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by Fold-Pak
of course

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, multicolor offset, rotogra-
vure or flexographic
printing, Fold-Pak

guarantees a
superior package.
For an added touch SORFOMATION by Fold-Pak.

of elegance, packages can be
varnished, waxed or poly-coated
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

ﬁﬂm e

pasta package

Newark, Mew York 14513 /315-331.1200
Englewood Cliffs Sales Offica. 110 Chartotts Place, Englewood Cliffs, New Jersay 07412 Phona (201) 348-7800

JOHN TERCZAK PRESENTS PASTA AMERICAN “Tv (i
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Pasta American-Style
(Continued from poge 3)

tree. Believing that pasta salads are a
major contribution to our culinary
heritage, he presented a salad assort-
ment . . . spinach fettuccine and sea-
food, rotelle with vegetables, and shells
mixed with fruits. As with the hors d'
ocuvres, these specialitics could be
savored withowr calorie concern, Cal-
ories ranged from 315 to 400,

The menu was completed with Cali-
fornia antichoke soup appetizer and a
dessert of fruits, creme de menthe,
Madicra wine and citrus juices,

Pasta Goes American Menu
Hors d'ocuvres

Pasta Nibblers, US.A.
. cherry tomatoes filled with lin-
guine in a basil dressing
Bow Tic Kabobs
. skewercd pasta, Long Island
scallops, peppers in lime mari-
made
Chicken Stuffed Shells
. shells filled with chicken and
raisings  flavored  with  honey,
mustard and onion
e e
California Artichoke Soup
. a blend of artichoke purce,
chicken stock, tomato juice and
scasonings with sliced avocado
— e
Fettuccine Scafood Salad
. spinach fettuccine, Gulf shrimp,
scallops, walnuts, dill in a sour
cream dressing
—
Golden Gate Pasta-Vegetable Salad
. rotelle and fresh vegetables in a
pungent lemon dressing, lemon/
lime wedge gamish
e
Pasta-Fruit Salad
. raspberry - flavored mayonnaise
lightly laces pasta shells, ba-
nanas, apples and raspberries
—0—
Fresh Fruit Compote a la Terczak
.+« chef’s presentation of fresh
fruits marinated in creme de
menthe, Madiera wine and citrus
juices topped with a dollop of
yogurt
—
Colfee - Tea
R, —
WINE
Cedar Ridge Chardonnay, Sonoma
County, California 1981

Pasta Nibblers, US.A.

(Makes Abowt 48 Hors d’oeuvres)
2 ounces linguine®

1 teaspoon salt

3 cups boiling water
48 cherry tomatoes (about 2 pints)
20 fresh basil leaves (abouts cup)
Y2 bunch parsley, stems removed
(about 1% cups)
cloves garlic, pecled

2 tablespoons pinc nuts

2 1ablespoons olive oil
1V2 1ablespoons kemon juice

2 teaspoons grated Romano

cheese

Salt to taste
Freshly ground black pepper to
taste

o

Gradually add linguine and salt to
rapidly boiling water so that water
continues to boil. Cook uncovered,
stirring occasionally, until just tender.
Drain in colander. Rinse with cold
water; drain again.

While linguine is cooking, cut in
thin slice from top of each tomato; re-
move seeds and pulp. Dip tomatoes,
a few at a time, into boiling water for
about 5 seconds with slotted spoon.
Drain well.

Combine remaining ingredients in
food processor. Process until pureed.
Place in measuring cup; remove 3
tablespoons and sct aside.

Fincly chop linguine. Add basil mix-
ture in measuring cup. Fill tomatoes
with linguine mixture. Gamish with
reserved basil mixture.

* ¥ cup (3 ounces) orzo may be
substituted.
Calories per hors d'ocuvre: 20

Bow Tie Ksbobs
(Makes Abowt 28 Hors doen ey

4 ounces large bow ties
(about 2 cups)*
12 teaspoons salt
12 quarts boiling watcr
I medium onion, peeled and dice
Y4 cup diced green pepper
(about 28 picces)
Y4 cup diced red pepper
(about 28 picces)
28 bay scallops, uncooked
(Y4 cup - 2 ounces)
Salt to Taste
Freshly ground pepper to tase

I cup lime juice, divided

Gradually add bow ties and salt
rapidly boiling water so that wae
continues to boil. Cook uncovered
stirring occasionally, until just 1endar
Drain in colander. Rinse with cold
waler; drain again.

Armrange all ingredients in layers in
two shallow dishes. Pour Y2 cup lime
juice over each dish. Cover and man-
nate in relrigerator ovemnight. To
serve, drain off lime juice. Allcrnak
ingredients on food picks, using 2 bos
ties for each.

* Uncooked how ties are about I':
inches in length,
Calories per hors d'ocuvre: 20

Chicken Stuffed Shells
(Makes About 36 Hors d'oewres)

2 tablespoons raisins
2 ounces large macaroni shell
(about | cup)*
| teaspoon salt
3 cups boiling water
I whole boneless, skinless chi wen
breast (about 6 ounces)
2 tablespoons grated onion
1% 1ablespoons butter or
margarine
2 1ablespoons Dijon-style m tand
2 tablespoons honey
2 tablespoons fincly chopped
walnuts, optional

Place raisins in small bowl, ow
with water and soak 2 hours; dra. . and
sct aside.

Gradually add shells and s it ¥
rapidly boiling water so that vaief
continues to boil. Cook unco:ercd
stirring occasionally, until just tcndet
Rinse with cold water; drain again.

Meanwhile, pound chicken to fla:
ten. Saute onion and chicken in by
ler or margarine over medium heat
covered, about 12 minutes or untd
chicken is tender. Turn occasionall
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pat  icken mixture, mustard and
wone  into food processor. Process
mil mooth. Fold in raisins. Fill
sells vith chicken mixture. Sprinkle
with ilnuts, if desired.

*Un. oked shells are about 1'3 in-
hes  length,

Note Do Not Use Jumbo Shells.
Calov s per hors d'ocuvre: 20

California Artichoke Soup
(Makes 8 Servings)

4 medium artichokes, cooked
I lurge onion
3 ualks celery
I clove garlic
stick (8 ounces) sweet butter,
divided
2 quarnts chicken stock
11 cups tomato juice
I medium avocado, peeled, pitted
and thinly sliced
White pepper to taste
Salt 10 taste
Gound nutmeg 1o taste

Scparate leaves from artichoke bot-
loms and hearts and reserve for gar-
nish. With the back of a spoon remove
the thistle-like chokes and discard.

Process onion, celery and garlic in
food processor until fincly chopped.
Melt '+ stick butter in large sauce pot.
Add scgetables from processor and
itichoke bottoms and hearts. Saute
shout S minutes or until vegetables
e Loader, stirring frequently. Add
chicke -+ stock and tomato juice. Cover
ad p ec in batches in covered blend-
@ R urn 10 sauce pot by pouring
throu,  a coarse sieve held over the
P I through with a large spoon.
Bring - a boil; boil § to 8 minutes or
<l ip coats the back of a metal
‘Mo Skim i necessary. Dice re-
muni - butter into soup. Remove
fom a1 and whisk gently until but-
Lt wsolved. Add avocado. Season
012y Pour into hot cups. Garnish
%1 erved artichoke leaves.

Callor:  per serving: 200

“fluccine Seafood Salad
(Makes 6 Servingy)
120 ices spinach fettuccine
. out 6 cups)
1'3 ublespoons salt
&5 quans boiling water
1 prund (about 18) shrimp, cook-
¢, cleaned, and halved
l kigthwise
* tup blanched bay scallops
(about 4 ounces)
3 1ablespoons chopped walnuts

\ovEneg, 1983

35 cup milk

'3 cup sour cream

tablespoon finely chopped dill
Salt to taste

Freshly ground bluck pepper 1o
laste

tablespoon gold caviar

—_

Gradually add fettuccine and salt to
rapidly boiling water so that water
continues to boil. Cook uncovered,
stirring occasionally, until just tender.
Drain in colander. Rinse with cold
water; drain again.

In large bowl, combine fettuccine,
shrimp, scallops, walnuts, milk, sour
cream, dill and salt and pepper to
taste. Toss to coat well. Garnish with
caviar.

Calorics per serving: 315

Golden Gate Pasta-Vegetable Salsd
(Makes 4 Servings)

8 ounces rotelle (about 4 cups)
1 tablespoon salt

3 quarts boiling water

8 slices bacon

4 cooked artichoke bottoms,
sliced

cloves garlic, crushed

cup julienne red pepper strips
tublespoons chopped scallions
cup lemon juice

tablespoons olive oil

Salt to taste

Freshly ground black pepper to
taste

Boston lettuce

Lemon and lime wedges for
gamnish (optional )

LR N

Gradually add rowelle and salt
rapidly boiling water so that water
continues to boil. Cook uncovered,
stiring  occasionally, until  tender.
Drain in colander. Rinse with cold
water; drain again.

Cook bacon in large skillet over
medium heat until browned and crisp.
Drain on paper towel. Crumble coarse-
ly and set aside.

In large bowl, combine rotelle, ba-
con, artichoke bottoms, garlic, red pep-
per and scallions. Pour over lemon
juice and olive oil. Season 10 taste.
Linc a serving platter with lettuce
leaves. Spoon salad in center. Garnish
with lemon and lime wedges, if desired.
Calories per serving: 385,

Pasta-Fruit Salad

(Makes 4 Servings)

8 ounces small macaroni shells
(about 3 cups)

e S R i MR
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tablespoon salt

yuarts bothing water

banana, sliced ('2 cup)
unpared red apple, cored and
very thinly sliced (112 cups)
cups raspberries

'3 cup mayonnaise

Freshly grated coconut or mint
sprigs for garnish

—— gy -

1

Gradually add shells and salt 1w
rapidly boiling water so that water
continues 10 boil. Cook uncovered,
stirring,  occassionally, until tender
Drain in colander. Rins with cold
water; drain again,

In large bowl, combine shells, ba-
nana, apple slices and about ‘s cup
of the raspberries. Purce remaining
raspberries by pushing through a
straincr. Min puree into the mayon-
naise; mix well. Add to salad and toss
to coat. Garnish as desired.

Calories per serving: 400

Fresh Fruit Compote a la Terczak
(Makes 8 Senvingy)
cups raspberrics
cups blucberries
cups strawberries
medium peaches, peeled and
sliced (2 cups)
cups rainwater Madeira
12 cups white creame de menthe
'2 cup orange juice
Juice of 2 lemons
Plain yogun
Ground nutmeg for garnish
Mint leaves for garnish

L N

-

In large bowl, combine berries,
peaches, Madeira, creme de menthe,
crange juice and lemon juice. Cover
and chill. To serve. top each serving
with a dollop of yogurt. Sprinkle with
a dash of nutmeg. Garnish with mim
leaf.

Calories per serving: 318

American Cuisine Chef
Arrives in Big Apple

John Terczak, formerly exceutive
chel at Gordon and Lesander restaur-
ants in Chicago, has been recruited as
executive chef of the American Stan-
hope hotel in New York Ciy. Terc-
zak has created new  all-American
menus for the hotel, and s in charge
of all food operations,

The new setting is an ideal one for
Terczak. Recently rechnstencd as the
American Stanhope (formerly Stan-
hope hotel), the premises have under-

IContinued on page BI
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Braibanli

is always
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* in assuring confidence to pasta factories all over the world

% with the most advanced technology

* because of experience acquired throughout the world

When there is
“HIGH” Temperature
to be considered,

the preference
of the customers

is »’

+ + + besides innumerable lines operating at INTERMEDIATE TEMPERATURE

BRAIBANTI “HT" lines

48 in ITALY

11 in FRANCE

10 in USA.

in JAPAN

in PORTUGAL.

in SPAIN

in GERMANY

in USSR,

in VENEZUELA
in POLAND

in SWITZERIAND
in AUSTRIA

in BOLIVIA

in CZECHOSLOVAKIA
in FINLAND

in GREAT BRITAIN
in GREECE

in INDIA

in IRAN

in HOLLAND

in RUMANIA

in TURKEY

- e B e e e e e e e b N Wb bty DR

113 ot which 53are for long pasta,
mmfw*mn!u...
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aew ! ctory of

PRINCE-LOWELL-US.A.
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“HIG:I TEMPERATURE"
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DOTT. INGG. M., G. BRAIBANTI & C. S. p. A. 20122 Milano- Largo Toscanini 1

BMmponﬂon

¢ 60E. 42nd S¢. - Suite 2040 » New York, NY 10165 o Phone (212) 682-6407/682-6408 « Telex 12-6797 BRANY »
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American Cuisine Chef
(Continued from poge 5)

gone a $9 million renonvation since
1980 and have been decorated primar-
ily wtih 19th century American anti
ques and art. Amcrican cuisine is a
major factor in the establishment’s
Americana restoration, Terczak, a pio-
neer in the emerging American cui-
sine, plans 1o experiment with such
native foods as domestically-made dry
pasta, turkey, Wisconsin apple cider,
California goat cheese, Great Lakes
fish, among others.

Terczak began his food career as a
bus boy in Chicago’s Henrici's at the
age ol 14. Later he 100k every course
in classic cuisine offered at Dumas
Pere (the late John Snowden's cook-
ing school in Glenview, lllinois). He
worked al various restaurants in the
Chicago arca ranging from Barnaby's
to Biggs before joining Gordon for
seven years including two years when
he took on Lexander restaurant as
well.

Pasta Consumption and
Foreign Imports

Joseph P. Viviano, chairman of the
National Pasta Association, announc-
ed that pasta consumption increased
4.6% in 1982 versus 1981, The gain
was the intustry’s best in at least the
last seven years. Continual gains
through the carly months of 1983 in-
dicate the added consumption level is
not only holding, but is actually in-
creasing slightly.

However, Viviano pointed out,
most of the gains in the industry today
are coming from un-American pasta

. impont brands primarily from
ltaly. The forcign brands as a group
had a share of 1.3% of all pasta sales
in New York in 1981. By 1982, this
figure has risen 10 6.5% of sales. In
the carly months of 1983, foreign
brands doubled their share from year-
ago levels in both New York and Phil-
adclphia, and now are spreading into
Albany, St. Louis, Kansas City, Texas,
the West Coast and in other markest.

Subsidized Imports

The US. Depantment of Commerce
has documented that ltaly exported
52.9 million pounds of pasta 1o the
United States in 1982. Based on a pro-
jection of sales so far this year, that
total will be at least 60 million pounds
in 1983. The imports, which bear
brand names denoting the foreign
mystique of pasta’s motherland, are

{
Joseph P. Viviens

subsidized by the ltalian government
at the ratc of 10-12 cents for cach
pound sold,

Viviano stated that American pasta

manulacturers will compete with any-
one in quality and purity of product,
production  efficiencics, marketing
skills, price values and any other ck-
ment of the business — but 1o compete
against 12 cents a pound government
subsidy is completely unfair,
« In October, 1981 the industry filed
a petition with the US. Trade Repre-
sentatives Office alleging the EEC éx-
port subsidics violate articles 9 and 8
of the Subsidies Code of the General
Agreement on Tariffs and Trade or
GATT.

In the spring of this year, a GATT
pancl of representatives of other
countries ruled three to one in the in-
dustry’s favor, marking the first clear-
cut GATT victory for the U.S. in al-
most two decades. But the GATT pan-
el decision did not end the matter. The
panel reports to the Subsidics Code
Commitiee of GATT. For sevenal
months now the matter has been de-
bated before the Committee, but still
no action has been taken. On June 13,
President Reagan was urged to take
action to give relief to U.S. pasta pro-
ducers; in addition, industry leaders
have contacted members of Congress
with similar requests.

Viviano concluded by stating that
imports today continue to flourish on
supermarket shelves, subsidy intact, in
violation of international trade law.
This situation has begun to affect em-
ployment among American pasta
manufacturers.

McKesson Announces It
Exploring Possible Sale o the
C. F. Mueller Company

McKesson Corp. has annc ney
that it has retained Morgan Star ¢y |
Co., New York, to explore the po
sible sale of the C. F. Mucller “om
pany, a  wholly-owned subsi fian
Mucller, located in Jersey City, NJ
is the nation's lcading manufa. e
of pasta.

A McKesson spokesman noted tha,
il a decision to sell were mad., th
sale would be in line with the com
pany’s stated goal of focusing its fu-
ture growth in the area of value usdded
distribution. McKesson said that Muw-
ler is an extremely successful opers-
tion and represents one of the premiun
grocery product brands in the market
place. “The company will be sold onh
if it is fully valued by a prospectiv:
buyer,” the McKesson spokesman sait

McKesson is the leading distributor
of drug and health care products, win:
and spirits, chemicals and boula
water. In fiscal 1983 ¢nded March 31,
McKesson reported revenues of $4.1
billion and income from continuing
operations of $63.2 million.

Excerpts from the
McKesson Annual Report

With the sale of Foremost D ino
in December 1982, the Foods ( ogp
took a major step toward focusi 2 it
marketing cflorts on branded
commodity products.

Two of the group's three div on
are the market leaders in major o
categories: Foremost-McKesson | a:er
Division is the nation's largest dw
tributor of bottled drinking wat ~ W
homes and business establishn nts
The division operates under the wo>
prictary labels Sparkleus, Alha ibn
and Crystal. It also markets wat, via
2,200 Aqua-Vend water vending ma
chines in the western and Su bl
states. Foremost-McKesson Gy cen
Products Division produces and nar-
kets pasta products through the ¢« . F
Mueller Co., the nation's larges dn
pasta company with a 23% share i
markets in the Fast, Midwest and
South. Foremast Food Ingredient: D-
vision markets protein, lactose and
other products derived from whey. ?
byproduct of the cheesemaking prosess
10 pharmaceutical firms, food procesy
ors and infant formula manufacturer

THe MAcARONI JOURNAM

ASEECO offers much more than high quality, automated equipment
ASEECO is also a service company whose years ol mternabional processing
experience can provide you with:

® Plant Engineering —Layout and Mechanical

L4 Eleclnc:? Enanugrm and Control Panel Design

[ ] i Selection and Procurement

® Evaluation of Sub-Contracts and Bids

@ Erection and Installation ol Machinery

@ Plant "Start-Up™ and Final aupslment ” ;

o ol Operating and Mantenance Personn

L] SechMter Sale

PRODUCT TESTING:

To ensure the proper appiication and design ol ASEECO products. aresearch and
development facility is maintained 1o conduct actual on-product tests to determine
handiing characteristics and 1o obtain data for the design of speciaized process

TURN-KEY PROVECTS:
hmunnbnbdes'g{.mmgmdwpplydemmm.ﬁEECOﬂ.d
desired, assist in commissioning a process laciity on stream. This service includes
the preparation ol operating and maintenance manuals. the iraining of operating
personnel, conducting trial and test runi and the supervision of inMal operations.
PROJECT FINANCE PLANNING: s g _—
~3EECOis 10 assis! chents in obtaining compreleneive projnc
MWWHM of counseling on the type of hinancing best
=uited 10 your requirements and locating the source thal can provide il

mpuny Phome: ASEECO Seleciomatic Bin

Storage Systems.

Iy State Zip

ASEECO
Corporate Brochure

IR

L1V

g s

ASEECO CORPORATION @ 3100 BANDINI BLVD., LOS ANGELES, CA 90023 @ TELEPHONE (213) 267-1960 © TELEX 472-0432
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McKesson Annual Report
(Continued from poge B)

The division also markets dehydrated
onions, garlic and chili peppers to sca-
soning bottlers, food processors and
food-service establishments.

The group’s revenues and operating
profit declined in fiscal 1983, Revenues
fell 4% 10 $319,609,000, with the de-
cline autributable to the disposition of
wo product lines which contributed
approximately $25 million 1o fiscal
1982 revenues. Profitability fell 109
10$32,1 58,000, stemming in large mea-
sure from weaker pricing for pasta
products and losses associated with
the expansion of Aqua-Vend.

In 1983, the Foods Group's Gro-
cery Products Division recorded a de-
cline in revenues, primarily resulting
from the sale in 1982 of 1wo non-pasta
products: Milkman, a low-fat dry milk
powder, and Magic Shell ice cream
topping. Profits remained flat in 1983
#s C. F. Mucller Co. introduced a new
line of products and launched a com-
petitive pricing policy to counter mar-
ket challenges from private-label and
imported pasta.

Sells in 22 States

Mueller's branded macaroni, riga-
woni, spagheilt and other pasta prod
ucts are sold in 22 states which ac-
count for 60% of U.S. pasta consump-
tion. Over the past several years, U.S.
pasta consumption has been growing
at about 3% per annum. However, as
a result of pasta’s growing acceplance
in this country, the $1 billion pasta
market is expected 10 increase to S3
billion by 1991, according 10 a recem
independent rescarch study. Mueller's
n well-positioned to reap the benefits
of this anticipated growth in consump-
tion.

In 1983 Muecller's entered the pre-
packaged pasta side dish market with
Pasta Shapes & Sauces, a new line of
pasta and sauce combinations in five
flavors, Introduced in all Mueller's
markets in January, Pasta Shapes &
Sauces has met with strong acceptance
by consumers. Mucller’s well-estab-
lished sales force, substantial name
recognition  and  strong  advertising
presence in each of its markets have
been instrumental in the product’s suc-
cessful introduction.

The new pasta rescarch laboratory
at the corporate Rescarch Cenler in
Dublin, California. is developing and
testing a range of improved dry pasta

10

products, Opened last year, the labo-
ratory has in development a number of
new Mueller's products.

C. F. Mucller's pasta operation
saved $1.4 million as a result of a
number of productivity-improvement
and cost-reduction programs;

C. F. Mueller’s short-interval sched-
uling program has brought in savings
of more than $3 million since imple-
mentation in fiscal 1981 and last year
reduced direet labor costs by $220,000
over the previous year.

Seventeen’s "Now You're
Cooking' Competition

Thirteen national food advertisers
have signed up as official patrons of
Seventeen  Magazine’s fifth  annual
“Now You're Cooking” National
Menu  Planning  Competition. The
competition, which annually attracts
hundreds of cntries from tcenagers
around the country, is sponsored by
the magazine cach yeur to encourage
the growing interest in food prepara-
tion among teens today.

“Seventeen's “Now You're Cook-
ing” Competition was launched in
1979 alter a Seventeen survey found
that almost 94% of all teen girls pre-
pate o1 heip to prepare meals at home.
More recently, a 1981 survey conduc-
ted by the magazine on teen girl's su-
permarket shopping habits revealed
that, with the increase in mothers who
work, nearly 75% of all teen girls now
shop for food for use in their homes,
spending an average of $35.32 per
weck. This accounts for two out of
every five dollars spent of a teen’s
family food budget, the survey found.

Spoasors

The official patron products of
Seventeen’s cooking competition are:
Cool Whip; Crisco Shortening: Dole
Canned, Chunk, Crushed or Sliced
Pincapple: General Foods International
Colfees; Jell-O Brand Pudding and
Pic Filling: Jolly Time Pop Corn;
Knox Unilavored Gelatine; Kralt
Cheese and Cheese Products; Lea &
Perrins  Worcestershire Sauce; Pam
No-Stick Cooking Spray; Rice-A-
Roni; Star-Kist Tuna; and Tostitos
Brand Tortilla Chips.

“Parlymakens™
Contestants are required to use at

lcast four of the official patron pro-
ducts, all of which are advertised in

Seventeen, in their menu plan 1 cipg
In addition to being promoted o g
event, the official patron produ 5 wi)
also be featured in a special -t
on the contest in an upcoming ivm
of the magazine, as well as at ey
teen's “Partymakers™ evenls, 1o
held in department stores across the
couniry that month,

Twenty-cight tecnage cooks haw
been selected as finalists in the com
petition, and invited 10 recreate the
winning meals for the final judging by
a distinguished pancl of independen
food experts, October 7-9, 1983,
the famed Culinary Institute o
America in Hyde Park, New York
Four national winners, one for ead
of the four contest categorics
“American Regional Cooking,” “D
ner for Two,” “Family Dinner,”
“Party for Friends" — will each recey
a $500 award and an engraved trophy,

Opea to All

Seventeen’s “Now You're Cooking”
Competition is open to all United
States students in junior high, high
school and college between the agesd
13 and 19. Finalists were scloced
from hundreds of entrics by Seves
teen’s food editors, who judged i
menus on the basis of nutrition, tase,
appearance, creative use of ingredicnts
originality in menu planning, and ap
propriateness of cost. Seventeci wil
provide travel, meals, accommox!.itions
and entertainment for all finalis!- der
ing the four days of judging an.' cad
finalist will reccive an engraved *roply
and patron product gift packag. = Th
teacher wwho sponsored cach s udes
will also receive a special gift pa kags

Dr. Richard L. Hall
Elected President IUFoST

Dr. Richard L. Hall, vice pro Jent
rescarch and development of M .Cor-
mick & Co., has been elected proidest
of the International Union of Food
Science and Technology. He toob offict
for a 4-year term during the I FoST
Congress in Dublin, Ircland, Sept. 1%

The IUFoST is an internatiosd
association of more than 40 non-pr:
fit scientific societics around the workd:
Each nation holds a single memb.rb®
in the Union through an organizstio
active in food science and technologl-
The U.S. member society is the Insi
tute of Food Technologists, of whidh
Dr. Hall is a past president. ;
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Ermest M, Rollison
Golden Grain Appointment

Golden Grain Macaroni Company,
has announced that Erncst M. Rollison
has been appointed to the company's
nesly created post of South Central
Regional Sales Manager.

Rollison, a veteran of 13 years in the
food industry, comes to Golden Grain
from Durkee, where he was supervisor
of sales. In his new position with
Golden Grain he will work out of the
Columbia, South Carolina arca. Rolli-
s0a will be responsible for all sales of
ccmpany products in North and South
Carolina, Kentucky, West Virginia and
paris of Tennesee,

A native son of the south, Rollison
resides in Irmo, South Carolina with
his vife and three children.

Borden V.P. for
Co sumer Affairs

I rden, Inc. has elected Karen L.
Joh on to the newly created position
cf « porate vice president for consu-
me: (Tairs.

} s Johnson has responsibility for
Boi n's consumer-rcsponse system,
Cor imer Products public rclations,
the orden Kitchens, and liaison with
rac  groups and non-profit organiza-
tor  She was previously vice presi-
&n _onsumer affairs of the Borden
Cor imer Products Division.

\ i Johnson joined Borden in
197 as director of consumer affairs
for s foods division. The lollowing
yea: she was appointed divisional vice
pres Jent-consumer affairs, retaining
the (itle when the foods and dairy di-
‘tiuas were consolidated into the con-
sumcr products division in late 1980.

She came to Borden after 14 years
with the Pillsbury Company, Minnea-
polis, where she had advanced to di-
Yeclor of consumer services for its re-

frigerated products division,
Novemaes, 1983

Miss Johnson holds a bachelor's de-
gree in dictetics and a master’s degree
in foods and nutrition from the Univer-
sity of Wisconsin - Stout, wher: she
served on its board of business and in-
dustrial advisors and which presented
her with its  distinguished  alumni
award in 1977, She is a member of
Home Economists in Business and a
former member of its national board.
She has served as chairman of the
consumer affairs commitice of Grocery
Manufacturers of America. In 1983,
she was inducted into the YWCA
Academy of Women Achievers,

She will continue 1o have her head-
quarters at the company's administra-
tive offices in Columbus,

Holiday Promotion

November—a special time for shar-
ing and Borden's Home for the Holi-
days promotion will be in full swing
with an exclusive Thematics Stand-Out
insert appearing in the November,
1983 home delivered issues of Read-
er's Digest. Over 119,000,000 con-
sumer offers appear in this insert,
Pasta products include Luxury Brand
of National Food Products and Cream-
cites of the Creamette Company,

Sybil Mobley on
Hershey Board

Sybil Collins Mobley, Dvan of the
School of Business and Industry,
Florida Agricultural and Mechanical
University, has been clected to e
Board of Directors of Hershey Fuwvds
Corporation, Harold S. Mohler, Chair-
man of the Board, announced re-
cently.

Mobley is a member of the boards
of directors of Anheuser-Busch Com-
panics, Inc., Champion International
Corporation znd Scars, Rocbuck and
Co. She also serves on the Presidental
Commission on Industrial Competi-
liveness.

She is also a member of the board
of directors of the American Assembly
of Collegiate Schools of Business, the
Wharton Graduate School Executive
Board of the University of Pennsyl-
vania, the Visiting Committee of the
Alfred P. Sloan School of Manage-
ment of the Massachusctts Institute of
Technology, the board of directors of
the International Association of Black
Business Educators and the Consultant
panel 10 the Comptroller General of
the United States,

GOLDEN GRAIN NAMES THREE VICE PRESIDENTS
The Board of Directors of the Golden Grain Macaroni Compony announced the op-

pointment of three new officers.

Dumk\k Forh (lett), sales executive ond former General Manager of Golden Grain's
s nomed Vice President ond Eostern Sales Manoger. Forte will direct
!hll-n for oll Golden Groin products sold throughout the Midwest ond

mlom ted Stotes.

was nomed Vice President ond Sales

*Big John' Polozzo (center), Golden Grain's top soles executive in Southern Calitornig,
Monoger

for the cumo-myl Southern Caoliforna

Division. In his position Palazzo is rnu:nsabh for the company's expanding sales octivities
Inludes Southern New

in the area which x|
‘lhlr:ltoln
mamber of the

oda ond Arizona o1 well os Southern Colifornia,
nwmd Vice President wos Louis Bono, Golden Groin Controller, Bono, a
of Corporate Controllert, hos modernized Golden Grain's occount-

Institute
ing department in recent yeors ond introduced mony new ond efficient business procedures
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Lancia-Bravo Annual Report

Fiscal 1983 was a record year for
the Lancia-Bravo Division. Earnings
soared to an all-lime record led by
substantial volume and market share
growth of high-quality Lancia pasta.

Lancia pasta is made with Semolina
from 100% Canadian amber durum
wheat, the best wheat in the world for
pasta. The reward for this policy of
using only premium raw materials and
maintaining consistent product quality
is evidenced by Lancia’s strong mar-
ket acceptance and position.

During the pasi year, sales of Lan-
cia pasta grew at three times the rate
of an extremely buoyant pasta market.
The Lancia brand rosted record vol-
ume and market shares for the third
year in a row. The overall strength of
the pasta market is the result of in-
creasing consumer interest in pasta as
a nuiritious and tasty alternative to
other main meals, plus consumer rec-
ognition that pasta offers top value for
their moncy.

Sauce Sales Grow

Like the pasta market, the spaghetti
sauce market continued to demon-
strate rapid growth. Within this buoy-
ant market, Bravo spaghetti sauce
continued to show solid volume growth.
Bravo spaghetti sauce, which is made
from an original authentic homemade
ltalian recipe, continues to be the
leader in the important and highly
competitive Ontario market. Expans-
ion plans into Quebec and Western
Canada continued this past year, with
solid gains in distributio> and volume.

The Lancia-Bravo Divition offers an
extencive line of Italian style foods.
Lancia pasta and Bravo sauce will con-
linue to expand nationally and can
look forward to increased volume
distribution gains, improved market
share and a number of innovative new

products.

in A D M Annual Report

Acquisition by Archer Daniels
Midland Co. of a substantial minor-
ity interest in Alfred C. Toepfer In-
ternational, an international commod-
ity trading group based in Hamburg,
West Germany, reflects ADM's desire
1o increase significantly its ability to
participate iy major world markets,
according to the company’s annual
report for fiscal 1983, issued recently.
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Dwayne O. Andreas, chairman of
the board and chiel executive, and
James R. Randall, president, empha-
sized, “We need to take full advan-
tage of the cxport subsidies being
paid by nearly every competitive
country, instcad of independently
competing with the treasuries of their
government.”

Commenting on  fiscal 1983, in
which net income decreased for the
second consecutive ycar from the rec-
ord levels of fiscal 1981, Mr. An-
dreas and Mr. Randall stated, “While
volumes were up in several of the
company's major arcas of operations
the profit margins in these operations
continued to be weakened by the lin-
gering effects of past government poli-
cies, foreign government subsidy prac-
tices, depresscd world economy and
the impact of the strong U.S. dollar
on our export market.”

Sales Volume Up in Major Products

Management's discussion of opera-
tions and financial condition in the
ADM report stated that sales volume
gains of approximately 67% in com
products, 10% in oilsced products
and 14% in wheat products contrib-
uted to the 1983 sales improvement.

“Sales of fuel alcohol increased
1BO% in 1983 from fiscal 1982, and
added significantly to com product
sales volume™, the report said. “Low-
er prices for soybeans and wheat in
1983 were reflected in sales prices
and panially offset volum: gains.

“Gross profits declined 21% 1o
$262 million in 1983 from $322 mil-
lion in 1982. Oilsced crushing and
grain merchandising operations, which
were depresseed in fiscal 1982, con-
tinued to expericnce difficult market
conditions resulting in lower gross
profits. Increased demand for com
sweetener products and fuel alcohol
improved the profitability of the com
product opcrations. Improved wheat
flour export sales volume and profit
margins in fiscal 1983 enhanced the
profits of the wheat milling opera-
tions.”

Acquisition Invistments of
$42 Million

The A D M report showed that the
company in fiscal 1983 invested $42,-
081,000 for acquisitions, compared
with $12,500,000 in fiscal 1982. The
company's cquily in the net eamings

of Toepfer since the December 182
acquisition are included in “othc in
come,” which totaled $40,100,0(x

In Pasta

At Gooch Foods, Inc., Mr, Ar Ire.
as and Mr. Randall noted acquis ion
during the year of the D'Amico M «a.
roni Co. plant at Steger, IL, an: of
V. LaRosa & Sons Pasta Corp., War.
minster, PA. The D'Amico plant was
merged with Gooch Foods to sen.
ice the Chicago area; LaRosa is bving
cperaled as a wholly owned subsidi-
ary.

Paris Milling Co. and Sweetwater
Feeds, the A D M wflicers stated, were
merged into Gooch Feed Mill Corp
during the year, creating a new A DM
Feed Corporation. “The newly com-
bined company achieved record sals
and profits during the past year,” they
stated.

Pillsbury First Quarter

The Pillsbury Company has e
ported that sales, net carnings and
carnings per share for the first quarter
cf fiscal 1984 cach set new records for
the period.

Sales for the first quarter were $92Y
million, an increase of 15 percent ovet
sales of $806 million for the s:me
period in fiscal 1983,

Net camings were $34.8 mil on.
compared with $25.6 million, an in-
crease of 36 percent. Eamings xf
share were $1.60 and $1.18, res -
tively.

William H. Spoor, Chairman nd
Chief Executive Officer, stated 1 Is-
bury's first-quarter results were ¢ ar
acterized by continuing strength ac ™
all of our business segments.”

Highlights of the quarter inclu

An outstanding performance by .
Restaurant Group with operating

fits over 45 percent ahead of the ¢
pericd last year, The improvement
led by Burger King with a 14 pe
increase in average sales per dom
unit compared to the first quart

CRE R
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of

fiscal 1983. S & A Restaurant Ci p-
including Stcak and Ale and Be -
gan's, increased first quarter sale: b
26 percent and also contributed sif:
nificantly to the increase in opersing
profits.

Consumer Foods continued 1o e
cord operating profit increases in it

(Continued on poge 16)
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The shape
of things
to come---

“come from
Maldari
dies

% Unusual extruded
shapes and designs.

% Special extrusion dies
to your specifications.

Call now to discuss how we
can shape up for your special
extrusion dies. No obligation.

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

—
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Americas Largest Macaroni Dee Makers Sincz 1903 — With Management Continuously Retained in Same Family




Pillsbury Report
(Continued from page 14)

domestic  operations which included
two-month’s results for Haagen-Dazs
acquired carly in July. Gallons of ice
cream sold by Haagen-Dazs increased
over 30 percent in the two months
compared with the same months last
year. Consumer Foods operating pro-
fit from international operations was
unfavorably impacted by the strength
of the U.S. dollar.

Agri-Products made substantial pro-
gress in improving its grain merchan-
dising operations and recorded solid
gains for both industrial foods and feed
ingredients,

“This very strong start 1o our 1984
fiscal year gives us cven grealer con-
fidence in projecting Pillsbury’s 13th
consccutive year of improved sales
and profitebility,” Mr. Spoor noted.

Pillsbury Stock Split

The Board of Directors of The
Pillsbury Company voted a 2 for 1
stock split in the form of a stock divi-
dend; one share of common stock for
cach share of common stock outstand-
ing to be mailed November 30 to stock-
holders of record November 1.

At the same time, the Board voted
to increase the quarterly cash dividend
on common stock from 62 cents per
share 10 70 cents per share on a pre-
split basis. The increased dividend
will be paid November 30 1o stock-
holders of record November 1.

William H. Spoor, Chairman and
Chiel Exccutive Officer, speaking at
the company’s annual mecting predic-
ted that, “Earnings per share for the
first quarter will exceed last year's first
guarter by 30 percent or more.” All
of the gains are coming from opera-
tions and the strong performance is
being led by the Restaurant Group
and especially Burger King as well as
the Consumer Foods Group Significant
improvement in Grain Merchandising
results, compared to the previous year,
is also an important contributor to the
first quarter gains.

In other Board actions, Edward C.
Stringer, Executive Vice President and
General Counsel was clected to the ad-
ditional position of Chicf Administra-
tive Oflicer of the company.

Richard C. Crowder was clected
Senior Vice President, Strategic Plan-
ning and Corporate Risk Officer. He
was formerly Vice President and Cor-
porate Economist.
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Jerry W. Levin, Scnior Vice Presi-
dent, Corporate Development was
clected to the additional position of
Treasurer,

W. Donald Norris was elected Vice
President Personnel and Organization-
al Planning. He was appointed to that
position on September 1, 1983,

ConAgra Grows

Flexibility in planning and a “pow-
erful presence across the food chain™
will allow ConAgra, Inc., to seck the
best opportunities for return on in-
vestment and growth and to pursue a
wide range of alternatives in the food
industry. Charles M. Harper, chair-
man and chiefl executive officer, puints
out in the company’s annual report for
fiscal 1983,

In reviewing developments at Con-
Agra as well as assessing its future,
Mr. Harper points out that in the fiscal
year ended May 29, 1983, “industry
conditions kept reported carnings per
share well under ConAgra’s trend line
carning power.

“We are not content to wait until
our industries improve and generate
higher reported camings. Rather, we
intend to keep building trend line cam-
ing power so ConAgra will Yeap sub-
stantially greater benefits as our in-
dustries improve.”

ConAgra in fiscal 1983 had record
nct income of $47,770,000, equal to
$2.59 per share on the common stock,
up 45% from $32,873,000, or $2.51
per share, in fiscal 1982. Common
shares outstanding at the end of fiscal
1983 averaged 18,391,235, up 40%
from the #nd of fiscal 1982, reflecting
the merger with Peavey Company. Net
sales apgregated $2,319,973,000, up
36% from $1,709,599,000 the pre-
vious year, Peavey results were includ-
cd in the last 10 months of fiscal 1983,

ConAgra in the fiscal year ended
May 31, 1981, had net income of
$26,683,000, equal to $2.21 per shalre,
on sales of $1,381,701,000,

In his comments to stockholders, Mr.
Harper emphasized that ConAgra's
management structure “must readily
accommodate and take advantage of
increased scale and carning power. In
fiscal 1983, the Peavey merger and
formation of a major new poultry
company tested ConAgra's manage-
ment capacity. There were no signifi-
cant hitches in bringing our busincss-
cs together, and the process is largely
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0 |EGREAT PRODUCT DESERVESANOTHER...
... and great products begin wnh EGGCO

behind us. ConAgra is not jus by
ger, it is stronger —in manag icn
depth as well as earning power.”

Noting ConAgra’s strategy
major businesses 1o hold a lc ding
share in their markets, Mr. H rpa
pointed out that through the n rper
with Pcavey, “ConAgra becam the
leading flour miller and largest pub-
licly-held grain merchandiser i the
US." ConAgra is also number one
in crop protection chemicals distribs- |8
tion, poultry processing, frozen pre-
pared foods brand, and shrimp proc.
cssing.

Reduced Earnings at
International Multifoeds

International Multifoods  Corpora-
tion reported reduced earnings for the
sccond quarter ended Aug. 31, 198),
due to the significant devaluation of
the bolivar in Venczucla. Eaming
were $6.2 million, or 75 cents per
common share, on sales of $254.3 mil-
lion, This compares to carnings of
$8.1 million, or 98 cents per common
share, on sales of $266.6 million for
the same period a year ago.

Discussing the company’s ovenall
performance, President and Chief Op-
crating Officer Andre Gillet said, “Out
operations  continue 1o exhibit heir
fundamental strength, with worldvids
volume up five percent. I'm pa: icu-
larly pleased with th second qu rter
carnings trends from our operatio . in
the United States and Canada, an the
excellent operational job our \ ne-
zuclan team has done in coping ith
price controls and currency dev ux
tion.”

EGGCO is your sou for great eggs!

In Vemerucla
Commenting on the situatic 0

: As knows, ns he LIQUID — In tankers fo your speciications
Venezeela, Chairman and Chic Ev h Hindo i, In bﬂﬂ';’m m,m s ki DRIED
ecutive Officer William G. Phillip: aid. Io: ;ohsod of competition. E ﬁu Egg products gives Standard and Free-Flo Whole Egg. Standord Albumen, and Stand-
“Devaluation of the Venczuclan oli- B you e edge you've been looking br ard and Free-Flo Yolk.
var relative to the US. dollar ¢ sing Ho.  We have the right combination ... superior qualiy, BLENDS — 1o your ifications
the second quarter negatively afl ¢ B pric 3 fost service, and accurole morkel analysis. For over o 25 oy " sp,::ma,sc,lmm. users of eggs isist
US. dollar reported carnings it o' |t Yo wa have been serving world markets with high quality egg ~ Mmﬂ ond how EGGCO Blm':!q reat ';gr?m help
Int¢rnational geographic area, \ 1ich Pro cis giving our customers the competitive edge. you m great products. W
e e ot qu. et [ Yoy #or your neads am, EGGCO has e fight 699 POJUC!S oy ot 201-664-6700 ot it or more nbrmation ond
ot e aadle e TG e O EN ?RE?!D?I on our mailing list for EGG PRODUCT MARKET
and bolivars to protect our exposu ¢ W Whe seasonal i
devaluation successfully offset 14 « onts *Eggs — gl '

4 color
'"’m!—nm'c'i.wmudd
s — 43% ond 45% egg solids, color, thru octual 4.

EGG CORPORATION OF AMERICA
T 583 BROADWAY » PO. BOX 119 » WESTWOOD, NJ 07675 » 201-664-6700

per common share of lhat decline for
a net effect of 25 cents per common
share. The devaluation also made ¥
necessary 1o write down our imest
ment in Venczuela by a direct charf

(Continued on poge 18)
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International Multifoods
(Continued from poge 16)

to stockholders equity of $10 million,
based on a rate of 12.5 bolivars to
the dollar, which under current ac-
counting rules does not affect earn-

ings.”
Operations Review

Revicwing opcrations by market
scgment, Gillet said, “Consumer scg-
ment  volume improved worldwide,
based on continued strength from
Kaukauna chcese and Reuben and
Smoke Craft specialty meats domes-
tically, Bick’s pickles and relishes in
Canada and consumer flours in Vene-
zucla. Results from family flour in
glnnhmdpeanut butter in the United

tates continued to be depressed,
though the frend was encouraging al
quarter's end. The Venczuclan devalu-
ation caused Consumer camings world-
wide to be down.”

Commenting on the Industrial seg-
ment, Gillet said, *Canadian perform-
ance continued to be excellent, and
flour and prepared mix volume was
strong in Venezuela and the United
States. Durum and bakery mix mar-
gins were disappointing in the United
States, though we expected improve-
ment in the second half. The segment
declined overall principally due to boli-
var translation.

“In cur Agriculture scgment, world-
wide carnings increased due lo a strong
performance from Supersweet Feeds in
the United States, and good operating
performances in Canada and Vene-
zucla. As anlicipated, the P.LK. pro-
gram caused us to record substantial
losscs in our seed corn operations since
the amount of secd returned by dealers
was much higher than normal. Our
domestic pet food operations were de-
pressed, but we arc confident that
second half performance will be im-
proved,” Gillet said.

In the Away-From-Home Eating
segment, Gillet said he was *very
pleascd by a substantial increase in
carnings from Mister Donut in the
United States, and a significant rate of
increase in new shop openings world-
wide. Eamnings for this segment de-
clined as customer counts remained
down in our restaurants this quarter.
We have taken actions that should
have a bencficial impact on customer
counts during the balance of the year.”

Looking Abead
Looking ahead, Phillips said, “Our
domestic busincsses are beginning to

benefit from the improvement in the
cconomy, and our market leadership
positions in Canada and Venczucla arc
secure. We are confident that eamings
from our non-Venezuelan businesses
will shown substantial increases over
last year. The challenge we face in
achieving our 16th ycar of increased
earnings is spurring performance to a
level that will overcome the uncertain
effects of bolivar devaluation.”
Minncapolis - based International
Multifoods is a diversified food com-
pany operating principally in the
United States, Canada, Venczucla,
Mexico and Japan. The Company
completed its most recent fiscal
on Feb, 28, 1983, with sale of §1.1
billion and n=t eamings of $35.5 mil-
lion or $4.32 per share of common
stock.

Normen Wocherly

Norman Weckerly
Testifies on Farm Policy

On July 5, 1983, Norman Weck-
erly testificd before a Joint House-
Scnate Economic Committee on the
topic “Toward the Next Generation of
Farm Policy.” At this hearing Norm
presented a statement of position on
behalf of the US.D.G.A. Following is
the text of that statement:

“The U.S. Durum Growers Associa-
tion was organized in 1957 1o repre-
sent the specialty class of wheat known
as durum. Durum wheat has unique
qualitics and has a limited, but im-
pontant market. Its primary use is in
pasta products and in North African
countries is used in a cereal-like prepa-
ravion oolled Kuis-Kuis.

H sytorically, 85 percent of the US.
prod ictivn of durum has been in North
Dukaty, however, in recent years pro-
dwzitey has expanded to Arizona and
Calilornia, due to plant breeder ad-
vances and premium prices.

Our organization has some sp. ific
recommendations to make in the or.
mulation of farm policy:

We favor [reezing the target pr oo

We favor lowering of loan rat . 1o
allow U.S. wheat to be more com «t;.
tive in world trade—50 to 60 s
cent of durum wheat production i- ex.
ported.

We favor a policy of responsiblc re.
serve stocks, but this should not ex-
ceed 30 percent of our annual domes-
tic and export necds.

We believe our reserve stocks should
be reduced to this level and a cap pu
on them.

The majority of this should be on a
farmer-owned reserve with storage paid
to farmer.

We favor a trigger mechanism for
the release of these stocks based only
on the average price of durum, not on
the national average for wheat, as it
presently is.

The selective use of export subsi-
dies should be practiced to remain
competitive in the near term until
world stocks are reduced to the point
that farmers can receive adequate re-
tum from the marketplace.

Last, but not least, considering th
over-capacity we have in agriculiure
today, we favor some form of long
term land retirement program., We feel
this be good for soil conservation,
wildlife, farmers, and also be less
costly for the government, botl in
direct costs and administrative co 's.”

Durum Seeding Reduced:
Marketable Supplies
To Expand

Alter binning two of the la oo
Durum crops ever in 1981 and | 32
groweTs recognized the resulting e nd
stocks and below-loan rate m kit
prices and enrolled heavily in the '8}
wheat program. Spring plantings e¢re
reduced to the smallest area + w¢
1972—2.5 million acrcs, comp red
with 4.4 million in 1982 and 5:9 nil-
lion in 1981, North Dakota's seed 125
which account for 82 percent of 'S.
Durum acreage, wire cut back 41 et
cent for a year cariier.

Plantings of the Southwestern (€ ali
fornia and Arizona) “desert Durum
were down 31 percent from 1982 and
62 percent from 1981, Over hall of
the acres put into conscrvation use
were the result of producer partiips
tion in the whole-farm and 10 to 30
percent PIK program. Because of the
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PIK Jayment, a large share of carry-
ove stocks currently locked into tne
FO. will become available to the mar-
ket. leavy reserve loan activity during
195 83 tightened free supplies and
spa: ed a late-scason price rally, but
the orthcoming PIK transfer and the
Auy :st harvest will more than double
free Durum supplics for 1983/84.
Correspondingly, this  year's  farm
prices will likely duplicate last scason’s
paticrn and settle near the loan rate.
However, this expectation is predicated
upon continued favorable development
of the 1983 crop and realization of the
current 1983/84 Durum expont fore-
cast.

WORLD WHEAT PRODUCTION
(Million Tons)

82-83 83-84
Us. 66.0 76.4
Conoda 30.0 27.6
W. Europe 67.0 68.1
E. Europe 31.8 347
USSR 85.0 86.0
China 76.0 68.4
India 41.0 37.8
Turkey 13.3 13.8
Argentina 11.5 14.5
Australia 17.0 8.8

480.4 0.4

World

Intermationsl Durum Forum — Nu-
vember 16-17 — Annual program,
Ramada Inn, Minot, N.D. Sponsored
by U.S. Durum Growers Association,
Mivot Chamber of Commerce Ward
Ce nty Improvement  Association.
Be Hoag, North Central Experiment
St on, Minot, N.D.

C: rada Durum Production

inadian durum production was
e ated at 99,000,000 bu. at the end
of \ugust, down from 114,700,000
las year.

A ber Durum Wheat

e Canadian Grain Commission,
Gt n Research Laboratory Report
for (982 carries the following informa-
tic on Amber Durum Wheat.

fect of mitrogen fertilization on
ty quality characteristics of five North
As crican amber durum wheat culil-
va., Five North American amber du-
fuin wheat cultivars were grown st
three levels of soil fentility by applying
N flenilizer (Ammonium nitrate 34-
00) a1 0, 50 and 200 kg/ha. Test
weight and kernel weight decreased
with increasing N fentilizer, but semo-
lina milling yicld was not affected. Pro-
kin levels increased for all cultivars
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U.S. DURUM SUPPLY AND DEMAND
(In Millions of Bushels)

83.84
Beginning Stocks 142
Production 81
Total Supply 223
Domstic Use 46
Exports 60
Total Use 106
Carryover 117

at cach level of N fertilizer, but kernel
hardness, as measured by semolina
granulation, was not affected. Gluten
strength and gluten protein solubility
in lactic acid were not influenced by
level of N fertilizer. Spaghetti pigment
decreased with increased N fertilizer
kevel due to the combined effects of
decreased semolina pigment and in-
creased pigment loss during spaghetti
processing. Pasta dough farinograms
exhibited spaghetti processing. Pasta
dough farinograms exhibited decreased
mixing times, increased maximum con-
sistency and increased tolerance index
values with increasing N fertilizer due
to increasing protein content. As N
fertilizer levels increascd  spaghetti
cooked weight decreased, solids lost
to cooking water decreased, and cooked
spaghetti resilience and firmness im-
proved at both optimum cooking time
and after cooking for ten minutes,
All the cooking quality cffects could be
attributed to increased levels of pro-
tein at high N fentilization levels.

Measurement of cooked spaghetti
stickiness using the GRL Compression
Tester. The GRL Compression Tester,
designed for assessment of bread
crumb texture, has been modified to
permit measurement of cooked spa-
ghetti surface stickiness. The  basic
principle of the test procedure is 1o
compress  cooked  spaghetti  strands
under a plunger and, upon the force
of adhesion of the toaghetti. Spaghetti
samples as small as 6 g can be tested.
Samples tested to date show a range
in stickiness from about 400N/m* to
90ON/m:. Standard deviation of the
test is about 40N/m?. Test results
scemed to be in good agreement with
subjective assessment of cooked spa-
ghetti stickiness by an untrained taste

panel.

Sept. 30 price per cwt. Lob. mill,
Minncapolis: Semolina, $13.90 @ 14.

82-83 81-82 80-81
108 60 61
148 186 108
259 248 171

58 58 52
59 82 59
17 140 i
142 108 60

Factors influencing spaghetti sticki-
ness and their relationship to other
cooking quality characteristics. Spa-
ghetti was processed from a  wide
range of raw matcnals by a labora-
tory-scale conlituous extrusion press
and dried by both a conventional low
temperature (LT) and a high tempera-
ture (HT) drying cycle. Stickiness and
other important cooking quality para-
meters were determined in cooking
waters of varying hardness. Cooked
HT spaghetti was less sticky, more re
silient, firmer and had lower cooking
loss than the corresponding LT spa-
ghetti. Stickiness and cooking loss in-
creased with cooking water hardness
but firmness and resilience were un-
affected except in very hard water. Sig-
nificant diffcrences in stickiness were
noted among durum wheat cultivars.
Stickiness was not as strongly influ-
enced by protein content as were cook-
ing loss, resilience and firmness. Sprout
damage appeared to have no effect on
stickiness. Addition of durum flour to
semolina resulted inincreased spaghetti
and a genwral deterioration in other
cooking quality factors, panticularly
for LT spaghetti. Addition of hard red
spring wheat farina or flovr resulted in
very sticky spaghetti and marked de-
terioration in resilience and firmness.
Stickiness was significantly correlated
to cooking loss, cooked weight, de-
gree of swelling, compressibility, re-
covery and firmness. However, when
all these factors were included in a
step-wise regression less than S0% of
the variance in stickiness could be pre-
dicted.

Effect of harvesting method and proc- |
essing conditions on spaghetti quality. |
This study, mentioned in last year's
report, is continuing. The three cul-
tivars, grown in 1982 und harvested
by three different methods, were eval-
uated to determine whether harvest

Continued on poge 22}
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Spaghetti Quality

(Continued from poge 19)

method can influence quality rankings
in the durum wheat test program. The
eflects of storage of wheat semolina
and spaghetti on quality ranking will
also be examined.

Available [ysine in spaghetti, This
study, on the eflect of drying condi-
tions on the extent of lysine loss in
spaghetti, is continuing. Factors be-
ing examined include drying tempera-
ture, duration of exposure to high
temperature during drying, the mois-
ture content of spaghetti at the onset
of high temperature and amino acid
losses during cooking. Preliminary re-
sults indicate that lysine availability
does decrease because of high tempera-
ture drying. When spaghetti is dried
at 80°C, only 71% of the lysinc is
nutritionally available.

Massachusetts Bulk
Food Guidelines

The guidelines for display and up-
kecp of bulk foods rcleased recently
by the Massachusetts Food and Drug
division, in addition to container and
utensil requirements in Section 8, in-
clude seven other specifications that
must be met before products can be
dispensed.

A draft of the guidelines, scheduled
to go into effect Nov. 1, was presented
at a seminar held by the Massachu-
scits Food Association and attended
by retailers, wholesalers, equipment
manufacturers, brokers and food com-
panics.

Milton Segel, president of MFA,
said that the seminar was planned so
that industry representatives could
“work together to comply with the
regulations.” The guidclines are said
1o be the model for forthcoming Feder-
al guidelines,

The Massachusetts guidelines re-
quire containers that arc casily clean-
ed and sanitized and that have tight-
fiting covers with self-closing mech-
anisms. Utensils should be stored in
protective slecves, the primary method
suggested.

Plan Review
Among the seven specifications that
the container and utensil re-
quirements is plan review and appro-
val. It is stated that installation or es-
tablishment of a bulk-food sales area is
considered to be an alteration or re-
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novation, and therefore it is recom-
mended that plans be submitied to and
approved by the proper state or local
agencies.

Plans are essential, it is felt, to climi-
nate the possibility of installations that
do not provide for “sanitary conditions
relative to the dispensing of bulk
foods.”

Plans and an accompanying detailer
narrative shall include a full listing of
all items to be displayed for sale, and
(a description of) how the operation
shall be maintained in a sanitary con-
dition.”

The plans must fully describe the
personnel training program, supervis-
ion to be exercised, cleaning proced-
ures, cleaning schedules, rotation
schedules, personnel hygiene and con-
sumer education practices to be em-
ployed such as signs and flyers.

It is further stated that stores should
designate an employee to assume re-
sponsibility for the maintenance and
standards of the bulk-foods sales area.
Employes must be trained in customer
surveillance and product knowledge.

Each bulk-food storage container
and dispenser/display unit must be
labeled in accordance with current
state and Federal laws.

Written Instructions

Written instructions and consumer
information must be printed clearly on
signs prior to the time of sale. Ingred-
ient listings for all bulk foods will be
posted at the display/service unit. Cor-
rect use of serving utensils should be
conveyed to customers by signs and
employe instruction. No-smoking signs
must also be posted in bulk-food areas.

Section 5 requires that all types of
containers in backroom storage must
be clearly identified as to content, that
stock rotation will follow the first-in,
firs-out principle, that all bulk food
containers in backroom storage be
marked with production dates or code
numbers, that display bins be emptied
completely and relined before refilling,
and that signs will require that custo-
mers leave all dispensing utensils stor-
ed in protective sleeves, or stored
clean and dry.

Cleaning and sanitation require-
ments state that such schedules should
be “adequate to insure cleanliness of
utensils, display units and lids.” The
minimum cleaning frequency is daily,
but “will be more often if required.”

el e
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Stores must have adequate faci' tiey
and approved chemical supplies tc en-
surc that requirements of comj iny
cleaning and sanitizing schedules are
met. If necessary, in-place cleanir . of
display units may be performec by
store personnel using disposable w pes
The “casual application of houseiiold
cleaning agents is prohibited.”

Pest Comtrol

Pest control surveillance will be
performed daily, and monthly inspec-
tions are required. The casual usc of
houschold insecticides by store person-
nel is prohibited.

Application of pesticides where
needed will “proceed as per company
policy and only under the direction of
a qualified technician after adequate
precautions have been taken to pro-
tect the product and product contact
surfaces.” All display units and lids
will be designed to “minimize the pos-
sibility of pest access and/or harbout-
age.”

Foods identified in the guidelines as
potentially hazardous must be dispens-
ed by store personnel.

Three food categories may be dis-
pensed in bulkfood containers if all
container and utensil requircments are
met, as well as guidelines one through
seven.

These three categories may be dis-
pensed by store personnel, by gra ity
dispensing containcrs, or by disp ns-
ing systems that “protect foods | om
hardling, adulteration or contan 13-
tion from any source.” They ma' b
dispensed by customers “from an ip-
proved container as referred to in  ec-
tion 8 provided that all requiren nts
of Sections 1-8 are strictly adhered 0.

Not Potentially Hazardous

Foods that are not potentially ar
ardous, such as peas, beans, grain, 2+
ta, nuts in the shell, dried fruits 1nd
wrapped candics may be dispense by
customers from approved conta icr
with dispensing utensils referred 110
Section 8,

Liquid nonhazardous foods suci &
oils, honcy and syrups may be Jis-
pensed by employees in pre-packiged
form, or by customers using a gravit)
feed system.

Pet foods may be dispensed by cu*
tomers from an approved containct
there is physical scparation from hv
man food locations and the product ®
identified by signs.
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CONTROLLING
EXUBERANCE:

A Guide 1o Profiting from
Change in Mature Industries

We have described how a Strategic
Opportunitics Profile and an Innova-
tion Budget are used for the identi-
fication and analysis of strategic op-
portunities within a business.

However, identifying good strategic

op ortunitics is net cnough, There are
at cast two major stumbling blocks
to xploiting these opportunities.
he first is that the management
ms of many large U.S. corpora-
. discourage the entreprencurial
itics and risk-taking necessary for
:w venture. We will cover this
<t in more detail later.
% second major reason why good
sgic opportunitics are not devel-
i is the lack of a scnsible imple-
tation plan. We find that many
panies become so enamored of ex-
ing new ideas or so engrossed in
ng a new product line's potential
fez ires that they never overcome
the ¢ initial production difficultics or
derclop a realistic Market Attainment
Plai. Initial sales goals arc usually
bighly unrealistic, and the problem is
compounded by equally unrcalistic
first-year production targets.

Most of these difficulties can be
avoided by a combination of experi-
eaced new product counsel and a
Proper Market Attainment Plan. A

Novzmser, 1983
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DISCOVERING THE FOUNTAIN OF YOUTH:
AN APPROACH TO CORPORATE
GROWTH AND DEVELOPMENT

A Presentation by Roger W, Hearne and Ka
thleen Crispell Blackmer, Arthur D. Little Inc.

Market Attainment Plan  describes
how the company can move from its
current position to where it must be
in order to profit from the opportuni-
ties identified in the Strategic Oppor-
tunities Profile.

The relationship between the Stra-
tegic Opportunities Profile and the
Market Anainment Plan is shown be-
low:

Corporate Development Flow

Preparatory Work; Strawcgic Op-
portunities Profile; Selected Oppor-
tunities Explored in Greater Depth;
Best Opportunities Selected; Market
Attainment Plan Developed; Operat-
ing Plans Developed in Detail, Capital
Appropriations Prepared and  Sub-
mitted; Business Start-up.

Previous Year's Innovation Bud-
get; Current Innovation Budget; R&D
Budget; Current Innovation Budget,
R & D Budget; Current lnnovation
Budget; Current Innovation Budget;
Normal Opcrating and Capital Bud-
geting Systems.

In short, the Strategic Opportuni-
ties Profile tells you where you want
10 go, and the Market Attainment Plan
tells you the most sensible route 1o
follow to get there.

To construct an intelligent Market
Attainment Plan, you must first con-
sider whether it is more sensible to
reach the goal through:

® Internal development

or

® Acquisition.

For example, the Strategic Oppor-
tunitics Profile may have identified
an important market emerging from
the lower costs of a new key tech-
nology, such as using cold forming
of steel to manufacture consumer
hand tools. The Innovation Budget
will typically allow the exploration of
the opportunity to the point where
several major conclusions can be
reached:

1. The cold forming of steel is used

by a varicty of U.S. companics

Reger W, Heorme

producing  products closely  re-
lated to consumer hand tools,

. Excess capacity exists in a signi-
ficant number of these com-
panies because of the downtumn
in the automotive markets.

3. The value of cold forming tech-
nology is usually not reflected
in the stock prices of these com-
panics, and a number of the
better companies sell well below
the liquidation value of their
assets.

4. Cold forming is likely to replace
hot forging for many consumer
hand tools over the next 15 years.

(5

At this point, management might Je-
cide 10 create a Market Attainment
Plan based on an acquisition. The
Market Attainment Plan for a success-
ful acquisition is as complex and de-
tailed as an interm development plan
—yet often prone to failure because
of inexperience. For example, we might
discuss the following idcas with a
client before constructing a Market
Attainment Plan based on acquisition.

Given acquision premiums, you
should not expect a high return on in-
vestment unless:

(Continued on poge 26)
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® The acquisition is in a related

industry and offers synergy;
® The acquisition is distressed and
you can improve its performance;

® The acquisition is small and ob-
scure and “only you could love
"

Scarch first in those areas most
closely Yelated 10 the businesses you
know and in which you excel. Search
in “concentric circles” and work
slowly outwards, making sure you
have not missed an obscure and un-
dervalued opportunity in a closely re-
lated business.

Buying companies is like buying
stock. Only the thoughtless buy when
the stock is highly touted and highly
priced. Forget the enthusiasm of the
trade press and Wall Street’s latest
recommendations unless you wish to
outbid the public to take the latest
growth wunderkind. In addition, hun-
dreds of companies are looking at the
same targel.

The current owners of an acquisition
candidatc always know more about it
than does a potential buyer. As a re-
sult, bargains are few and far between.
This means you may have to process
300 companics to find 10 satisfactory
candidates, and cight of these will re-
main stubbomly over-priced. Keep
companies coming through the ana-
Iytical pipeline in parallel, with at
least three very promising candidates
working simultancously. Otherwise,
you may become cmotionaliy com-
mitted to one because it is all you
have in the pipeline. Analysis costs
are trivial compared to the losses you
will incur from a bad sclection.

A [riendly acquisition almost always
involves a higher purchase premium
and may still gencrale lawsuits and
controversy. The search for a friendly
acquisition may climinate a number
of candidates which would be a better
match for your company. And, finally,
a friendly acquisition may involve
long management contracts with the
managers of the acquired company.

Somecone can find something signifi-
cantly wrong with any company, par-
ticularly when a purchase premium is
involved. To counteract this phenome-
non, strong advocacy and commitment
by management are necessary to make
a major acquisition occur.

When acquisition scarch and some
negotiations can be delegated to others,

e a0 B S s b v SR

the Chiel Executive Officer can dele-
gate neither the initial contact with his
counterpart at the candidate company
nor the personal discussions to estab-
lish working rclationships. In addi-
tion, the Chiel Executive Officer must
be an advocate with his Board of Di-
rectors and educate them about the
feality of the acquisition process and
the initial return on investment.

You can tell relatively little about a
potential acquisition from the outside.
The owner of a company can juggle
the books more cffectively than you
can decipher them from the outside.
Reach enough of a “pro forma™ agre.
ment so that you can get a sophisti-
cated business analyst inside the com-
pany, and let him determine its real
value.

Typically, only three or four can-
didates will fit the acquisition criteria
closely and be willing to sell at a rea-
sonable price. Good candidates should
not be climinated unless there are sub-
stantial reasons, as the alternatives
may be even poorer.

There is nothing worse than having
a bank lending officer running your
company—cxcept  having it turned
over to a Chapter 10 Trustee. Do not
overuse-leverage, overreach, or expand
so fast you cannot absorb the results
of a mistake.

If these illustrations of the dangers
of an unmapped acquisition program
are not sufficient, consider the risks of
an unmapped market entry through in-
ternal development.

Although a company may already
be in a particular industry, we find it
is often unfamiliar with the skills
necessary to introduce a new product
line profitably. Often, the company’s
managers gained their new product
expericnce in growth industries, and
they may not understand that the
rules of the game are quite diflerent
in a mature industry. Previous cx-
pericnce in a growth industry may be
misleading in several ways:

® The product life cycle is ceuslly

different in a mature industry.

® Combating entrenched competi-

tors in a mature industry fre-
quently requires the use of non-
traditional strategics.

® Distinctly  different  planning

methods are necessary to handle
the different characteristics of a
mature industry.

To understand these points, it will
be helpful to look at some of the basic

principles of the industry life « cle
and understand what these mea ig
terms of sclecting practical, 1 ud-
headed market entry strategies.

Let us start with a basic con. pi:
the industry life cycle is the suii of
all of the product line life cycles that
constitute the industry. This simple
statement reminds us that industn
maturity reflects an underlying and
more basic structure.

For example, an industry usually
begins with a general purpose product
line introduced by an early entrepre-
neur, like Henry Ford in automobiles.
A lot of time and cffort are necded to
develop primary demand, introduce
customers to the product’s benefits,
and to create scnsible channels of
distribution.

In its carly stages, an industry and
its first product line follow the same
growth curve. In fact, total industry
volume is cxactly that of the fint
product line—the Model-T Ford, for
cxample. The first product line usually
has a gradual buildup of volume over
time as the market develops, and then
an abrupt down-curve.

The down-curve is caused by com-
petitors  introducing improved and
more specialized product lines. As the
industry develops further, market needs
become clearer and new competitors
enter, introducing their own pro luct
lines which are targeted toward d fer-
ent segments of the market. Thus. the
Cadillac and the Stutz Bearcat verc

introduced at high-income segmen  of

the automobile market, while
Chevrolet was positioned 1o aj
to the segment of lower-income
who wanted an enclosed autom:
During the growth phase, the
sumer learns somcthing about
mobiles. There are a few rudime
service stations and scveral auto
crs, and the product’s character
are no longer a mystery to consut
In short, an industry structure is
veloping, primitive channels of

the
al
en
ile.
n.
o~
any
-
1ics
.
de-
lis-

tribution are in place, and some sou ¢¢%
of capital appear—cither from pr fits
or from financial institutions and in-
vestors who can sec a new markel
developing.

As the industry structure develops
further, the introduction of new prod-
uct lines becomes casicr, and theif
volume expands more rapidly becausé
the consumer is more knowledgeable,
the dealers better cstablished, e

(Continued on poge 28)
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financing institutions more experi-
enced, and the salesman more familiar
with his customers. As a result, the
front side of the product line life cycle-
steepens.

In the late growth phase of an in-
dustry, competitors have learned to
match a product line innovation with
remarkable spced. A product line in-
troduced into a late growth industry
is likely to be very steep on the front
slope because it achieves more rapid
distribution through a more sophisti-
cated industry. However, it is also likely
to peak more rapidly as compcetitors
enter with similar product lines and
drain off the available markct. As you
can sce in the illustration, the product
line life cycle assumes a significantly
different form than we saw carlicr.

By the time an industry reoches
maturity, the industry structure is com-
plete and detailed. Competitors are
now even more sophisticated. Several
market fesearch firms have already
investigated the consumer’s eyehlink
rate while buying the goods and have
speculated on several ways the con-
sumer might be made both 1o spend
and blink faster, We know whether
the male consumer prefers his car to
be a sports car, a hardtop, or a close
personal f[riend. There are several
trade magazines, and cach of them is
dull.

What happens when we introduce a
new product line into a mature indus-
try?

Typically, we observe a steep front
slope as introduction occurs. It will
appear to the management of the com-
pany producing the new item that it
is more successful than any other
product line they have introduced.
And, for a short period of time, that
may be true.

But then what typically happens is
that competitors begin to plot counter-
strategics when they discover the new
product line in a test market. If they
believe the line will be successful,
several probably gear up as fast as they
can to produce copies at a slightly
lower price.

What does this mean about the
shape of the product line life cycle in
a mature industry?

It will rise rapidly, but it is likely
to flatten out equally rapidly, to re-
semble an upside-down “L.” Rapid
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acceptance tends to be followed by
cqually rapid flattening, as competitors
enter with their own “knock-off™ lines
or use pricing and other techniques to
protect their position.

Imagine the management of a busi-
ness competing in a mature industry
that introduces its first new product
line in several years. Its product man-
agers will proclaim the greatest new
product line success in this history of
the company. And, they will be able to
prove it with actual results—for per-
haps 18 months. Then, competitive
lines come in, and the initial competi-
tive advantage is lost.

There is another characteristic of
mature industries that compounds the
problem. Most companies operating in
mature industries have managerial sys-
tems which typically require several
levels of painstaking review before ac-
tion can be taken. lronically, although
the product line life cycle has come
1o change direction more rapidly, man-
agement's reactions have become more
deliberate and structured. As a result,
the Mattening of sales shornly after
introduction is rarels recognized be-
fore some time has passed. By then,
the company may have built a new,
automated plant that needs to operate
at full capacity to make moncy. After
all, that is exactly what some strategic
planning formulas teach us to do in a
mature industry—go for the lowest
possible costs by building large, high-
volume plants.

An cxample of this particelar situa-
tion occurred with a company that
manufactured cruising sailboats. The
founders understood that, despite the
industry's apparent maturity, there was
a large unsatisfied demand for yachts
that at lcast looked as if they could
sail around the world safely. They
copied the design of an old English
yacht that sailed quite poorly. Their
product was also significantly over-
weight and therefore expensive 1o man-
ufacture. The boat's principal virtue
was that it looked both traditional and
authentic,

It sold like wildfire,

The company then made a classical
mature market mistake. It invested
heavily in new production facilitics,
expanded its organization to produce
several more models—and then within
three years, found competitors on the
market with identical looking, but less
expensive, copics from Taiwan. Today,
the original corporation is bankrupt.
Its product line life cycle had a spec-

tacular rise, but the sudden fal off
was brutal, What it derived fror 5,
learning curve was bankruptcy.
What lessons does the above ;.
ample offer about bringing inters iy
developed innovations into a m. ure
industry? Let us suggest several, no
as absolute truths but as guidelin s

® First, if a new product lin i
initially successful, try 1o tenp:
your expectations. Do not auto-
matically assume that the same
rate of growth will continue over
a long period of time.

? Second, be realistic about the
length of time that it will 1ake
for competitors 1o match your
innovation. Plan to exploit that
tempofary time advantage b
following a well-developed -
gressive Market Attainment Plan
and permit yourself a minimum
of tentative dabbling.

® Third, maintain a management
system that allows rapid response
to competition. Do not busy the
new product line within the “other
responsibilities” that a busy mun-
ager may have. Do not 1equire
it to adhere to normal, deliberate,
and, perhaps, self-defeating bud-
get and review processes.

® Fourth, develop a product nc
strategy that is realistic al
market-place and compet ‘e
conditions. In fact, it is ust I
essential to avoid an early, h J-
to-hcad battle with entren.
competitors.

Given these guidelines, how &
wise internal Market Attainment  an
developed? We adapt the Market -
tainment Plan process to the ind -
ual necds of cach client. How: 1.
preparation of a typical internal } u-
ket Attainment Plan might procec 3¢
follows:

The first step is to review the re- 15
of the Stratcgic Opportunitics Prof g
session with emphasis on the com; ti-
tive dissection and bases of com; i
tion within the target market segm nt.
The key information and subsequ:nt
results of research efforts among u-:1s
are organized in a document and .ir-
culated to key task force member in
preparation for a planning scssion.
Depending on the ground covered i
the initial Strategic Opportunities Pro-
file, and the complexity of the issucs

(Continued on poge 30!
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1o be resolved, we then schedule a one-

o twe-day planning session to include

thase who attended the original scssion

and any other members of manage-
ment who will be directiy involved in
implementation.

The mecting typically stants by ex-
ploring the proposed innovation and
all of its characteristics. We discuss
the target audicnce, competitive prod-
ucts, the margins the product should
generate, and its other key atinibutes.
We also describe the results of our
market investigation, including impor-
tant facts that our client may not have
known. The participants also agree
on the stage of maturity of the market-
place, the pattern the product line life
cycle should follow, and several other
factors which in the view of the parti-
cipants are cssential (o success.

The next step in the creation of the

Market Attainment Plan is the most
enjoyable and creative, We use com-
petitive role-playing as a major pan
of strategy formulation. The client de-
termines a preliminary cntry strategy,
and we play it against the actions the
competitors are likely to take. This is
the point at which our careful study of
the competition pays important divi-
dends. The actions and reactions, the
unexpected traps, and the changes in
strategy that result are both fascinat-
ing and valuable. For cxample, the
proposed market entry may be directly
against a competitor's most important
geographical arca — one which the
competitor will fight hard to defend.
This mecans margins might be cut un-
expectedly, oxtra promotional expenses
incurred, and roll-out distribution de-
layed while the battle is fought, In
turn, this requires lower initial sales
plans and production targets.

The objective is 1o develop a final
plan that deals successfully with real
world conditions and compctition.
Also, the client gains a better under-
standing of the strategies to avoid and
of the competitive danger signs. Then,
when these danger signs appear, the
client knows the correct counter-action
to employ.

The final sicps in the meeting are to
fine-tune the Market Attainment Plan
and to make certain the client has
adequate resources to execute it. In
this, as in its carlicr aspects, the Mar-
ket Attainment Plan is reminiscent of
how business unit sirategies are pre-

k[1]

pared, except that the Market Attain-
ment Plan focuses st product line
rather than business unit level.

If the Market Attainment Plan is
being created for a mature industry, it
also differs in its carcful attention to
two particular factors:

® Competitive analysis and the use
of fole-playing techniques, and

® The use of special entry stratc-
gies designed 1o exploit mature
market conditions.

The entry strategies which are suc-
cessful in a mature market can be sig-
nificantly different from those used in
other markets, Following are some ré-
cent examples of enfry strategies that
employed techniques possible only in
mature industries. One example is pro-
vided by a shopping center develop-
ment firm that decided to enter a com-
petitve urban East Coast market. The
firm knew that good shopping center
property would be difficult tc obtain
at rcasonable prices. As a result, it
decided to cnter the market through
the back door.

It gained control of a large money-
losing retail company that owned a
significant amount of shopping center
real estate that was undervalued on its
books and not reflected in its stock
price. The acquisition and subsequent
property development have gone well.
The retail company’s excess cash and
the liquidated value of its other assets
will more than pay for both the acqui-
sition and the sabscquent develop-
ment of its real estate.

Acquisition of a failing company and
stripping it of its undervalucd asscts
illustrates two points:

® First, there are low-cost, indeed

scll-financing, entry strategics that
can be used in a mature market
that are not usually available
clsewhere.

® Second, if you fail to develop

new opportunities in a mature in-
dustry, your own company may
become vulnerable to a takeover.

The second example of a thought-

ful mature market cntry strategy is that
of Coca-Cola and its entry into the
wine industry. When Coke ‘entered, it
did not attempt to buy a fully integrated
wine producer, with its massive invest-
ments in vineyards and production fa-
cilitics. For one thing there were few
such prospects, and they were pro-
hibitively expensive to purchase. In-
stead, it bought a small, profitable New
York State winery named Taylor.

Coke realized something abou the
bases of competition in wine tha few
others did. It recognized that the .
cal consumer is confuscd by the om.
plicated array of grape names,
and French subtitles which charac! rize
current wine labels. Consumers v wld
gladly depend on established | ang
names, as they do in other bever iges
Indced, Matcus had alrcady prowen
that the consumer will readily buy a
wine without knowing the name or age
of the grape in the boule.

Coca-Cola’'s market  attainment
plan was to acquire Taylor, build a
brand franchise by repositioning Tay-
lor as a quality brand name, and pur-
chase its product from bulk producen
It avoided heavy investment in vine-
yards and production facilities because
the potential savings in operating costs
were not as important 1o its success as
was building a brand franchise. Taylor
California Cellars is now a major
brand in the U.S. market.

The following list of mature market
entry strategies is intended 1o stimulaic
your taste for nontraditional thinking
rather than to be all-inclusive.

1. Acquire and Rationalize

Acquisition rather than internal de-
velopment is particularly applicabl: to
a maturc industry because it rem ves
a potential competitor. An examp! - ol
acquisition and rationalization is the
shopping center developer. To « me
degree, Coca-Cola’s market attaini ‘nt
plan for Taylor fits into this cate n
as well, as it rationalized the neec or
integrated facilities in the wine in 15
iry.

2. Acquire and Consolidate

Companies which operate i 2
limited geographical market, suci as
retailers, wholesalers, and buil ng
matcrials manufacturers, often ¢
acquisition and consolidation of + -
lar companies in new geograp! :al
arcas as a method of expansion v h-
out creating new competition. S ne
companies usc this strategy to acy ir¢
new product lines and consoli i¢
them into their existing marketing s
tems,

3. Develop a Specialized Niche
Often a niche can be developed that
is relatively free from competition. A
niche can be created, for example.
through technology, raw materials
sourcing, or geographical location.
{Continued on poge 32
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If you were at the North Dakota Mill,
10ou'd see one of the most modern
11illing facilities in the world. You'd
+ e the latest equipment, the finest
b facilities, and one of the best
. st loadout systems in the country.
ou'd meet people who are con-
rned with producing the consis-
nt quality of durum products
' 1at make your pasta superior.
lace your order now for Dura-
| ita No. 1 Semolina, Perfecto
! urum Granular and Excello
| ancy Durum Patent Flour.

the durum people

Girand Forks, North Dakota 58201
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Controlling Exuberance
(Continued on page 30)

4. Reorganize the Market

Quite innovative mature industry
cntries huve been made through cross-
licensing of potential competitors, the
formation of joint ventures, and simi-
lar activities which can change a po-
tential competitor into an eager friend.
This is particularly applicable overseas
when entering a market or where the
company entering has limited capital.
The oil, chemical, snd pharmaceuti-
cal industries often provide interesting
cxamples of this strategy in action.

To summarize what this pan of the
“how to do it” message has been:

® The product life cycle in a ma-
ture industry is different from
that in a growth industry, and
previous experience in a growth
industry can be misleading.

® The Market Attainment Plan
process is onc way to do the
special implementation planning
necessary to recognize the unique
characteristics of a mature indus-
try.

® There are ways 1o enter a mature
industry through the use of non-
traditional strategics, such as ac-
quire and rationalize, that can
provide almost immediate cash
flow while removing a competitor
from the scene.

® If you own or manage a business
in @ mature industry, and the
company is also what Wall Street
calls a “loaded laggard,” the
1980s will be a time of intense
pressure cither 1o use you assets
properly or to be acquired and
rationalized. You may be the casi-
est way for a company to get into
a mature market segment it has
been eyeing. We suggest you do
it to them bzfore they do it to you.

Americans Currently

Taking Vitamins

® 37% of the gencral adult popula-
tion, or ncarly 60 million adults,
took vitamins in 1982, Of these,
most (8595 ) took them on a regular
basis (every day or almost every
day).

® 415 of women with children regu-
larly give vitamins to one or more
of their children.

® Among children, vitamin usage is
most  common  among  youngsters
aged under 12 and decreascs sharp-

ly among teenagers (37% of chil-
dren under age 3, 47% of children
aged 3 to § years; 36% of children
aged 6 to 12 years; JO% of teen-
i gers).

® 58% of adult multivitamin users
take a product containing mincrals
and/or iron. (1)

® §3% of the vitamin C supplements
purchased in 1981 contained S00 mg
of less. (2)

® 9% of vitamin E supplements pur-
chased in 1981 contained 400 1U or
less. (2)

Vitamin User Demographics
Adults who take vitamin supplements
tend more often to be:

—female (42%) than make (31%)

—<ollege graduates (46% ) than high
school (39% ) or grade school (27% )

—in clerical/sales (45%) or profes-
sional/business (43% ) occupations
than manual workers (33% ) or not
in the labor force (35%)
in houscholds with annual incomes
of $10,000+ (39% ) than with lower
incomes (31%)

—without children living at home
(38% ) than with children (35%)
—residents of the West (45%) than

anywhere clse in the country,

VITAMIN USER PSYCHOGRAPHICS

% of Yitomin

Charecteristic Usens
Do not wmoke 9%
Do Smoke 1%
Are on a det 50%
Are not on a diet 4%
Exercise frequently 449%
Exercise infrequently or

not ot all %
Are under a ot or

some stress 41%
Are under little or no stress 329
Often reod mogazines ond

newipopers 41%
Seldom reod mogazines ond

newspopers 28%

References

(1) The Gallup Study of Vitamin Usc
in the United States, Survey VI,
Volume I, The Gallup Organiza-
tion, Princeton, NJ, 1982,

(2) MRCA Special Sludy. Market Re-
search Co tion of America,
Northbrook, IL, 1981,

Consumption Trends Sup on
Changes in Eating Habit

In recent studies, Americans sy
they are more hecalth and m
conscious than they have been i
past. This is particularly true of « w
income consumers who tend to e
away from home more frequently than
those with lower incomes.

Here is a look at long-term per
capita food consumption trends which
are indicative of how Americans are
changing their dicts. Some of thes
consumption trends tend to support
rising interests in dict and health whik
others do not. For instance, the ac-
companying table shows that poultry
and fish lead consumption increases
but that sugar, fats and oils also have
risen.

Changes in per capita food
consumption, 1967-81

Increases in Percent change
consumption 1981/1967
Poultry +38%
Fish +21
Sugar and sweeteners +16
Potatoes +15

Fats and oils +12
Fruits +11
Vegetables + 4
Flour and cereal products + 4

Decreases in consumption

Coffec, tea and cocoa —19%
Eggs —17
Beans, peas and tuts -1
Dairy products -2
Meat -2

Source: Per Capita Food Consum
Index, USDA,

Chicken and turkey comsum;
has been soaring since 1976. Pork
sumption also has risen while dec
have occurred for beef, veal and |

Per capita fish comsumption
risen by more than 20 percent
1967. Fresh and frozen fish cons
tion has risen from 3.6 pounc
1967 to 5 pounds in 1981, while :
fish rose¢ from 2.2 pounds to

pounds,
(Continued on page 40)
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WHAT VITAMINS DO PEOPLE MOST COMMONLY TAKE

Supplement % of Adult Usenn
Multivitoming 68
Vitomin C 32
B Vitomins 27
Vitomin E 20
Minerals 19
Vitamin A or D 8

% of Men % of Femeles
65 72
32 R k]
20 32
23 18
13 24
not asked not osked
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Pasta Makers in America

The Italian Contribution — V. La Rosa and Son:

hen the ltalians came to America

at the turn of the century they
came in large numbers and scttled for
the most part on the castern seaboard.
There were colonies in all of the major
cities, of course, and some section such
as North Beach in San Francisco, Tay-
lor and Halstead Streets in Chicago,
Italian Hill in St. Louis were known
for their cthnic background. Omuha,
for example, had a large centingent of
ltalians who remained there after work
on the railroad was completed follow-
ing the Civil War, and most of them
went into the grocery or restaurant
business and naturally served pasta.

Henry C. Putnam, executive secre-
tary, Northwest Crop Improvement
Association, Minneapolis, is quoted by
Giuseppe Prezzolini in his book “Spa-
ghetti Dinner™ as stating: “The maca-
roni industry became permanently
established after World War L. It was
a minor industry prior to that when
citizens were just beginning to realize
that macaroni products were a desir-
able and wholesome food.™

In 1915, when ltaly joined the
Allies, importaticn of macaroni prod-
ucts ceased abruptly. Imports dropped
from a high of 160 million pounds to
practically nothing, and immediately
there was created an enormous demand
for domestic product.

After the war, this new American
industry wished to protect itsell against
the possible resurgence of ltalian com-
petition, It asked for and obiained a
tariff. The industry was at that time
mainly in Italian-American hands, but
commerce was no respecter of na-
tionalities. As people of other national
origins joined in the manufacture of
macaroni, the industry became more
definitely American. One  lalian-
American manufacturer, Joseph J.
Cunco, of La Primiata Macaroni Com-
pany of Conncllsville, Pennsylvania,
who was working in the industry at the
time, recalls that before the First World
War all the correspondence dealing
with the macaroni industry was carried
on in lalian; ten years later it had
changed over completely to English.
One example of the change in seman-
tics was the government’s taking of the
term “Pasta Alimentaire™ and angli-

34

cizing it to “Alimentary Paste.” This
sounded like wallpaper adhesive to the
pasta manufacturers, and they asked
that the government call these foods
“Macaroni Products.”

The baule to climinate the term
“paste™ went on for years.

Americanization of Indusiry

The Americanization of the industry
was accompanied by a distinct indus-
trial change. In the carly days spa-
ghetti making took place, for the most
part, in onc big, poorly lighted room
containing the three machines neces-
sary to manufacture pastu: a mixer;
a blender; a press. The machines in
thosc days werc usually manned by
members of one family who sold their
product principally to other ltalian-
American families, generally from the
same little section of Italy as the spag-
hetti makers in o neighborhood mar-
ket.

When the thriving industry began
producing for the growing mass mar-
ket, it entered the machine age of mass
production, The American industrial
system moved in to put spaghetti on
the assembly line. There were ma-
chines to roll out dough, knead it,
press and cut it, pack spaghetti into
cardboard boxes, and later wrap these
in cellophane or drop them in bags.
These packages were shipped 1o distant
stores by truck and train. Modern in-
ventions made the factories cleaner,

healthier, They also made it poss bl
to guarantee a uniform, high quality

product,

LaRosa Founded in 1914

V. LaRosa & Sons was one of the
most successful ltalian-American pro-
ducers. The company was founded in
1914 by Vincenzo LaRosa and has
five sons, Frank, Stephano, Pasquale,
Filippo, and Pcter. All learned the fun-
damentals of the business, but Peter
was the outside man who specialized
in advertising and selling.

The business began as an adjunct to
the family's lalian specialty grocery
store in Brooklyn and largely served
the many Italian-Americans who lived
in the neighborhood.

During the 1930's company prod-
ucts were being marketed throughout
the entire metropolitan area of New
York. A completely integrated line of
packaging machinery and wholesale
distribution—innovations for the in-
dustry at that time—were set up.

In conjunction with the first ad-
vertising campaign, the company in-
augurated the idea of a brand nam:
the ltalian food business and sele.*
a red rose as its trademark. Early
vertising campaigns relied heavily
forcign radio stations in New Y
City to reach the greatest concet
tion of LaRosa customers. In the
1940's, the firm expanded its cove
to general audience radio station
key markets where they had distt
tion. Newspaper and car card adve
ing supported the radio commerci.

ltalian Opera

It was really their ltalian opera . o
grams that made the name in m¢ o
politan New York and sent themu 10
the number one position overtal n§
the mighty Mueller. Fred Mucller ¢ -
ceded that he couldn’t sell his proc ¢t
10 the Italian market if he had yW
watches in the packages, because he
had the wrong name on the box, %
LaRosa got the reputation of being the
best ltalian-American brand.

They were pioncers in television ad-
vertising and during the 1950's and
carly 60's products were added to the
linc, and the company continued 10

{Continued on poge 36)
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V. LaRosa & Sons

‘Continued from poge J4)

grow from their original location across
the street from the Brooklyn Navy
Yard in Brooklyn, New York, 1o a
new plant in Daniclson, Connecticut,
and another in Hatboro, a suburb of
Philadelphia. They made acquisitions
of LaPrimiata Macaroni Company in
Connellsville, Pennsylvania, Tharinger
in Milwaukee, and Russo in Chicago.
By this time two of the founder’s sons
had died, Frank and Pasquale; Ste-
phano had moved up to become chair-
man of the board, with Peter as vice
chairman, and Filippo as chairman ol
the exccutive committee, and third gen-
cration members of the family now
took exccutive posts. Serving as presi-
dent was Vincent S. LaRosa. Other
officers were Vincent P. LaRosa, ex-
eculive vice president and director of
marketing; Vincent F. LaRosa, senior
vice president and director of sales;
Joscph S. LaRosa, senior vice president
and director of purchases and trea-
surer; Phillip P. LaRosa, senior vice
president and director of operations
and secretary. Sons-in-law John J.
Cuneo served as vice president and
general sales manager and James G.
Tallon as vice president and general
advertising and merchandising man-
ager. The scuttlzbutt in the trade was
that cach cousin would get a plam.
This didn’t work out, and it became
obvious in short order that none of
the cousins wanted to leave metro-
politan New  York, although Phillip
went to Danielson and Vincent P, went
to Hatboro.

Part of the halian culture calls for
the oldest son in the family to have the
same first name as his grandfather.
Also, the oldest son is the heir and
head man when the father dies, regard-
less of what his particular talents might
be. In most family organizations there
is always an inside man to handle pro-
duction and administration and an out-
side man to handle sales and public
relations.

NMMA President Peter LaRosa

Peter LaRosa was the 42nd presi-
dent of the National Macaroni Manu-
facturers Association serving a term
from 1954-56. He was clecied at the
Annual Meeting celebrating the golden
anniversary of the Association.

King Midas Flour Mills, a parnt of
Peavy, advertised some highlights of
the 50 years between 1904 and 1954,

1904—some of you will remember
the National Macaroni Manufacturers
Association was founded. Lillian Rus-
sell, Gibson Girl—a plush age.

1912—King Midas Flour Mills mill
their first barrel of semolina at the
Dakota Mill in Minneapolis,

1914—imperial yearning for power
is balanced with alliance and counter-
alliance. War inflames the civilized
world.

1919—War ended. First issue of the
Macaroni Journal off the press under
M. J. Donna. Al Jolson, Babe Ruth,
and flappers.

1929—Wall Street crash, Depres-
sion grips world. Bank holiday.
N.RA, CCC., WPA, PWA. ctic,
alphabet soup on every tongue.

1939—King Midas Flour Mills mills
first semolina in September in its newly
acquired Dacey Mill in Superior

1940-45—Turbulent years. Hitler,
panzers, blitzkrieg. Dunkirk, Coven-
try, Pearl Harbor became symbols,
World War Il. Peace in 1945.

1946-53—Unrest seems  normal.
Strikes and wage-price spiral up. Com-
munism abroad, aid to Greece, Berlin
airlift, Korea, United Nations. Peace
1953.

A problem facing the industry at
that time was the devastation of the
durum crop by a stem rust called 15B.
Appearing first in 1950, North Dakota
took the heaviest losses from the new
scourge that affected 15 strtes from
Pennsylvania to Idaho and from Texas
to Canda. The parasite that attacked
the stems and leaves of wheat and other
cereal grains led a double life, one

Phitip P. LaRese

the second on the winter-harborir
the barberry bush.

The Rust Prevention Associ ion
with Donald G. Fletcher as exec e
dircctor, headquartered in Minnd po-
lis, worked on the problem of iux
control and barberry eradicatior for
many ycars. The National Mac. roni
Manufacturers  Association supp. rted
the effort when the scourge afllicted
the durum crop for four succesive
years.

During that time plant breeding,
which was a new science, was en.
couraged to find strains of wheat re-
sistant to this new discase and sup-
poried by growers, millers, and pasta
manufacturers, the agronomists and
cereal lechnologists at Nerth Dalota
State University embarked on a crash
program to develop new strains.

During the shortage the industry was
forced to go to blends of bread wheat
to supplement the scarce durum. Con-
sumption of pasta during this time fcll
and indicated clearly that durum was
the standard of quality.

As usual, when quality raw matcnal
is in short supply and the price is high.
imports of foreign products poured nto
the market. In 1951, 981,000 pounds
of pasta were imported, and ihis
jumped to 2,749,000 pounds in 19-2
By 1954 the total was 4,639 M
pounds,

Delegations of growers, millers,
macaroni manufacturers went toW  n-
ington to tell representatives in ( 2
gress that the durum shortage was 2t
only hurting all scgments of the o

a
W

stage occuring on the grain stem nd
on

dustry, but was adding to the »
surplus problem that the country
in other varictics of wheat.

Kick in the Pants
By the fall of 1955 durum pro <
tion was up and prices were fal ¢
Through Dick Forkner, business i n-
ager of the North Dakota State Du :m
Show und editor of the Cavalier Co 1)

(Continued on poge 38)
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*Over 35 years of worldwide experience

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

® Trouble-free silo discharge—
fficient, quiet, Turbo-Segment
Jischarge Cones for any size silo.

® )ust-free Conveying Systems—
fficient utilization of both vacuum
nd pressure conveying with large
iters and dust-free design
hroughout.

Noviumaen, 1983

® Centrifugal sifters—no dust, no
vibration, low maintenance. Differ- B
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.

® Regrind systems—complete stor-
age, grinding and feeding systems
for regrind.

ef

® Experienced engineering staff. If f—'§

you are building a new plant or 3
modernizing an existing one, put

our staff of experts to work for you.

AZO Inc.

PO. Box 181070
Memphis, TN 38118
(801) 794-9480




V. LaRosa & Sons

(Continued from poge 16)

Republican newspaper, the farmers
loJged a protest that they were being
given a kick in the pants.

In February, 1956, the “mail bag”
column of the Bottineau Couranl, a
weckly newspaper in Cando, North
Dakota, had carried a letter written
by George Roulkes, as an open letter
to Senators Young and Langer. Under
the heading “Durum Swindle™ Mr.
Foulkes implicd that the farmers had
been sold down the river and he called
for honest labeling requinng 100 per-
cent durum in all pasta products.

President  LaRosa responded by
pointing out that the industry could
not immediately turn back to 100 per-
cent durum even if it wanted to, as it
took time to go through the pipelines
of distribution. But, he pointed out, the
macaronl irdustry’s interest in durum
over L yeus has been proven by its
consistan financial support of research
and development to provide better
strains of durum wheat; its financial
aid and cooperation in the rust pre-
vention programs; ils continuous and
incessant advertising and publicity of
macaroni; its historical consumption
over the years of virtually all the durum
produced.

Later the Department of Agricul-
ture announced a program lo encour-
age incrcased production of durum
flour by allowing those who had an
historical record in one or more of
the past five years to plant three acres
of durum for each acre of the farm
wheat allotment not planted 10 “other
wheats.” The two-for-one program in
1956 pleased the growers.

High Protein

On Scptember 30, 1954, the US,
District Count for the District of Dela-
ware granted a judgment in favor of
the government in a long-pending case
of the United States v. 20 Cases,
Buitoni 20 percent protein spaghetti.

The government charged that the
food was misbranded since it purported
to be and was represented as a maca-
roni product and failed to meet the
definition for standard of identity for
that food by the regulations. Buitoni
contended in the case that its product
was not represented as, and in fact, was
not a macaroni product. Judge Paul
Leahy in a lengthy opinion concluded
that the product “is a spaghetti which
does not conform to the standards of

k1]

identity.” After the case had languished
in court for some seven years, the Na-
tion Macaroni Manufacturers Assc-
ciation filed a briefl supporting its posi-
tion that the integrity of the standards
should be upheld. The opinion sus-
tained the Association’s position that
the words “macaroni, spaghetti, ver-
micelli, etc.” cannot be used in con-
junction with any unstandardized
product.

When seizing the food, the povern-
ment charged that “gum gluten™ had
been added to the spaghetti so that the
protein content exceeded 13 percent
by weight as specified in the Standards
of Identity. Buiton contended their
product had a distinct separate identity
of its own and that by adding gluten
10 bring the protein content up to 20
percent was merely restoring what it
had lost over the years in increased
wheat production which lowered the
protein.

Alter showing that the manufacture,
drying and preparation of the product
was the same as spaghetti and that it
was caten with cheese and sauce from
Buitoni's Spaghetti Bar in New York
City, the government concluded that
*“the provisions for standards of iden-
tity thus reflect the recognition by Con-
gress of the inability of consumers in
some cases 1o determine solely on the
basis of informative labeling, the rela-
tive merits of a variety of products
superficially resembling each other.”

Two important lessons were learned
in this case. First, that the industry
would protect the Standards of Identity
for its products by going to court, if
necessary, after a decade and a hall
had passed after their adoption, Sec-
ondly, professional legal talent was
employed to carry the Association’s
suit as “amicus curiae™ which in legal
parlance means a friend of the court.

Counselors Joe Giordanno of V.
LaRosa and Sons, Inc, and Roger di
Pasca of Ronzoni Macaroni Company
had spearheaded the drive to head of
a race of protein percentages that had
faced the industry.

Phony-Roal

In the fall of 1969 some 3,000 per-
sons attended a White House Confer-
ence on Food, Nutrition, and Health
organized by Dr. Jean Mayer, nutri-
tion expert from Harvard University,
who found fault with the rigid require-
ments of recipe standards such as those
for pasta.

Among the 26 expert panels sho
were established to deal with the ari.
ous subjects and discussions wa- ong
headed by C. W. “Tex" Cook, € air.
man and Chiel Executive Offic. - of
General Foods Corporation on | ood
Manufacturing and Processing  Hc
picked up Dr. Mayer's challeng. on
Food Fortification and came out with
a corn-meal 60% soy-flour 30% and
wheat-flour 10% hard macaroni— later
called “Golden Elbow™—for which he
got a marketing permit from the Fool
and Drug Administration.

On May 21, 1971 President Vincen
F. LaRosa sent the following letter 10
the hearing clerk, Department of
Health, Education and Welfare, on be-
half of the National Macaroni Manu-
facturers Association: “The National
Macaroni Manufacturers Associatio,
representing  macaroni  manufacturen
in the United States and Canada who
produce virtually all the macaroni sold
and consumed in the United States, is
unequivocally opposed to the propos-
ed rule-making announced in the Fed-
cral Register of March 3, 1971, which
would establish a new standard of iden-
ity of (21 C.F.R. part 16) for “enrich-
ed macaroni products with improved
protein quality’.

“Opposition is based on several con-
siderations in two arcas, The firs: re-
lates to the violence which the propo-
sal does to the entire fabric of -tan-
dards of identity. The sccond is !1sed
on ti.e deception which the pro; sl
would foster as to macaroni pro. ucts
and to the disrupting and desin. tive
cffect which it would %5~ on the ma
caroni industry and on yiz:Ju... and
millers of durum wheat.”

Citing issucs that were discuss: | by
Congress when it adopted Sectior 401
of the Food, Drug, and Cosmctic \t.
which authorizes the promulgatic 1 o
definitions of standards of identit th:
following questions were asked: | the
new standard necessary “for pur
poscs of safeguarding the ublk
health™ or “preventing deccit upe 1 the
purchasing public?" “Will it effec el
prevent chiscling operations of 1h
small minority of manufacturers” “I*
it necessary so that “the integrity o
food products can be effectively main-
tained?” The answer to all of the
Congressional tests must be “no.”

It ook a lot of meetings in the I
dustry and with government officials
it took a lot of publicity which culmr

(Continued 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) 794-9480

LABORATORIES, Inc.

EST. 1920

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

1—Nutritional Anclysis

2—Egg Solids and Color Score in Eggs ond
Noodles

3—Bacteriological Tests for Salmonello, etc.
4—Semolina and Flour Analysis
$—Micro-analysis for extraneous matter
6—Viteamins and Minerals Enrichment Assays
7—Pesticide plus Funmigant Analysis
8—Pockaging ond Adhesive Evaluations

MARVIN WINSTON, DIRECTOR
P.O. Box 361, 25 Mt. Vernon 5t
Ridgefield Pork, NJ 07660
(201) 440-0022
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with Industry

Information.
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V. LaRosa & Sons

(Continued from page 138)

nated in a quotation from the pro-
prictor of the Cantina de ltalia, fam-
ous  Washington, D.C. restaurant,
“Corn meal is for feeding chickens,
not people.”

There was the rub. Golden clbows
tasted like corn meal mush, and the
product didn’t sell, so it dicd an eco-
nomic death although it was promoted
politically. School kids just didn't like
it. Once again the standards of iden-
tity had been preserved.

Vincent's Administration

Vincent LaRosa’s administration as
president was notable for events other
than phony-roni. The National Mac-
aroni Institute was granted the privi-
lege of having a cocktail party for the
food editors meeting in San Francisco
in the fall of 1970, Pasta as finger food
and hors d'ocuvres garnered headlines
on food pages around the country.

The Press Panty in New York in
mid-Scptember assumed a reputation
of soft sell and of being a family re-
union of the pasta makers with the
New York press corps. Each year it
preceded the Washington Meeting
which had also become an <st.)lished
event being held the folloviy day in
Washington, D.C., with m¢ -« 3 with
people in government from ti;; Depart-
ment of Agriculture, Food & Drug
Administration, Federal Trade Com-
mission, and other agencies as well as
Senators and Congressmen. The cli-
max of the day was an cvening recep-
tion, the first of which was held on the
roof garden of the Washington Hotel
overleoking the White House. Later
it became a practice to have a morn-
ing briefing session at the U.S. Cham-
ber of Commerce before going up to
the Hill for luncheon in the Rayburn
House Office Building. Pasta people
had discovered that it paid to have
friends in Washington.

Another unique experience of this
administration was the Winter Meet-
ing at San Juan, Puerto Rico, where
the LaRoses did business. While the
Convention was held at the Ameri-
cana, contacts were made with the
Bankers Club, and the Mayor of San
Juan spoke to the group.

A Macaroni School was held in Swit-
zerland as a pant of a European tour
of northern ltaly including the IPACK-
IMA Fair at Milan and visiting pasta
plants there and in Switzerland. Some

Vincent F. Lollese

38 industry members participated in
this educational jaunt,

Consumption Trends
Continued from poge 32)

Oversll dairy consumption has de-
clined only slightly since 1967, al-
though consumption of low-fat milk,
yogurt and cheese has increased, and
consumption of whole milk, cream and
canned milk has declined.

Per capila cgg comsumption de-
clined 17 percent between 1967 and
1981.

Consumption of st and oil products
rose 12 percent in 14 years. However,
the share coming from animal fats de-
clined from 32 percent in 1967 to 19
percent in 1981. This change reflects
the substitution of margarine for butter
and the substitution of vegetable oils,
particularly soybean, for lard in short-
ening manufacture as well as increased
usc of salad and cooking oils,

Frult consumption is up because of
increases in fresh non-citrus fruit and
fruit juices. Increased consumption of
fresh  bananas, pears, pincapples,
plums, prunes and strawberrics are par-
ticularly notable. Per capita juice con-
sumption, particularly for frozen citrus,
is also up substantially.

Fresh vegetable comsumption has
riscn steadily since 1971, but total
processed vegetable consumption has
been flal. Improvements in handling
and cold storage of fresh items have
led to ycar-round availability. Salad
ingredients, such as lettuce, cucumbers,
have registered gains as have broccoli,
caulifiower, spinach and garlic. Among
processed vegetables, consumption of
canned products has declined while

consumption of frozen products 1
increased.

Overall poisto comsumplion | yp
with much of the increase coming  om
the frozen varicties.

Flowr and cereal products cons mp-
tiom declined slightly in the uhy
1970's. More recently, consum jon
has been rising due to an upturt for
rice and wheat flour.

Per capita comsumplion of suga
rose 16 percent from 1967 1o 194]
Although cane and beet sugar usc de-
clined, this was more than offset by
increased use of corn sweeleners. Ri
ing soft drink consumption, up B0 per-
cent, explains much of the increase for
sugar and sweeteners.

Metric Guide

The conversion of packaged food
and grocery products to metric unis
of weight and volume should avoid the
appearance of deception and be con-
sistent with government or industny
standards as well as industrial capa-
bility.

These are some of the suggestiom
for metric packaging of food and gro-
cery products as outlined in a 16-page
guide prepared by the American Na-
tional Metric Council (ANMC) Food
and Grocery Products Coordinuting
Group.

Besides reviewing metric  pach ag
requirements, the guide represen - 2
stcp toward seeing whether there an
be a consensus on universal metric &
mensions, product line by product nc

The guide also recommends 1at
packagers consider the relationshi of
package size and configuration to ur-
Tent storage, measuring, proce: né
and cooking equipment.

Metric units, along with the requ el
inch-pound units ol measurcment,
be printed on the principal di
pancl of the package, as long as
are accurate.

The ANMC guide also introd
metric packaging guidelines for p b
aged products that are suitable
soft conversion, rounding or wi k-
unit metric conversion,

The American National M
Council is a private, nonprofit org
zation that serves its subscriber 0
metric transition matters, including -
dustry-wide planning, coordination. in-
formation and government relation-.

The Food and Grocery Products
Coordinating Group is chaired b
George Carleton of Procter & Gamble.
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"IF YOU

WANT A PRETTY
PAINTED MACHINE,
GO TO THE

SMITHSONIAN.

IF YOU

WANT A STAINLESS
STEEL FOOD MACHINE,
GO TO DEMACO.”

CALL

DEMACO FOR
ANSWERS.
(212) 963-~6000

pDEemaco

A VITAL LINK IN THE FOOD CHAIN
DEIFRANCISCI MACHINE CORP, 780 WALLABOUT STREET. BROOXLYN N ¥ 11706 TWX 710 SRa D449
WESTERN REP.: Hoskims Co, Boa F, Libertyville, IL 60048 —1312) 362-103!
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tringe benefits.
P.0. Bex 1008, Palstine, IL $0047.

FOR SALE
Triangle TOPD Pubamatic |l twin tube
verticel form/fill/se0l mechine equipped
with Hezitron scoles (B Hde), high speed
poly l.vl.b-olt:;k eye, beg thaker, end

Pleese inquire te: P.O. Bex 1008, Palatine,
IL 40078.

Made in USA

Con Agra Flour Milling Company
of Omaha, Ncbraska has mailed out
a pasta information kit to food editors
of the top 500 ncwspapers in America.
The theme: “World's Best Pasta -
Made in USA”

They have also sent the same kit 1o
hundreds of highly placed grocery of%-

cials.

42

The kit sings the praiscs of pasta as
one of our most perfect foods. Includ-
ed are articles tat collectively prove
pasta is one of the most nutritious, de-
licious, versatile, economical and low-
calorie foods anyone can buy.

Beyond that, the kit brings the food
editors up-1o-date on the unfair pasta
subsidics. And it explodes the myth
that ltalian pasta is somehow superior
or more authentic,

It should do a job,

American Cuisine Leaflet

“Pasta Goes American” titles a new
leaflet from the National Pasta Asso-
ciation, The content combines Ameri-
can-made dry pasta with other of our
native foods showing varied uses of
pasta in the emerging American cui-
sine.

Consumers are reminded that pasta
is a healthy food which is not fatien-
ing. Each recipe is calorie-counted.
All are 400 or less calorics per portion.

Send 50¢ for single copies to the
Macaroni Journal, Box 1008, Pala-
tine, IL 60078. Quantities: $15 per
hundred; $90 per thousand, fo.b.
Palantine.

Lesflets — 15¢ cach plus 25¢ post-
age and handling; $12 per hundred
plus freight.

“Nutritive Values  of  Macaroni
Spaghenti, and Egg Noodle Products™

“Pasta Primer”—basic background
picee.

“Eat Light with Pasta”,

“Pasia in a Slim Cuisine”.

“Macaroni Is No. 1",

“One-Pot Pasta Suppers from the
Freczer™.

“Entertaining with Pasta”,

“Unimac Cookery"—pasta quick-
ies for singles and doubles.

“Pasta . . . Food for Athletes”™

— ———

Prince-Paramount

The Prince Company of Lowell,
Massachusetts, has announced the
merging of operations of Prince Foods,
New York Division and Paramount
Macaroni.

The new offices for Prince-Para-
mount arc located at 303 Marcus
Boulevard, Deer Park, N.Y. 11729,

Sal Cardinale is with Prince Foods,
New York Division; Louis J. Coniglio
with Paramount Macaroni Company,
Inc.

Spaghetti Sauce Battle

The marketing battle  betv cen
Chescborough-Ponds  and  Camy el
Soup over spaghetti sauce is escali ing
After fighting to protect its dom, ani
share of the $675 million m. ket
against Campbell’s two-year-old Piogo
Chesebrough is going on the offen-ine
It has a new Ragu Chunky Garden-
style sauce it hopes will convert cooks
who still make their own spaghety
sauce.

These people accouut for 45% o
all spaghetti-sauce users; nearly all of
them add their own vegetables. The
new Ragu product differs from other
sauces because its three varicties have
cither mushrooms and onions, green
peppers and mushrooms, or extra t-
mato with garlic and onion,

That might not scem like much of
a difference, but Chesebrough figures
that, within a year, Gardenstyle wil
have retail sules of $S100 million and
that more than half of the sales will
come from new customers. 1t hopes o
add a few market share points 1o the
52% share Ragu already holds as the
entire spaghetti-sauce market expands
Chescbrough has budgeted $40 mil-
lion for advertising and promotion fu
Gardenstyle and is telling grocers they
should drop competing brands that
dont’ spend as much.

Campbell Soup. whose Prego now
solds about 25% of the market, ~ay
it hasnt any plans for a similar ¢1:n
“For us to copy their product woul i’
be innovatwve,” says Herbenn Bom
vice president for marketing. Camy x!
adds that it's about to open a !
plant to keep up with demand for
Prego.

Acting FDA Head

Mark Novitch, deputy commiss !
of the Food and Drug Administr. on
has been named acting dircetor o the
agency during the search 1o rep &
Commissioner Arthur Hull Haye

Hayes said in late July that he had
accepted the position of prover 3
New York Mcdical College. No b
served a prior stint as acting coni
sioner before Hayes was appointed b
the Reagan Administration in Aprl
1981.

NPA Winter Meeting
Conteraporary Hotel
Disney World, Orlende, Florido
March 11-15, 1984
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ROSSOTT I

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY SINCE 1898

OBJECTIVES: BUILDING A CONSUMER FRANCHISE
FOR YOUR BRAND

A LOY RIDES ON THE RIGNT BRAND NAME AND SUPPORTING
TRADE MARK.

] 1 1 1 [

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

| j i
PRODUCT AND PACKAGE

We have experience in these areas

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

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