that he had taped
at home that McDonald's and Wen-
dy’s are fighting in court over. He made
the observation that obviously Burger
King had done their “homework™ and
strategically positioncd themselves to
gain a larger share of the market.

He said that the terms, “strategy”
and “tactical” arc war terms generally,
but are used in marketing, because
that is what competing firms are do-
ing, “they are at war.” Quoting John
Teets, chief exccutive officer of Grey-
hound, as saying “the foodservice in-
dustry has donc the poorest job of
any industry in strategic planning,”
Eison added that Teets had been able
to turn dirty grimy foodservice loca-
tions in their bus terminals into win-
ners by convering them to Burger
Kings.

Promise for Success

The Dunkin' Donut official felt that
Teets had applied his premise for be-
ing successful in business. That is
“you are in business to satisfy the
needs of the marketplace even above
the objective of making money.”

One firm he felt that did not follow
this principal in 1978 was Pizza Hut,
who in an effort to compete with local
pizza outlets, added “extra toppings”.

“They ruined their price/value
image by trying to pet back all of their
costs for the extra toppings. Eison
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il

stated. But since then the fast food
chain, under ncw management leader-
ship, has regained a lot of its business,
he added.

In his own firm's operation, “we
realized that with the growth of the in-
store bakeries in supermarkets” we
had to change if we wanted to become
more competitive, he explained. For
that reason the firm shifted from bak-
ing all of its donuts on a single shift to
baking them fresh every four hours.

Repositioning yoursell in the mar-
ket can be done, but it is an area of
high risk, but it is also a good way to
increasc business, he said. Azain cit-
ing an example from his own firm, be
said changing the name of “Donut
Holes” 1o “Munchkins” created a
whole new market since customers
consider them now an item for chil-
dren. “So we continued 1o sell both
rather than have just one,” he ex-
plained.

Some of the upcoming trends Eison
cnvisions are more cthnic foods, more
emphasis on nutrition, light foods, less
sugar and less salt.

And as a final note, remember,
“supermarkets are growing at a rate of

1100 units per year.”

Too Much Reliance
On Coupons

Manufacturers are relying too heavi-
ly on coupons, charged Gus Lordi,
vice president, grocery purchasing for
Angelo’s Super Markets, Rockland,
Mass.

“] just think it's running ragged in
one direction™, There is a need for
a more balanced merchandising pro-
gram, he said, “Everyone running the
same type ol program is like us nun-
ning the same type of supermarket,”
Lordi said at a coupon seminar spon-
sored by the Promotion Marketing
Association of America.

1 don't think cvery new item should
be introduced with a coupon. I think
you should first see il the item is ac-
cepted in the marketplace.” In cases
where manufacturers issuc coupons,
but retailers are enthusiastic about an
item, supcrmarket operators will buy
only a few cases and treat it like an
in-and-out item. Don't think, he wam-
cd that simply because an item is cou-
poned it will “make the grade.” Simi-
larly, “If an item dies in the market-
place, coupons should not be used to
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Stores in Angelo’s northern 1ar.
keting area joined its competitors 104
introduced double coupons & ou
cight weeks ago after holding out ¢ ou
a year. It has caused the chain tc pay
clcier attention to coupons, he i
cated, observing that “almost «.eny
merchandising thrust is coupon o.ien-
ted.”

Lordi said he witnessed the same
thing a few years ago with cents-of
packages. They became so prevalent,
and so unwicldly, that eventually su-
permarket company  headquarten
stepped in and put a stop 1o them
Coupons, he feels, are driving a fa-
miliar route.

Criticsms of Coupons

Lordi said he hoped manufacturers
were not taking advantage of the dou-
ble couponing to issue coupons oo
low-margin products in the arca. He
also offered some specific criticism
on coupons, including those that were
too small and that that are too big w0
fit well into a cash register.

He also criticized the fine print used
in some coupons, For one 40¢ coupon.
for instance, customers were required
1o buy two 2-0z packages of the pro-
duct, but the qualification was written
in type too small to be quickly read
He also warned about promotions that
offered one item free if another. dif-
ferent, item is purchased. In onc - as.
he said, the particular item’s pricc
pending on size, ranged from 32
to $1.79. “You have to be very
ful on that type of coupon.”

Coupons that also, for inst
offer 10¢ off if onc item is a b
and 25¢ off il second item is pw
ed also present a problem, in pa b
cause of the work required in ¢
them out properly. In addition, 1
facturers should be sure, in
where there is double and triple ov
poning, that the coupon value do- 8t
exceed the item's price.

He also criticized one manuf. :ur
er who, he said, failed to infon | ¢
company of a coupon drop. I hink
this is less than a statesmanlik. 3P
proach 10 the business, That's ot

right, that's not even cthical.”

With doub’s couponing goiny 0%
Lordi said, the chain is not .
instantly redeemable coupons. “W¢
can't afford it,” he said. Instead, tho%
items are being sent to its souther®
area stores.
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N\_enla!kabmﬂpastapmducﬁonlurnsto
drying temperature, no one talks alike.

Some talk about low temperature. Some
talk high temperature. Some even higher
temperatures. And some talk microwave.

At Buhler-Miag, we only talk about the right
way to produce top-grade quality pasta on
high performance equipment. We talk about
energy-efficient designs that produce
drying temperatures as high as necessary,
not as high as possible.

Contact us for information on our
complete line of pasta processing
equipment.

€ ) GUHLERMIAG)

P.C. Box 9187, Minneapolis, MN 55440 (612) 54!5-1401
59 Curlew Drive, Toronto, CANADA M3A2P8 (416) 445-6910
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Lordi addressed the problem of ex-
piration dates, in particular citing one
coupon distribution where the coupons
were good for different weeks. Even if
coupons are redeemed past their ex-
piration dates, he said, “belicve me,
you're going to pay us back, or there's
going to be a problem.”

Lordi also indicated that some de-
gree of misredemption at the checkout
is inevitable. Cashiers who have been
trained to please their customers are
uot gojug to argue with them aboul
specific coupons, particularly when
they are hurried. “Some of these big
(redemption) numbers coming back
you'd better look at, to see whether
they're buying the product.” Lordi
warned manufacturers at the seminar,

Manufacturers Distributed
A Record 119.5 Billicn
Coupons in 1982

Distributions of cents-ofl coupons
again the 100 billion level
in 1982, Manufacturers distributed a
total of 119.5 billion coupons during
the year, according to Nicisen Clear-
ing House estimates.

This reflects an increase of 17.1
billion coupons (17%) over the 1024
billion circulated in 1981. In the last
four years couponing activity has in-
creased 64%, with distributions ris-
ing from 72.7 billion in 1978 to 119.5

Daily newspaper R.O.P. solo offers
accounted for 23.1% of total coupon
distribution in 1982, while co-op off-
ers in daily newspapers represented
15.2%. Further gains were made by
Sunday free-standing inserts, whose
share of distributions rose from 18.4%
in 1980 to 33.3% in 1982. Magazines

held an 11.4% share of coupons cit-
this past year, Direct mail off-
ers accounted for 3.8% of total dis-

poning activity over the past three
years.

Seven Ways fo Protect
Brand’s Franchise
by Mona Doyle, President,

The Consumer Network, Inc., Pro-
gressive Grocer magazine, Jane, 1983:

(1) Establish a more direct rela-
tionship with the consumer,
Procter & Gamble and John-
son & Johnson are among the
major firms doing this by
printing or — in some cascs
— even embcasing their prod-
ucts with toll-free telephone
numbers &nd invitations lo
call.

(2) Use real people’s names on the
Irhel to personalize the brand
and facilitate direct communi-
cations with the customer.

(3) Put promotion dollars into trial
sizes wherever possible.

(4) Sponsor and otherwise support
how-to programming especi-
ally in food related arcas.

(S) Alert your sales and retail

to the confidence costs
of Visible Upward Repricing.

(6) Do all you can by way of
incentives, education, and in-
vective 1o keep your frozens
fully frozen.

(7) Conduct in-store product sam-
plings and demonstrations.

COUPONS DISTRIBUTED (BILLIONS) 1980 1981 1982
90.6 102.4 119.5
% OF COUPONS DISTRIBUTED BY MEDIA
R.O.P. Solo 311% 21.3% 23.1%
Daily News,

4 Cg-lop: (All) 17.1 179 15.2
Sunday Paper 9.0 73 6.3
Sunday Fr.-St. Insert 184 26.2 313
Magazine 133 11.8 114
Direct Mail 34 33 38
In/On Pack 17 6.4 6.9

TOTAL 100.0% 100.0% 100.0%

Schaeberle Praises
Food Industry

Dispelling myths that the U ited
States is taking a backseat to Jaj nin
cfficiency and productivity, Robe M
Schacberle, Chairman of the Bo: J of
Nabisco Brands, Inc., and of the irn-
cery Manufacturers ol America, said
to participants in the National 'ood
Broker's Association’s Manag.inent
Conference at Hilton Head Island,
“With the quality and quantity ol our
farmlands . . . the exceptional skill,
encrgy and equipment of American
farmers, we have what has perhaps b-
come the mightiest and most produc
tive industry in the world . . . the food
industry.”

Delivering the traditional “Stales
manship In Business” address at the
opening session of the three-day con-
ference in June, Schaeberle told the
top and middle management food bro-
kers that, while money and manpower
have increased in Japan, self-sufficics-
cy of the country in food production
has actually decreased from 90 per-
cent in 1960 to only 72 percent in
1980.

Food production in the Unitd
Statcs, on the other hand, he said, hs
improved 10 the level that the cout o
food consumed at home has fallen
from 25 percent of the average family
disposable income in 1930 to 131
percen ttoday. “This consistently s
perior productivity,” Schacberle \aid
“has made our industry the emv ol
the world.”

Universal Product Coded

A key clement in this improved n>
ductivity, according to Schacberl ha
been the adoption by the food ine 47
of the Universal Product Code. vith

the complementary presence of 2 |

ners at checkout counters. Tog Mt
these provide for better inventory o
trol, greater accuracy of purch. ing
casier coupon verification and th ¢
mination of package pricing.
Beyond scanners, Schacberle 3
the food industry is moving int ¥
next generation of automation - -t
development of the Universal (os
munications System (UCS), that v3
link manufacturer, retailer and |
broker computers within _individud
markets for use in processing ork™
invoices, price changes, product pr

s 2 a i By £ R LT PR T A T L A P s

5 7‘; E

The North Dakota Mi!! has your interests
very much at heart. Qur experience and
excellent milling facilities assure you
the finest durum products for your
pasta, We are located in the heart of
the rich durum country, and we pick
the “‘cream of the crop” for you.
Th -ough testing and laboratory
fac ities assure uniformity and
qu ity control. You can rely on
co! istency when you order
Dui 1kota No. 1 Semolina, Per-
fec » Durum Granular or Ex-
cel Fancy Durum Patent
Flc r from North Dakota

Mi . We're thinking of you
eve v step of the way.

th : durum people

\

NORTH DAXOTA MILL
Grand Forks, North Dakota 58201
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Food Industry Praised

(Continued from poge 28)

sulting firm of Arthur D. Little esti-
mated that the savings afforded by this
shift from a paper-based information
system to one of electronic transmis-
sion would exceed $300 million an-
nually. This, of course, Schacherle
said, would help to hold down prices
for consumers as well.

Statesmanship in business is pre-
valent throughout the food industry,
Schaeberle said, from the cooperation
and mutual respect among all scctors
of the industry, 1o the industry’s over-
whelming response to alleviate hunger,
in 1982, Sccond Harvest, a private
agency which supervises a nationwide
organization of foodbanks, distributed
30 million pounds of food to needy in-
dividuals and families, double the
amount distributed the year before,

Opportunities

Referring to the food industry as
the “largest, most worked-over and
perhaps the most competitive industry
of all,” Schacberle said changes in dv-
mographic and social phenomena will
creale more opportunitics than ever,
Among those will be:

—A population which by 1990 will
have 50 percent more Americans
over the age of 65 than there were
in 1970. This will bring about the
production of specialized food
for purposes of both diet and in-
come restriction.

—A population with a growing pop-
ulation of singles: 50 million un-
married men and women over the
age of 18, an increase of 50 per-
cent over the last five years. This
will precipitate an increase in
convenience foods, the packaging
of individual portions and dispos-
ablc products.

—A pgrowing concern among the
population in fitness, health and
weight control, causing an in-
creased production of natural
foods.

—A psychology of afflucnce in
which the¢ American consumer,
despite inflation or recession, re-
wards himself by buying better
products.

Dbstacles

Through a combination of sophisti-
cated product planning and high-tech-
nology processing, production, pack-
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aging and preservation, and profession-
al sales presentation, both manufac-
turers and food brokers will benefit
from these changes, Schacberle said.
However, he wamned, three obstacles
must be overcome.

The first, according to Schacberle,
is the state of education in the United
States, which he belicves is not produc-
ing soundly-cducated individuals who
can mect the growing needs of the posi-
industrial economy and society.

The second obstacle is the nature
of the food industry, which Schae-
berle described as lacking in glamour
and high-visibility. “Conscquently,”
he said, “we have to work harder to
bring the best and the brightest into
our industry.”

The final obstack according to
Schacberle, is the failure of food in-
dustry companics to become aggres-
sive recruiters of potential manage-
ment talent.

Schacberle stressed to the food bro-
kers that their's is a “people busi-
ness”, heavily dependent on personal
dealings and relationships with prin-
cipals and customers. “S0,” he said
in regards to mergers, “you must walk
a fine line . . . sccking needed gains in
productivity through increased invest-
ment in machines without cutting back
on the personal coverage that your
firm gives to retail operations. The lat-
ter, after all, is a food broker's unique
and essential contribution to the health
of our industry.”

Food Business Is Changing

“The food business is changing at
an ever faster pace, and distributors
must keep up or they will be ‘lost
in the shuffic’, said Vince Little of
Roundy's at the National American
Wholesale Grocer’s Convention in
Chicago. In fairness, it must be point-
ed out that Little also noted that mov-
ing ahead blindly just to keep in step
with competitors could result in finan-
cial disaster.

The food industry continues to have
problems, certainly —some old and
some new, Tonnage remains flat and
this inflation has cut into dollar sales
gains, while costs continue to mount.
Overstoring will not go away despite
the many chain store closings in re-
cent years. And competition continucs
at a torrid pace. Nevertheless, accord-
ing to Steve Weinstein in Supermarket
News, the mood of wholesalers was
upbeat,

Supermarkets Bringing
Back Bulk Selling

Supcrmarkets are  resurrectin
sales muthod that was popular i the
days when markets were small: s¢ ing
in bulk.

In recent months, some of the na-
tions largest grocers, including * ife-
way Stores Inc., and Lucky Stores,
Inc., have started stocking rows of
barrels and boxes with everything
from jelly beans 1o dog biscuits. The
popularity of bulk is spurring some
supermarket  chains to expand the
sales technique to additional stores.

“For many customers, it's a mat-
ter of putting their fect in the water
and testing it,” says Ann Wolfe, who
runs the bulk-food section at a Safe-
way Store in Hollywood, CA. “If they
try it once, they get hooked.”

Extension of Generics

Bulk Selling would scem to be a
natural cxtension of generic-brand
marketing. which became popular in
the late 1970%s. But industry cxccu-
tives believe the rebirth of bulk is
largely the result of the health-food
industry's successes. For years, health-
food stores have sold grains, sceds,
nuts, dried fruits, and fresh produce
and juices in bulk.

Supermarket  bulk-food  sectons
carry many of the same items. Sunr
markets, however, also carry xch
items as gelatin, non-dairy crea er.
cookics, sugar, pet food and ol
chocolate mix. ltems that cannc b
sold in bulk, supermarket man. ¢
say, include potato chips and Ch ¢
fortune cookies, becausc of breal 2.
soap powder, because humidity il
make it lumpy; and items needin. -
frigeration.

So far, bulk sclling has grown st
est at smaller chains. Purity Supr ne.
Inc., for example, a chain of 42 ¢ re
based in Boston, now has bulk k-
partments in 30 of its stores. ¢ !
Food Inc., which has 132 super A
kets in Virginia, Maryland and W sb-
ingon, DC, has bulk departmen 1
all its stores. “We've found out 10!
by the old cash register that pe Pl
want it,” a Giant spokesman say*

The nation's largest grocers 3rc
starting to experiment with bulk sales.
Safeway, a chain with 1,900 US
storcs based in Oakland, CA, b#
bulk depariments in siz stores

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

@ Pianl Engineenng —Layout and Mechamical

® Electrical Engineening and Control Panel Design
® Machinery Selection and Procurement

® Evaluation of Sub-Contracts and Bids

@ Erection and Installation of Machinery

@ Plant "Stant-Up" and Final Adjustment

@ Training of Operating and Maintenance Personnel
@ Service After Sale

PRODUCT TESTING:

To ensure the proper application and design of ASEECO products, aresearchand
development faciity is mantaned o conduct actual on-product tests to determine
demmwbmdmalummolspecmmdmss

machinery.
TURN-KEY PROJECTS:
In addition 10 the design, engineering and supply of equipment, ASEECO will. f
desired, assist in COMMIssIoNing a process faciity on stream. This service includes
the preparation of operating and maintenance manuals, the traiming of operating
personnel, conducting trial and lest runs and the supervision of initial operations
PROJECT FINANCE PLANNING:
ASEECO is prepared 1o assist chents in obtaining comprehensive project
financing. This assistance is inclusive of counsehng on the type of hinancing best
suited 10 your requirements and locating the source that can prowide it

Ask for the foll&wing literature.
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Bulk Selling

(Continued from poge 30)

plans to expand. Great Atlantic & Pa-
cific Tea Co., based in Montvale, NJ,
plans to open bulk departments at a
few of its 1,024 stores within the next
month. And Lucky Stores Inc., the
nation’s third-largest retailer with 600
food stores, has created bulk depant-
ments at four of its supermarkets and
plans to cxpand to other storvs,
company spokesman says.

Sells for Less

Whatever is sold in bulk, supermar-
kets say, can be sold for less. Pack-
aged-goods  prices, says  Safeway's
Miss Wolfe, can be almost double
bulk prices. At the Hollywood Safe-
way Store, $1 buys six pounds of pin-
to beans—one of the most popular
bulk-food items. In a package $1 buys
only four pounds.

“For instance, we're sclling a lot
more brown rice now because there's
just no comparison in price,” Miss
Wolle says. “Previously, this storc was
selling 18 pounds of packaged rice
a week, now we're sclling 30 1o 40
pounds a week. Some of the guys
in the other departments complain
that I'm taking away all of their cus-
tomers.”

But despite the emphasis on low
prices, supermarkets are making a big
cffort 10 avoid the cheap, low-quality
image of generic products. The Holly-
wood Safeway store, for cxample,
boasts that it doesn't stock its newly
created bulk section with “run of the
mill” coffecs. “We sell only the gour-
met blends,” Safeway says. Miss
Wolfe, however, says that coffce is
the only item that is morc cxpensive
in bulk.

Industry exccutives aren’t sure how
bulk will affect sales of pre-packaged,
canned and boxed foods. “We do
know, however, that bulk’s percent-
age in terms of owerall store sales
is constantly rising,” says Don Vail-
lencourt, vice president for consumer
affairs and corporate relations at
Grand Union Co., a New Jerscy chain
that has bulk depariments in 90 of
its 610 stores.

Concern for Cleanliness

For both consumers and the indus-
try, the greatest concern about bulk
sclling seems 1o be cleanliness and
the threat of human tampering. By
its very nature, bulk food is subject
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to contamination from germs, dirt and
—as one supermarket official put it
—*“some kid opening a barrcl and
spitting in it.” Many stores have tak-
en stringent precautions, including as-
signing a full-time employce to moni-
tor the department and keep it clean.

There are no regulations prohibit-
ing the sale of goods in bulk, a Food
and Drug Administration spokesman
says. Arhur Banks of the FDA's
retail-foods division says the agency
is gathering information and working
on guidelincs for the sale of bulk food.

Pennwalt Introduces New
Egg Wash Detergent

Pennchem Depariment of Pennwalt
Corporation, Philadelphia, has de-
veloped “Globest™, a powdered egg
washing detergent that suppresses ex-
cessive foam and provides outstanding
soil removal at low concentrations.
This innovative detergent has becen
successfully tested in Kohl and Dia-
mond washers by large volume egg pro-
ducers with documented cost savings
of 60%-80% where no defoamer was
used, and 40% -80% where a defoam-
er was used.

Globest can be used in cither pres-
sure (20psi) spray or flood and brush
applications. In either Globest actual-
ly defoams itself and mantains a 17
to 2" foam head. The result is no
foam-out of the tank, and elimination
of the nced for expensive defoamers.
And since defoamers can be the high-
est cost in cgg cleaning operations,
their climination results in significant
cosl savings.

Globest will remove blood, manure,
und yoke at concentrations of Y4 to %
ounces per gallon (less recleans means
improved productivity, less breakage
and lower costs.) Egg producers using
Globest reported 25% 1o 90% less
recleans after switching.

Write to Pennchem Department,
Pennwalt Corporation, Three Parkway,
Philadclphia, PA 19102 or call (215)
§87-7271 for location of the Penn-
chem distributor nearest you.

Keystone Announces
New Flyer

Baking, brewery, dairy, and fruit
and vegetable processors can now ob-
tain a new flyer outlining USDA-ap-
proved lubricants from Keystone a di-
vision of Pennwalt Corporation.

The information is presented 1
venient chart form with lubrica
air compressors, scaming rolls,
units, bearings and hydraulic sy

This information flyer can |
tained by contacting Keystonc
frec 1-800-344-2241, or in Pc
vania call (215) 225-7473, «r by
writing to Keystone Division, ‘ens.
walt Corporation, 21st & Lippincon
Streets, Philadelphia, PA., 19132,

Pennwalt Corporation with head-
quarters in Philadelphia is a worldwide
manufucturer of chemicals, health pro-
ducts and precision equipment.

Campbell to Sponsor
U.S. Field Hockey Team

Campbell Soup Company has as-
nounced it will sponsor the U.S. Olym-
pic Field Hockey Team in its drive W
win a gold medal at the 1984 Olym-
pics at Los Angeles.

The company said it would spead
$75,000 over a three-ycar period in its
sponsorship, which will include clinis
and demonstrations conducted by the
members of the U.S. Squad.

R. Gordon McGovern, Campbel
president, said the company's sponsor-
ship would help ease the financial bur-
den of Olympic competition,

In return for its sponsorship Camp-
bell will be allowed to designate «elec-
ted products as the “Official Tr imisg
Table Choice™ of the team and » o
vertise at the American Cup, which b
the annual U.S.-hosted intern: oml
field hockey tournament.

Campbell also is the prime s; nsf
of the U.S. Figure Skating Team. i
will compete in the Winter Olym @
Sarajevo, Yugoslavia.

Campbell is the official soup ~ the
1984 Winter Olympics.

Profit Pasta-bilities

In Scptember, Kraft pourabl .
dressings, Kraft  grated Pa
Checse and Prego Spaghetti Sau
be inviling America to “Dine |
Tonight™ with coupons and “fre
ta” refund offer via Sunday Suppk”
ment nationwide.

A two-page fullcolor spread wil
have total circulation of over 46.000:
000. The “frec pasta™ offer is devi
to create sales impact. Customers wil
be asked to send proof-of-purcha
from cach of the thre: products.
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Name Change to
McKesson Corporation

McKesson Corporation is the new

name of Foremost-McKesson, Inc.
The change was approved by the com-
pany’s sharcholders at their annual
mecting.

The New York Stock Exchange
stock table abbreviation is now Mc-
Kess; the common stock ticker symbol
is MCK.

The name change reflects the sale
of Foremost Dairies last December and
continued emphasis on the company’s
value-added distribution businesses.

McKesson, with fiscal 1983 reve-
nues of more than $4 billion, is the
nation's largest distributor of drugs
and hcalth care products, chemicals,
wines and spirits, pasta, and bottled
water, Its primary distribution com-
panics, McKesson Drug Company,
McKesson Wine & Spirits and McKes-
son Chemical Company account for
85 percent of revenues, with the bal-
ance coming from proprictary pro-
ducts.

Leading Distributor

“The change in our names is more
than cosmetic,” said Thomas E. Dro-
han, president and chicl executive ofli-
cer. ‘Over the past decade we have
divested ourselves of some $225 mil-
lion of assets and reinvested $650 mil-
lion in new growth businesses.”

“Computer technology is the driving
force behind our emergence as the na-
tion’s leading distributor”, Drohan
said, “This year alone, we will spend
$65 million to operate and expand our
computer network.”

He added, “As the nation cmerges
from the recession, we continue 1o
work toward our basic financial ob-
jective of a 15 percent compound
growth rate in camings from con-
tinuing operations in the 1981-1985
period. Our financial condition is
healthier than ever and we have am-
ple resources to finance our growth.”

Adopting the name McKesson Corp.
helps prescrve links to company
founder John McKesson. In 1833 John
McKesson and Charles Olcott formed
a partnership 1o import and whole-
sale pharmaccuticals. Their firm, Ol-
cott and McKesson, cventually be-
came McKesson & Robbins, the com-
pany which merged with Foremost
Dairies in 1967 to form Foremost-
McKesson, Inc. To commemorate its

3

150th anniversary, McKesson is spon-
soring the San Francisco Symphony

Orchestra’s  1l-city national  tour
which bagins October 24,
Hershey Gains

Hershey Foods Corporation an-

nounced record consolidated sales and
carnings for the second quarter end=d
July 3, 1983, Net sales were $357.-
280,000 compared with $314,364,000
for the second quarter of 1982. Record
net income for the quarter was $16,-
§36,000, or $1.06 per common share,
compared with $16,036,000, or $1.03
per common share, for the same quar-
ter last year.

Net sales for the first six months of
1983 were a record $779,196,000
compared with $704,811,000 in the
first half of 1982. Net income for the
first six months of 1983 was $40,350,-
000, or $2.58 per common share,
compared with $42,721,000, or $2.73
per common share, for the same period
in 1982.

Strong Operating Results

“We are particularly pleased with
the strong operating results posted by
our major divisions during the second
quarter of 1983, said William E.
Dearden, Vice Chairman and Chicf
Exccutive Officer. “Hershey Chocolate
Company and Friendly Ice Cream Cor-
poration each registered significant in-
creases in sales and operating income
for the quarter.

“Hershey  Chocolate  Company's
sales increase was due to the effective
implementation of strong sales and
markeling programs resulting in cx-
cellent unit volume growth. This in-
crease was highlighted by the finc per-
formance of established confectionery
products such as Revse's Peanut Butter
Cups and Kit Kat, as well as contribu-
tions of new products such as Reese’s
Picces and New Trail Bars, the latter
being our new granola product line
which is now in the process of being
introduced nationally. Operating in-
come bencfited from the increased
saks, and higher operating margins
resulted from generally lower com-
modity costs and cost containment and
productivity improvement programs.

“In addition to very effective mar-
keting programs, Friendly Ice Cream
Corporation’s excellent sales perform-
ance was attributable to favorable
weather conditions, and the fact that

TN e T

the resturant industry in general co
tinued 1o strengthen in comparison
the same time last year. Operating i
come improved significantly as a resu
of incremental sales from new stor
and increased customer count in ¢
tiblished stores, while operating ma
gins remained essentially the same o,
the sccond quarter of 1982 as a resu't
of gencrally stable cost factors.

San Glorgio-Skiuner Up

“San  Giorgio-Skinner  Company
achieved strong sales and operating in-
come results as a result of timely pro-
motion activities and lower commod-
ily costs.

“The excellent operating gains in the
second quarter were partially offsct by
a higher income tax rate and increased
net interest expense due to reduced in-
vestment tax credits and capitalized in-
terest because of a different mix of
capital expenditurcs and changes in the
tax law in 1983 versus 1982. In
addition, interest expense was high-
er in 1983 because we entered owr
short-term borrowing cycle carlier than
last year. Insofar as the first six months
are concerned, lower net income stems
primarily from a higher tax rate and
higher nct interest cxpense in compari-
son lo 1982

“We are optimistic that the econu-
mic recovery will continue, and that
we will mect the objectives we have
set for the sccond half of 1983
Dearden concluded.

Hershey Stock Split

The Board of Directors of Hersh
Foods Corporation declared a tw
for-one split of the Company’s coi
mon stock to holders of record
of August 24, 1983. The split »
be cflected by distributing one ad
tional share for each share curren!
held. The additional stock certifica!
will be mailed on Scptember |
1983.

The Board of Directors also d -
clared a regular quarterly dividend - {
$.575 per share on the common stoc: .
an increase of $.05 per share, on !
pre-split basis. This represents @ 9.3
percent increase in the quarterly div-
dend rate. The dividend is payable o0
September 15, 1983, to stockholders
of record August 24, 1983. It is the
215th consecutive regular divide!
and the ninth consecutive annual in-
crease.

THE MACARONI JOURNAL

OW TO S-T-R-E-T-C-H VOUR PACKACGING DOLLAR...

.“'f ¥ : 'ﬂ
P AL
Y “" . &‘\)"“ i

h -
5

K. J155716470

)
14 “‘ .
n'.\'rllﬂﬁf

Woasiinva T 1k

N/

!/

@)
] [y
R \\~ 4

RALPH RIGATONI
RECOMMENDS —

COOLEY SALES, INC.
915 3562 6120
GTETT. BDIYMARTWAY WISSION B 6620]

PrTEMBER, 1983

MR T e

ko piea N e S T

O Tlar e Y s il ""?‘-l".ua: T O3 aBs =
IR ENL] e g MY

] ABORATORIES, Inc.

EST. 1920

Co lting and Analytical Chemisis, specializing in
all -aue_r: involving the examination, production
an ibeling of Macaroni, Noodle and Egg Products.

‘itamins ond Minerols Enrichment Assays.
Selids ond
lll Color Score in Eggs ond

emoline and Flour Analysis.
Aicro-analysis for extraneous matter.
snitary Plent Surveys,

§— ‘esticide + Fumigent Analysis.

T— acteriological Tests for Selmonells, etc.

rer Py

| 8 iutritional Analysis. [ $14.00 [7] $17.50 Foreign
$—Troubleshooting Compressor Oils. N o
MARVIN WINSTON, DIRECTOR L — -
P.O. Box 361, 25 Mt. Vernon St., Address . _
Ridgefield Park, NJ 07660 . - )
(201) 440-0022 ST S p
Renewal New Subscription .

Put o feather in your Cap!
Send a copy to o key men.

The MACARONI JOURNAL

P.O. BOX 1008
PALATINE, ILLINCIS 60078

Please enter one year subscription
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Hershey Stock Split

(Continued from poge J4)

Stockholders are advised that this
two-for-one stock split will increase
their number of shares in the Com-
pany, but will not change their pro-
portionate stockholders' interest. The
old cerificates now in stockholders’
possession are valid and should not
be destroyed nor should they be re-
turned to the Company. They con-
tinue to represent the number of
shares shown on their face.

“This two-for-one stock split and
increase in dividend reflect our con-
fidence in the future, profitable growth
of the Company,” said Harold S.
Mohler, Chairman of the Board. “The
stock split will place Hershey's stock
in a more popular price range and
should cnhance the ease with which
it can be traded. The dividend in-
crease reflects our policy of sharing
the Company’s profits with our stock-
holders, while we retain  sufficient
carnings o assist in supporting Her-
shey's growth.”

Good Year for Pillsbury

The Pillsbury Company announced
that fiscal 1983 sales, carnings und
dividend payout set new records for
the 12th consecutive year.

Net sales for the year were $3.69
billion, up nine percent from fiscal
1982 sales of $3.39 billion. Net earn-
ings for the year ended May 31 were
$138.9 million, up from $136.3 mil-
lion. Eamnings per share were $6.39
compared with $6.29 for 1982,

Pillsbury's operating profit was up
four percent; Restaurants up 16 per-
cent; Consumer Foods, including In-
ternational, up three percent and,
Agri-Products down 43 percent. Ex-
cluding unusual items in fiscal 1982
and fiscal 1983, Pillsburys operating
profit increased 12 percent with the
Restaurant Group up 23 peroent;
Consumer Foods up 15 percent and
Agri-Products 43 percent below the
prion year,

For the 4th quarter of fiscal 1983,
sales were $990.3 million, up 10 per-
cent compared with $903.7 million for
the same period in fiscal 1982, Net
camings for the period were $33.5
million, up 36 percent from $39.4
million. Eamnings per share for the
two quarters were $2.46 and S1.BI,
respectively. However, on a compar-
able basis, excluding unusual fourth-
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quarter items from cach ycar, et
carnings were up 21 pereent.

Exciting Year

William H. Spoor, Chairman and
Chief Exccutive Officer, said, “Fiscal
1983 was a challenging and an ex-
citing year for Pillsbury and on bal-
ance we are pleased with our strong
operating Tesults in both quantitative
and qualitative terms. Success was
achieved despite a difficult worldwide
economic environment.

“Pillsbury’s Consumer Foods Group
produced a fine profit performance.
The Group's strong management €x-
pects 10 maintain momentum in the
business with new products, line ex-
tensions and acquisitions.

“Agri-Products experienced volume
and profit improvement in Industrial
Foods but these gains were not suf-
ficient to offset the continuing de-
pressed results of the commodity busi-
nesses — primary the transportation
segment of Grain Merchandising.

“Pillsbury’s Restaurant Group pro-
duced excellent results. Burger King's
average sales per domeslic company
unit had real growth of 10 percent.
In fiscal 1983 Burger King concen-
trated on strengthening marketing und
operating fundamentals, The success
of these programs is reflected in sig-
nificantly improved profit perform-
ance. S & A Restaurant Corp. is one
of the country’s largest and most suc-
cessful dinner house restaurant busi-
nesses. Both the Steak and Ale and
Bennigan's concepts had record years
with Bennigan's adding 43 new res-
taurants during fiscal 1983 to its be-
ginning base of 66.

“We are looking forward to the
finalization early in fiscal 1984 of our
planned acquisition of Haagen-Dazs
which will add premium quality ic:
cream products 1o Pillsbury’s business
portfolio, and provide another un-
usual growth and profit opportunity.

“In retrospect, fiscal 1983 proved
to be a gratifying year for Pillsbury.
We arc enthusiastically looking for-
ward to fiscal 1984," Mr. Spoor said.

—

General Mills Up

General Mills, Inc., posted record
sales, carnings, and camings per share
in the fiscal year ended May 29,
1983, it was announced July 6 by
H. B. Atwater, Jr., chairman. The
past year, Mr. Atwater noted, marked

the 21st comsecutive year of h: aer
camings before extraordinary iten

Return on average sharchol n
equity reached a rccord 19.9% in
fiscal 1983, compared 1o the prev ws
peak of 19.2% in fiscal 1982.

Net income of General Mills ir. fis-
cal 1983 totaled $245.1 million, ¢ ual
to $4.89 per share on the comion
stock, up 9% from $225.5 milion,
or $4.46 per share, in fiscal 1982,

Sales in fiscal 1983  totakd
$5.550.8 million, up 5% (rom
$5.312.1 million in the previous ycar.

General Mills in the fiscal yewr
ended May 31, 1981, had net incom:
of $196.6 million, cqual to $3.90

r share on the common stock, on
sales of $4,852.4 million.

Balaaced Basiness

Mr. Atwater attributed the 198}
peformance 1o the continuing
strengths of the company's balance ol
consumer businesses. Declining inter-
est expense and a lower effective 1
rate helped offset a 32c per share
foreign exchange charge, primarily re-
lated to devaluation of the Mexicar

Consumer Foods sales rose 3%
1o $2.793 billion, General Mills said.
Operating profit ros¢ 2% from the
previous year to $268.2 million. Ihe
latter figure is up 23% from two ) -an

Consumer Foods carnings gain. It
Atwater said, was restrained by b %}
expenditures in support of new | W
ucts and actions taken to meet M
petitive initiatives. Market shar. in
mos! major categories increasc he
said, and panicularly strong v ™
growth was posted by new N o
Valley granola snacks, Fruit -
Ups, Yoplait yogurt and Go
frozen scafood. Unit volume ot I~
mestic packaged foods was up G
for the year.

Restaurant Group sales rose
0 $984.5 million in the year ith
operating profits cdging up 1% 3
record $80 miillion. Toy Group ind
Specialty Retailing operating P ofits
were up [rom fiscal 1982 but Fas. 100
Group results were below a year a0

Busincsses disposed of since a 1¢¥f
ago accounted for saks of $126.2 mil-
lion in fiscal 1982, General Mills s¢
Strengthening of the U.S. dollar. i
said, reduced the reported rate of
growth of international operations.
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® ouble-free silo discharge—
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*OQver 35 years of worldwide experience

® Computer controlled continuous
blending systems assure that
accurate blends of different flours
and regrind are fed to each press.
Fach press can receive a different
‘>rmula—automatically.

® Centrifugal sifters—no dust, no
vibration, low maintenance. Differ-
ent sizes available to handle from
1 to 50 tons per hour.

@ Sanitary construction—all crevice
free interiors and FDA approved
epoxy coatings inside and out.

. ficient, quiet, Turbo-Segment

‘ ® Regrind systems—complete stor-
ischarge Cones for any size silo. : ¢

age, grinding and feeding systems
for regrind.

® ust-free Conveying Systems—

ficient utilization of both vacuum
'd pressure conveying with large
' iters and dust-free design

® Experienced engineering staff. If
you are building a new plant or
modernizing an existing one, put

t roughout. our staff of experts to work for you.
AZO Inc.
PO. Box 181070
Memphis, TN 38118
(901) 794-9480
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Industrial Replacement
Value Cost Trends

The rate of inflation for industrial
maclinery and cquipment conls re-
mained unchanged between the second
half of 1982 and the first ha'l of 1983,
secording 1o a study released woday by
the Kemper Group.

The survey also revealed the aver-
age rate of inflation for industrial
building costs declined slightly during
the same period.

While manufacturers and the con-
struction industry, alike, are generally
uncertain about the future inflation
rate for machinery and cquipment.
they do expect it 1o rise slightly over
the next six months.

For the six-month period  ended
June 30, 1983, machinery and equip-
ment costs increased an average of
(196 pereent, compared 1o 1LOO per-
¢t during the second hall of 1982
and 2.27 percent the first half of 1982.
Industrial building costs ros¢ an aver-
age of 2.09 percent in the December
through June 1983 period, primaily
because of rising material costs. This
rate compares with an increase of 2.23
percent during the second six months
of 1982 and 2.21 percent during the
first six months of 1982,

Companies surveyed were prowing
cautiously optimistic about the econ-
omy and predicted increases in machin-
ery costs will averape 0.21 percent per
month during the sccond half of 1983,
or 1.25 percent over the next six
months. The companies cited rising
material costs tempered by a sizable
productive capacity still available 10
manufacturers in making the predic-
ton.

Building Costs Will Rise

Those surveyed anticipate building
cosls will rise about 0.38 percent per
month in 19835 second half, or 2.30
percent for the neat siv months. They
expect the rate of labor cost increases
to remain constant while  matenial
prices continue to riw,

One of the world’s major industrial
insurers, Kemper develops these cost
trends through biannual surveys of
over 300 North Amwrican manufac-
wrers. The trends are calculated by
use of a weighted index, corrected for
productivity and include an installation
factor. The cost trends indicate over-
all percentage increases in the cost of
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buildings erected and machinery fully
installed. for various industries.

“This information allows companics
1o estimate the present worth of their
facilities and maintain necessary in-
wurance  protection,”  says Carl €.
Chrappa. Kemper's highly protected
rish property valuation and appraisal
manager.

Also included in the industrial sur-
vey are costs trends for Australia, Bel-
gium, France, Japan, Singapore, the
United Kingdom and Federal Repub-
lic of Germany. In comparison to the
U.S.. the annual industrial cost trends
were higher for Australia, Belgium.
France and the United Kingdom, lower
in Japan and Sinagpore and about the
same in the Federal Republic of Ger-
many.

Single copies of the sunvey resulls
are available by writing: Carl C.
Chrappa. HPR. B-7, Kemper Group,
Long Grove, 1L 60049,

New, High Speed Weighers
For Spaghetti Products
‘.

A new, fully clectronic weigher for
handling a varicty of spaghetti pro-
duets is currently available from the

Hesser Division of Hosch Packa
Machinery Ine.

The self-regulating GEL war o
accepts spaghetti products measu ng
up to 10% " long with diameter  of
(0.8 mm. minimum 1o 6 am. maxin. n
Accuracies of up to ¢ | piece ¢ he
achicved.

Designed 1o be casily mounted nd
synchronized with Bosch or other ur-
toners and wrappers, the GEL 1 unt
handles 7 oz., 8 oz., | Ib. and 2 Ib
weights and can achieve up 1o L
separate weighings per minute. The
GEL 11 machine, which handles
weights of 2 10 4 Ibs., reaches speeds
of up 1o 60 weighings per minute

Features include: rugged, durable
construction;  solid state, electronic
controls that assure a high degree of
weight accuracy: fast, simple change-
over 1o other varicties of spaghenti;
and case of maintenance.

In operation, the desired targt
weight is sct by the operator and pro-
duct enters a cascade type of infeed
From the infeed, spaghetti is separated
into two cascades — one for bulk fill,
the other for dribble feed or top up
filling.

As product travels along the bulk
cascade, two plows alternately oxn
which permits spaghetti to be volu
mutrically deposited into a trar-fer
drum containing 12 weigh buct s
This volumetric fill represents 907 of
the final weight.

After the volumetric  weigh »
achieved. the filled bucket rotates 1
a weigh coli. 37 weigh cell inst th
determines the octual weight ot he
product and how much additional + -
hetti necds 1o be added to reach
et weight. Next, the dribble fecd
cade deposits additional product W
the product bucket and the total t -«
weight is reached.

The transfer drum then rotate b
buckets and spaghetti is deposited 1I©
the infeed of a cartoner or film v
ping machine.

In the event the bulk weight v w*
due to moisture loss or irregular
duct, the GEL machine will auton 1t
cally adjust until the set bulk we b
is obtained. thereby assuring consant
wuight accuracy.

The GEL 1 unit can be equipped
with an optional, double deposit 3
rangement so that 3 and 4 Ib. sue

(Contumud on poge 40
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¢ No Dust
* No Vibration

* Low Maintenance

* Different Sizes for 1-50 tons

per hour
* Easily fits into any system
* Sanitary Construction

Call or write

AZO Inc.

PO. Box 181070
Memphis, TN 38118
(901) 7949480
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VITAL INFORMATION

Since 1975 the tirm o Frost & Whinney has oon
ducted a Sales Inden Study for the National Pasta As-

saciation. The contract with them expired at the end
of June

Phe responsibality. has now been taken over by Rob-
it M Green of the Macarom Journal

Respomse 1o Brnst & Whinney was completely co-
fidential und - will be hept that way Al iformation
will be held i stnet contidence and isued i summian
form only, Monthly reports will go only 1o those irms

which provide information

Each participant 0 the program will be assigned
reporting cde number so that no company name necd
appear onany report and all imdinadual company data

Will be destroyed once 1t has served s purpose

We beleve pasta manufacturers whe participate m

this study will signiticamly improse management infor-
mation

First torms ashed for production and sales for the

first half of 1982 and 1953 0 the tollowmg categories

Sales o the grovery trade.
Sales o fowwdservige.
Sales 1o industnial users.

Sales o povernment
Data and reports will be on g monthly basis

I you will participate send me the name. address and
phone number of the individual 0 your company whio

will supply the monthly information

Should there be any questions regarding the nature
or conduct of this statistical program, please call Rob.
ert M. Green at 312-35K8-1022,

THE MACARONI JOURNAL
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Spaghetti Weigher

(Continued from poge 38)

can also be handled on the same ma-
chine.

A variety of infeed systems arc also

paper, the manufacturer could use the
Spaghetti Express as a tool to scll more
pasta.

This can be achieved in numerous
ways, cither through direct contact or
through distributors, or through sale/

lease to customers throughout t! na
tion,

For further information, ¢ i
Dc Francisci Machine Corpo tios,
280 Wallabout Street, Brooklyn Ny
11206; telephone: 212-963-600
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CLYBOURN CARTONERS

available depending upon individual
production requirements.
For more information on the GEL

meet a wide range of needs

cigher please contact: Mr George ALy o‘| 1;'9: sl VmET&S OFES

weigher : Mr. G MACARONI, SPAGHETTI oL VERTICAL CARTO

Gulick, Bosch Packaging Machinery, NERS H

Division of Robert Bosch Technical i Tony, kor shoped Ciybourn cartoner features: ORIZONTAL CARTONERS
Products Corporation, 15 Seeley Ave- hotiow itle rods o, +handie hard-t

Intermittent Molion and Constant Motion Hori-
zontal Cartoners are available with the following

o-feed products « carton size changes

nue, Piscataway, New Jersey 08854; +sift-proof sealing « tuck or seal end style cartons

CRESTE D! GALLO
phone: (201) 981-0001. Shaped

i \ features: ® tuck or seal end style carton * three-
S | Sl Aootbersie aotnentfopiorardicom: | cimensonl caron ssusabiy * el o
- I ; h orizontal form, lill, seal tieiin with

. e Lows, MACARON = ange of cartoning requirements collstion from single or multiple 'ams.automauc

! I 3 . lengtns for casserole A tiny, tansted maca-
Spaghetti Express is a machine e ::‘:-"'"“‘M Volumetric Filling

manufactured in ltaly and distributed ::.Eﬂlt:‘ e edges Ideal for mos! free-flow-

exclus'm:ily 1nMNnhnh I::mcricl lg thle mmu';‘;:m:::nlnd aNOCCH! ing producls such as

DeFrancisci Machine Corporation. It wn se4 lood salads Smalt, dumpling hhe powders, granules, flakes, «

is rather unique in that it: LASAGNE shepes. mast ohen

used in S0ups

SPAGHETTIS

SPAGHETT)
The famubar, long.
md

macaroni and rice

Net Weight Scales
For free-flowing, multi-
shaped producls such
as specially pasta, pel
foods. wrapped candies
and progucts with fre-
quent densily change

—cooks spaghetti in just under one
minute,

—cooks spaghetti “al dente™,

—can be operated quickly by any-
one, not necessitating culinary or
technical skills.

shaped posta,
about 1§ thech

dish that bears its
name—a combination of SPAGHETTINI

Thin spaghett

VERMICELL!

We belist this unit will have as Extra thin spaghetts.
St et ———

revolutiona s + A impact on the Ameri-

zim
Cut in lengths. hollow.

can market « the Espresso Coffee E.%..‘.'&“’.‘.ﬂ.l' m:m“ﬂa n'dne L‘mn'
Machine whea it was ﬁlﬁl introduced :.fﬁ,m,',,, in lengths; macarom but withaut :‘ fleed ed for hard-
The machine can be used in muur' grogves. b s ir?g proaﬁr::':.:::'ﬂﬁw' e
. uitra- P
ants where finally, a ‘Genius™ will not f.%{:.“:,q.m:m H."{“,":‘,"‘f,,m fine powders and mixes /
be needed to cook a decent dish of :;7:.:'“!&“" and s with shortening
pasta, cither ‘soft” or ‘al dente”, - S -
Even more revolutionary is the in- Totied Hand Loading Pouch Collation
novative use of this machine in; NOODLES Ideal for operations
' —shop windows, diagonal. FOLDED GG NOODLES where product changes

are frequent and pro-

—pizzerias, duction volume varies

—school canteens, 2'.::.'.“,.."..".‘:‘,'.' ohd bike -g.!}l;"q!!:d“m h widely.
i - wihsaucs. | Used in casserole dishes

—nbarracks (the lalian Ar:ly is e g i Plus Others

interested in acquiring the unit) 'l;;:r: m f“.’.f.‘n"‘:.;." . wuw' M‘:' Mgk We also offer automa:
—hospitals, meat of cheese and bake in | served with 8 sauce tic bottie. canand

sauce. loadi Tt t pouch.

—camps, ng ray con

fast food chains Short & veyor makes it possible
—{a sy

o feed into the carton Container Collation

irregularly shaped pro-
ducts. Clybourn Vertical
Cartoners are _vailable
in speed ranges from 50
to 400 cartons per
minute. Speed varies
with model and carton
dimensions

—office buildings,
—airports and railroad stations,
—stadiums.

MANICOTTI RIGATI
Ealra large and grooved
To serve, stult and
bake in saucCe.

ALPHABETS
Smalil, letter shaped,
used in SOUpt.

Built to meet your product and produclion line
specilications, Clybourn horizontal cartoners
package a wide variety of procducts such as:
bottles, blister packs, bearings, chewing gum
pouches, pencils, pens, bakery, frozen anc
snack foods, spaghetli and many other type

of products.

Clybourn

Machine Compan
TS1SN Linder Ave pary
Skolse UL 60077 N2/677 THON

& (hvesaon of Pasall inc

Even more exciting and interesting
is the incvitability of increasing the
manufacturer’s production and profits
by creating a new source of consump-
i uon.

Like the Xerox corporation which
distributes their machines to sell their
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ConAgre Peavey Company ........ 20-11
DeFroncisci Maching Corporation ... 13
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Internstionsl Multiteeds Corp. ..... 44
Macoronl Journal . ... ..o b} ]
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Morth Dekote Flowr Mill ... ...... 29
Ricciorelli Pacheging Mechines 17
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Winsten Loborsteries ............o¢ 5
CLASSIFIED
ADVIRTISING RATES
Went Ads $1.50 per kine
Minimem $5.00
WANTED: D wied p prend
For inlormeation write P.O. Box 1008, Pele-
tine, IL 60047,

SURPLUS EQUIPMENT FOR SALE
Ambeatte Short Goods Press, Model BSL
Serial Na. 133; 1500 ibs. per howr.
& Paven Long Goeods Press, Medel
P-300-5D; 300 M. per hour.
® Buhler-Misg ln‘_‘pd.l.‘m with
ot more informetion oa this end ether
eqripment call (612) 330-5140.

MACARONI MACHINE SPECIALIST
30 yeors old, Swiss citizen, with wide ex-
perince abroad in:

Instolistion, Sterting wp, Meintensnce,
Modernization of Buhler- mecoreni
plents ond in of Howr Sechs @
-

T Meneger in & mace-
MMEMU-MMuM.
Write The roni Journel, P.O. Box

Mece
1008, h}nho. IL 60078.

Robert I. Cowen, Sr.

Robert 1. Cowen, Sr. died on July
12 at the age of B4, He leaves his
widow Ida, son Robert, Jr., a daughter
Diane Fried, and six grandchildren.

Mr. Cowen was with A. Goodman
& Sons, Inc. of Long Island City, New
York from 1926 to 1976. The com-
pany was founded in Philadclphia by
his grandfather Augustus Goodman in
1865,

Augustus Goodman had been a
baker in the Union Army during the
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Civil War. Following the Civil War
he married and established a bakery
carrying on a family tradition started
by his grandmother Hannah Guikind
who was known as the matzo baker in
Posen, Poland, in 1766, Poscn was
then in Germany,

As the Philadelphia bakery prosper-
ed and the family grew they finally
moved 1o the lower East side of New
York and established a matzo and
noodle business, becoming one of the
most important brands in the New
York Jewish community.

Founder Goodman lived until 1921
after which a son-in-law David Cowen
became president of the company. The
company’s linc expanded into a variety
of pasta products, dehydrated soups
and other kindred items. Distribution
changed from horse and wagons to a
fleet of trucks.

When David Cowen dicd in 1937
Erich Cohn became president of the
company and Robert 1. Cowen, Sr.
vice president. Mr. Cowen devoled
much time and energy to industry mat-
ters serving on the board of National
Macaroni Manufacturers Association.
He was president during the years
1966-68.

He was president of his company in
1972 and in 1976 tumned the presiden-
cy over to his son Robert, Jr. The busi-
ness was later sold 1o Paramount Mac-
aroni Company.

Sympathies go 1o Mrs. Ida Cowen
at Claridge House 11, Aparimen. ™
East, Verona, New Jerscy 07044,

Please Pass the Pastal

The Trade Relations Committee of
the National Pasta Association has a
99.slide, 7% minute story with two

carousels, a dissolve unit and ¢ sew
tape available for purchase or il
for your sales efforts.

Cost for the set and tape S
Rental for five days, $50 minim n-
$10 per day until returned. Wri Ti
Mucaroni Journal, P.O. Box  Wn
Palantine, 1L 60078,

1. With a  musical  back; ound
there is a panoramic view of a shea
farm with buildings and great ficids of
green wheat.

2. Panoramic view of Fslds of np
encd wheat.

3. Panoramic views of combine &
work, silos, sacks of wheat, tram
loading and departing.

4. Montage of flour mills, exteror
and interior.

5. A sequence depicting the proces
of pasta manufacturing.

6. “Pasta!” (voices over musk)
Montage display of pasta in jars or «
p‘lh“.

. You can say, “Dinner is senved
. . . Formal dinner with pasta dishe

8. Or, “Come and get it!" .
Campers enjoying spaghetti and mes
balls.

9. Or, "Let's look at the mene
.. . Couple in prestigious ltalian 1
taurant studics the menu.

“Nutritionists say we nead at les
four daily servings from the fo
groups of cercals and breads 1o wha!
pasta belongs . . . Pasta’s higl nun
tional value and its low cost 1 ake !
idcal as a daily staple on our ' bl

“And pasta is not fattenit ' W
can enjoy pasta every day bec. ¥
so low in calorics — only 21 ¥
ries per scrving!

“No wonder that nourishing  3pF
tizing. inexpensive, versatile, a &
venient pasta is headed for reak
popularity than cvery before.

“And it all starts with a sing wofs
rich in meaning! One word Ui 1 ¥
it all . . . Nourishing! Apj "
Inexpensive! Versatile! Conver .'n”"

“Pasta! Please Pass the Pa: !
Music under voice and repeat « '
slides:
pasta dishes being passed or ¢ ned
formal dinner with pasta dish.>:
campers with spaghetti;
couple in lialian restaurant;
first, second, third and fourth ™
tages of servings of pastal
A final slide can have your comf®
logo c1 it.

THE MACARONI Jou¥

SINCE 1898

ROSSOTTI

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY

OBJECTIVES

BUILDING A CONSUMER FRANCHISE FOR YOUR BRAND

MARKETING
SALES PROMOTION
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MERCHANDISING

1

MACHINERY AND EQUIPMENT
PUBLIC RELATIONS

NEW PRODUCTS DEVELOPMENT

| PRODUCT Anp PACKAGE

Charles C. Rossotti, President

We have experience in these areas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza

Fort Lee, Naw Jersey 07024
Telephone (201) 944-7972

Established in 1898

Jock E. Rossotti, Vice President
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