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Santa Claus Soup

Some of the most charming holiday
traditions are whimsical creations of
imaginative cooks. Santa Claus Soup
is one of them, a Christmas Eve in-
spiration that has both merit and
merriment.

The idea is to leave a mug or bowl
of steamy, hot soup for Santa Claus.
And of course, litle children will
want to leave their lists nearby as a
reminder of what they hope to find
under the Christmas tree. In setting
out the soup, with a candle warmer
handy, even the youngest in the fam-
ily will understand that the real spirit
of the scason is in giving.

Santa Claus Soup is a perfect main-
dish dinner soup for Christmas Eve,
which parents sometimes think is the
shortest evening of the ycar and
youngsters are convinced is the long-
est. Appropriately colorful with green
peppers and red tomatoes, the soup
is brimming with ingredients that chil-
dren love. Raisins, peanuts, shell mac-
aroni and frankfurters — to name a
few. Adults will be equally enthralled
with the fresh vegetables und subtle
herb flavoring of the good soup. But
best of all, the cook will be relieved
to know that Santa Claus Soup is
begun by opening two handy cans of

condensed soup — old-fashioned veg-
clable and beel broth—so most of
the work is already done.

Santa Claus Soup
I can (10% ounces) condensed
old-fashioned vegetable soup
I can (10% ounces) condensed
beel broth
2 soup cans waler
Y2 pound frankfurters, sliced
Y2 cup uncooked small shell maca-
roni
Y2 cup chopped onion
I medium green pepper, diced
14 cup peanuts
Y4 cup raisins
2 tablespoons chopped parsley
4 teaspoon thyme leaves, crushed
Generous dash pepper
2 medium tomatocs, diced

In saucepan, combine all ingredi-
cnts except tomatoes. Bring to boil;
reduce heat. Simmer S minutes or
until done; stir occasionally. Add to-
matoes; heat,

Makes about 742 cups, S servings.

Cover Photo

For ecasy enlertaining, considsr
chicken cacciatore with spaghetti.
Fruit for dessert.

S e e e




C. Robert Stephenson, Vice Presi-
dent and General Sales Manager, Con
Agra, America’s largest durum miller,
has sent a press kit to jood editors and
key grocery personnel.

His message:

Lately you've been hearing that to
make really good pasta you have to buy

an imported brand.
Not so.
Naturally, as America’s largest

miller of durum for pasta, we think
pasta makes a great story for your
readers any time. But right now, with
imports making inroads into American
markets, we think it’s especially timely.

Use our press kit any way you like.
But please consider our overriding
message. The world’s best pasta is
made right here in the good old US.A.
bar none.:

Some of the imports are excellent—
no question—but no import can beat
our American pasta. Here's why:

To make great pusta, you must stert
with only the finest wheat, No arguing
that, since pasta consists only of durum
wheat and water. And, the world’s best
durum wheat for pasta is grown right
here in the United States, most of it in
19 counties around Minot, North Da-
kota.

Forcign pasta makers apparently
agree—they bought more than 50 mil-
lion bushels of American amber dur-
um wheat last year,

With the aid of unfair Common
Market subsidics, some of that wheat
is coming back to us in the form of
imported  pasta—priced  anificially
low,

So what is it we wam? Two things:

I. An end to unfair subsidies (a
panel of the General Agreement
on Tariffs and Trade supports
our position).

2. An end to the myth of superior
imported pasta. Nobody beats
our American pasta because no-
body can beat the amber durum
wheat our Amcrican farmers
grow—in the world's most ideal
durum wheat country.

Pasta Wars — The Itallans
Vs. the Americans
The ltalians say their pasta subsi-
dies — expected to total $7 million in
1983 — are completcly legal.
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The Americans say the subsidies
violate trade laws — and are allowing
the lalians illegally to undersell
American brands in the U.S.

A pasta war has been declared and
both sides are marshalling their forces.

To date, the ltalians don't have a
significant share of the US. market
But ltalian imports are rising at a rate
Amecrica pasta makers view with
alarm — five-fold since 1980. In some
Eastern cities, ltalian products are
taking over shelf space and sales.

The Italian manufacturers say the
Common Market subsidies are legal
because pasta is an agricultural pro-
duct. The National Pasta Association,
the U.S. trade group, insists that pasta
is a processed agricultural product, In-
ternational law prohibits subsidics for
processed products,

American pasta makers are also
disturbed that American consumers
may view ltalian pasta as somchow
superior — somehow more authentic.

Joseph Viviano, Chairman of the
National Pasta Association, said,
“These arc brand names that carry
the forcign mystique of pasta’s moth-
crland, and they bencfit from a sub-
sidy of 10-15 cents per pound.”

A panel of the General Agreement
on Tariffs and Trade has agreed with
U.S. pasta makers that the subsidies
are illegal. That ruling is awaiting fur-
ther action.

Meanwhile, the American pasta
makers have asked President Reagan
to enact quotas or dutics on pasta im-
ports if the subsidies continue.

The Amecricans complain that with
the cxpansion of ltalian imports their
sales have stopped growing.

And so, the pasta wars continue.

A Short History of Pasta

First off, let's dispense with the two

great myths of pasta history:

I. Marco Polo did not introduce
pasta into ltaly from China.

2. Fettuccine was not invented in
Rome by a culinary genius named
Alfredo for Doug Fairbanks and
Mary Pickford.

The origins of fcttuccine date well
back into the dark ages, before Holly-
wood. And pasta itself owes its inven-
tion to some very enterprising cave
persons.

Some 10,000 years ago, nomadic
peoples accidentally discovered the

food value of wild wheat, bega: culs
vating it and gave up their wa: leny

mixed them with water and grouni
them inlo a paste. And pasta was bon

The Chinese recorded the cating o
pasta 5,000 years ago. And a bas re
lief on an Etruscan tomb depicts an e
tire pasta-making outfit — some s
teen hundred years before Marco Poks
cver set sail.

The cating of fettuccine and ravick
were known o antiquity. Legend has
Italian sailors on long voyages eating
leftovers stuffed into pasta dough
Their “rabiole” literally meant lefloven
—things of little value.

The great Roman poct, Horax
wrote enthusiastically of a grand sup
per featuring lasagna.

And a 1279 A.D. will of one Ponne
Bastone bequeaths a basket of mas
roni to his lucky heirs, 13 years befor:
Marco Polo’s retumn. (Take notc the
even then, macaroni was hight
prized.)

An official papal declaration @
quality standards for pasta also s
vives from the 13th century.

So by the time Marco Polo an.| ¢res
returncd, pasta was pretty old stull.

The shaggy dog version of th Pok
myth casts a Chinese girl and a:. lut
ian sailor in central roles. Whi¢ sh
flirts with her young ltalian boy' rieal
her neglected bread dough ex and
somchow drying into long strips. Dosl
ask questions about myths.)

Meanwhile, back at the shi . i
galley mate is boiling soup. On 1K
turn, the love-besotted sailor ca .3 ¢
doughly strips into the soup and past
is born, to the rousing cheers [k
starving crew. Marco Polo orde « %%
cral trunks full of pasta to tak. bx}
to the motherland as souvenirs.

And the history of pasta m rché
on. In 1350, Boccaccio wrote o b
“Decameron™ of magic land b
happy citizens gamboled on mou 3=
of cheese and ate frec pasta te thef
hearts content.

An English cookbook of the s

o

Blc

3 o
g s

Vermicelli Clusters

v o e

il

AT

Linguini

Fettuccine
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Narrou Egg Noodles

Medium Egg Noodles

Wide Egg Noodles

Mostaccioli

Lasagna

w:ded barefoot into the dough,
douint imparting their own unique
. The much-kncaded dough was

when made from the same ingredients.
Whether you side with those who
believe “macaroni” hails from “ma-

Doodle and the feather in his hat, they
were twitting British dandyism. They
didn’t know a real macaroni from a

century describes a dish nearly identr forced through a trifila, or die, to  caroni” — my precious darlings, or  rigatoni.
cal to our Fettuccine Alfredo. the finished product. “maccari” — to pound, neither deriva- Enter another globe trotter — |
By the 17th Century demand in lul Exh region had its own favorite tion applics to the macaroni of our Thomas Jefferson. In Naples, the fu- [

Revolutionary War. In fact, when

and cach shape was thought to ture President was fascinated by the
Americans were singing of Yankee

its own individual flavor even (Continued on page £)
sER, 1983 5

for pasta was so great that assembly
line production was begun. Stro%
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Braibanti

is always

in assuring confidence to pasta factories all over the world
with the most advanced technology
because of experience acquired throughout the world
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BRAIBANTI “HT" lines
48 in ITALY
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“HIGH” Temperaturc gﬁ%ﬂ#ﬂ.
to be considered, in GERMANY
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of the customers
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in POLAND

in SWITZERLAND
in AUSTRIA

in BOLIVIA
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in FINLAND
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in GREECE

in INDIA

in IRAN

in HOLLAND

in RUMANIA

in TURKEY
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World's Best Pasta

(Contirwsed from poge 5)

local pasta industry (as he was fasci-
nated by all things) and ordered four
cases of “maccarony™ and a pasta-
making machine to be shipped 1o the
New World. Back home, he served his
new-found delicacy 1o a few fortunate
friends.

But it took more than Jefferson's
curiosity for pasta to catch on in the
U.S. It took imported ltalians. Millions
of them. The frst U.S. pasia factory
wasn't founded until 1848. And big-
time commercial pasta-making waited
until floods of ltalian immigrants cre-
ated a demand before the tum of the
century.

Business finally took off for good
when ltalian imports were banned dur-
ing World War 1.

Whither pasta? Today it is more
popular than ever, with U.S. per capita
consumption at an all time high. The
spaghetti we all eat every year would
reach to the moon and back hundreds
of times. But who's counting?

The Italian Futurists were dead
wrong when they denounced pasta in
their cookbook “La Cocina Futurista.”
They insisted that Future Man would
prefer a dict of pills to pasta. Fortu-
nately for us their brave new pasta-
free world was only a bad dream.

A Pasta Fact Sheet

® Pasta, from the lalian word for
paste, is an edible paste made of
Scmolina and water.

® Scmolina is milled from the heant
of durum wheat, the hardest and
purest of all wheats. Durum wheat
is heavy with gluten, the principal
protein  compound of wheal.
(“Women's Day Encyclopedia of
Cookery™)

® Morc than 600 pasta shapes are
commercially available world-
wide — some estimates indicate
more than 1,000 shapes.

® A two-ounce serving of dry pasta
supplics the following U.S. Rec-
ommended Daily Allowances for

adults:

Protein 10%
Thiamine 30-35%
Riboflavin 15%
Niacin 15-20%
Iron 10%

(National Pasta Association)

® A five-ounce serving of pasta
(cooked) contains 210 calories,
7 grams of protein, 41 grams of

carbohydrate and only one gram
of fat. The sodium content of
pasta is less than 0.5 milligrams
per serving when cooked in un-
salled water. (USDA Agricultur-
al Handbook, Consumer Reports)

® Pasta contains six of the eight
essential amino acids; it is defi-
cient only in lysine and is margin-
ally deficient in threonine. When
consumed with meat, checse,
sauce or butter, the protcin value
of pasta is enhanced. (“The Great
Intemational Noodle Experience™
by Karen Green)

® [n 1981, Americans inhaled more
than 2 billion pounds of pasta —
more than 9 pounds for every
man, woman and child. (Time
Magazine)., The spaghetti con-
sumed in a very bearty meal
would stretch nearly 150 feet if
laid end to end. (“The Complete
Book of Pasta” by Jack Denton
Scott)

® Uncooked pasta can be stored for
up to one year in the dark under
normal conditions without signifi-

cant nutrient loss. (“Journal ol‘,

Food Science™) 7

® Eighty percent of durum wheat
grown in the US. is grown in
North Dakota. (Crop Reporting
Board)

® The US. exported 50.8 million
bushels of durum wheat in 1982,
with 36% going to Algeria and a
total of 44% going to France,
ltaly, The Netherlands and Vene-
zucla. (Crop Reporting Board)

® In America, Easterners buy more
long goods (spaghetti, etc.) while
Midwesterners consume more cut
goods, such as macaroni. Stamp-
ed shapes — bow lties, stars and
sca shells — are usually found
only in cities with a substantial
Italian-American contingent.

For more information, please con-
tact: Joe Lichtenberg, National Pasta
Association, 1901 North Fort Meyer
Drive, Suite 307, Arlington, VA
22209, (703) 841-0818.

Celebrities on Pasta

Sophia Loren:

“Spaghetti can be eaten most suc-
cessfully if you inhale it like a vacuum
chaner.”

James Coco:

“When I'm really happy, I have to
have pasta. When I'm really depressed,

1 have to have pasta. Even wi n |3
dicting, 1 have 10 have pasta.”

Alsa AMa:

“The truc pasta person ren mhy
spevific dishes for many years a d cos
tinues not only to sce them bu - smg
and taste them long after what v as s
and done on those occasions h s bey
forgotten.”

*. « « 1 chronically suffer from ,
scrious pasta deficiency. 1 mus hay
those happy noodles slapping againy
my insides or | begin 1o look wan
lifeless.”

Sophia Really Did Say It
Pasta has been given credit for man
things, but responsibility for the man
assets possessed by Sophia Loren »
one of the finest! Up to this point
many skeptics thought the quote a-
tributed to Sophia Loren was a cr
tion of a sharp NPA publicist.
But Time, in the Special Anniver
sary lIssue, “The Most Amazing &
Years in History,” issued in early (-
tober, verificd the quote in the Peopla
section on p. 160. The article says:

1956: The New York JOURNAL-
AMERICAN tapped ltaly’s hillos-
ing Cincmactress Sophia Loren
guest-write a column. In corcluly
fractured English, Sophia (or 1w
gish ghost) ground out som: pr>
found pap. Sophia's advie v
American girls: “Everything | ve g«
I got from eating spaghetti. ¥ win
i

Italioan Grains Down

Grain production in Italy fo 198}
is estimated at 18.1 million nnc
according to the weckly roun p @
world production and trade iss »d by
Forcign Agricultural Service f ¢
Department of Agriculture. TI
jection is down slightly from 198
production.

Wheat production in Italy @ e
maled at 5.8 million tonnes, 3% belos
last year’s harvest, while the Jun®
crop is forecast at 2.9 million 1 anit
about the same as a year ago Con
production is forecast at 6.8 millx®
tonnes, virtually unchanged fiom !

tures reduced com yield pro-pet
particularly in the Venice area and t*
castern region, where almost hall ¥
corn is grown.
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Only one in five American food
shoppers is actively interested in
nutritional information on food pro-
duct labels, according to a nationwide
survey rcleased today by the Wheat
Industry Council. The vast majority—
85% —ol consumecrs are more con-
cerned with the price of food and the
ingredicnts in specific products.

Food, Nurrition and Dieting: a stu-
dy of American attitudes, habits per-
ceptions and myths, was conducted for
the Wheat Industry Council by Riter
Marketing Research of Maryland and
Market Facts of Chicago. Funding was
provided by a grant from Universal
Foods Corporation of Milwaukee, Wis-
consin. The representative sampling
of 3,368 consumers was weighted to
represent current U.S. population sta-
tistics, based on data from the US.
Bureau of the Census.

*“The findings are surprising and ¢cn-
lightening,” Ray Davis, Chairman of
the Wheat Industry Council, said at a
news conference in Washington, D.C.
“Americans have serious misconcep-
tions about nutrition and calories in
foods, and American shopping, eating
and dicting habits arc changing signi-
ficantly.”

The study reveals that consumers
are more concerned than ever about
nutrition — yet they gencrally ignore
nutritional information on food labels,
paying micre altention to unit pricing
and prodvi» dating. When they read a
food label, they look for information
on the amount of sugar, calories, salt
and 7 Jditives rather than nutritional
vahs

‘Avinirding 1o Charles Riter, whose
firm conducted the research: “What
the food industry may consider com-
mon terms, such as fiber, minerals and
‘cnriched’ are only understood by
about half the population. The other
hall readily admit they don’t under-
stand what the terms mean. More than
90% of the people surveyed would
prefer the use of generic terms on food
labeling.”

Misconceptions
“Among the misconceptions shared
by many Americans are those relating
1o wheat and wheat based products,”
Riter said. “Consumers gencrally feel
positively about wheat itself as a source
of roughage and fiber, and describe it
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AMERICAN ATTITUDES ABOUT FOOD NUTRITION AND DIE(
ARE CHANGING, WHEAT INDUSTRY COUNCIL STUDY REVEALS

as one of the ‘good for you' clements
of food. But, when wheat is used as
an ingredient in food products, consu-
mer awareness of its nutritional value
drops sharply. The reason this occurs
for many wheat-based products relates
to the perception of other ingredients
and their role in the diet. For example,
sugar, salt and fat.”

White bread, English muffins, pizza
and pasta products were all viewed as
less wholesome and less natural than
whea itself, despite their predominant-
ly wheat content. Consumers scc wheat
bread as having lcss starch, fewer cal-
ories and more nutritional value than
white bread, although white bread and
wheat bread are nearly identical in
caloric contents and ingredients.
Among the non-wheat foods, consu-
mers give high rating to fresh fruits,
eggs, ground beel, chicken and whole
milk for being high in nutrition value
and desirability.

The average consumer considers
himself well informed about nutrition,
becoming more concerned with eating
a balanced diet as he gets older. Inter-
est in nutrition and health is greatest
among women.

Among consumers highly concerned
about nutition, including those on
weight coutrol dicts, the most frequent
arcas for cutbacks on food consump-
tion are breads (except wheat bread),
pasta, sweets, pizza, meat (except
ground beef), and non-diet soft drinks.
These nutrition minded consumers
have increased their purchase of poul-
try, wheat bread, fish, and fresh fruits
and vegetables,

The Wheat Industry Council study
revcals that few consumers are aware
of the actual calorie content of foods,
despite a high level of concern about
health and dieting. Consumers over-
estimate calories in most foods, some-
times by as much as six times the actu-
al content. Even such common items
as milk were popularly thought to con-
tain far mare calories than they do.

Surprising Trends

Among the surprising trends identi-
fied by the survey are those relating to
cating habits, Riter cxplained. “Only
about two of five Americans eat the
traditional ‘three square meals a day’.
One quarter say they arc ‘very likely'
to skip cither breakfast or lunch on

any given day,” he said. “Eating 1 bat
anced diet is a major concern
a litle more than one third f i
American public, but nearly hulf an
concemed aboul cating too much w.
gar or salt.”

Despite increased public attention i
cxcicise, only one in two Amcrican
excrcises regularly as pant of a per.
sonal fitness program. By contras,
more than two thirds indulge in snack.
ing between meals.

Evidence of the main mcal breakieg
down is quite visible — cspecially in
families with children and where bok
adults work.

Even the way Americans shop fo
food is changing. As women enter the
work force, men are entering the s
permarkets, involving themselves
grocery shopping as never before
More than 40% of the married adsk
male population is now involved i
food '3
Significant regional differences i
food shopping and eating habits havwe
been uncovered by the Wheat Industny
Council study, The most striking d
visions occur between East and West
Eastern consumers pay more atl.ntio
to product dating, use more whie
bread, and buy more egg noodlic: tha
those in the West. Western buyer: show
more concern with “h'alth food: " and
fresh food products, and are less nter-
ested in redeeming store coup: 1 in
their buying patterns.

The Wheat Industry Counc
cording to Council Chairman a&
plans to use the information gai
the study as a basis for future « !
tion programs to correct some ' b
myths about wheat products an. pr
mole consumer awareness of foc and
nutrition.

Davis, who is a Nebraska fi mer.
says “The American lifestyle is « 'anf-
ing. Thosc of us in the food inu 8N
who supply so much of what is haw
to American life, must evolve as "¢l

The Wheat Industry Council, st
lished by the U.S. Congress und:r th
terms of the Wheat Foods Res:arch
and Nutrition Education Act, inc/uds
all US. manufacturers of products ¥
which wheat is a major or characternd”
ing ingredient, with the exception
retail bakers and small product man¥
facturers. The Council is headquarier
ed in Rockville, Maryland.
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expert.

pasta gets to tasting so good. That's why it's good to have
Amber Milling around. Our milling and quality control experts
make sure your pasta operations have a reliable source ot
semoling and durum flours milled from the choicest durum
wheats. Venezia No. 1 Semoling, Imperia Durum Granular,
or Crestal Fancy Durum Patent Flour,
Amber also makes it easier to conttol your production schedule
by meeting your specs and making shipments when promised
When it comes to eating pasta, everybody's an “espert”
When it comes to making good pasta products, you'se the
expert; and when it comes to making good semoling aned

durum flours, Amber’s an expert. Call Amber, now! T .
AMBER MILLING DIVISION of THE GRAIN TERMINAL ASSOCIATION ® ]
Milly at Rush City, Minn s General Otfices at St Paul. Minn 55165, Phone (612) 469411




Age Important in
What Consumers
Think and Do About Food

In a recent consumer study, the
Wheat Industry Council found that age
is an important factor in developing
attitudes about food, nutrition and
dieting. As Americans progress from
childhood through middle and old age,
they generally become more concemed
with maintaining a balanced diet,
avoiding excessive use of certain foods,
and eating cnough of the foods which
are nutritious and high in fiber.

‘The Food, Nutrition and Dieting
study was sponsored by the Wheat In-
dustry Council with a grant from Uni-
versal Foods Corporation. The survey
results found significant behavorial
differences among various age groups.

In the course of a typical trip to the
supermarket, older people are more
likely to read food ads, make lists and
check dates on products than younger
shoppers with Jarger families. The
pressures of work and family life leave
lile time {or younger consumers to
prepare for their shopping trips. Older
people are also more likely to pay at-
tention to nutritional labels and use
the information to compare brands.
The average person who purchases
fresh baked products at the in-store
bakery is usually somewhat older and
has children living at home.

As might be expected, interest in
the cholesterol, fat and sodium content
of food increases with age, with the
greatest concern shown by consumers
over age 65. Yet the elderly are less
concerned with the vitamin or calorie
information on a food label than are
younger shoppers.

Consumption Related to Age

When consumers rated different
foods for frequency of use, it was ap-
parent that consumption of certain
foods is related 10 age. The most fre-
quent buyer of white bread usually is
under 45 years old with children under
the age of 18. The wheat bread buyer
is also under 45 with children but has
a somewhat higher income. People who
buy English muffins regularty are in
the 24-45 age bracket.

Frequent users of spaghetli, maca-
roni and cgg noodles are usually under
54 ycars old and have at least one
child under the age of 18 living at
home. Dessents, wheat-based sweet
goods, donuts, snack cakes and fruit
pics are also popular with consumers
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under the age of 54 who have children
at home. In gencral, the various sweet
and snack foods are scen as conven-
ient, enjoyable snacks for children.

Many consumers in the Wheat In-
dustry Council survey indicated that
they are on a diet, although most do
not have a specific program that they
follow. As might be expected, weight
loss dieting is more common among
women (33% vs. 15% of men), par-
ticularly among teenaged girls. Among
teenagers, girls are three times more
likely than boys to go on a weig.t loss
diet.

About onc in every ten consumers is
on a diet for medical reasons. This
group is older, usoally 55 years old
and up.

Attitudes Aflected by Age

Attitudes about eating habits are
also affected by age. Nearly six out of
ten adults claim that they try to cat a
balanced diet, but aren’t obsessed with
it. In contrast, tecnagers have a more
blase approach to food—ncarly half
say they cat whatever they like, with-
out concern for nutritional value. One-
third of the teenagers try to cat what's
right, but don't get very involved in
the effort. It's no surprise that adults
generally don't see their teenaged chil-
dren as being well informed about
nutrition,

Concerns of the Elderly
When analyzing consumer concerns
about health and general diet habits,
it is clear that the clderly, compared
to younger consumers, are more con-
cermed with the following things:

©® Maintaining a balanced diet with
three meals a day, including
breakfast.

® Avoiding specific foods with too
much fat, sugar, cholesterol or
nitrates.

® Avoiding the cxcessive use of
meat or coffece.

@ Getting enough fiber in the dict
and eating foods that aid regu-
larity.

® Staying away from snacks and
sticking to a balanced diet.

® Being able to relax, and getting
cnough rest.

® Making sure food is fresh, and
drinking enough milk. (Arcas of
concern which the elderly share
with younger consumers.)

The Wheat Industry Coun | r.
search on various aspects of .heg
based foods and carries out a r tioey
program of nutritional rescarc! Cp.
ated by tha 1977 Farm Bill anc sstab
lished by €% “57ess in 1981, the Con
cil cont2: 4 members from a! arcs
of the iissat Sadustry—manufa uren,
producers ain\ millers—as well us cos-
sumer representatives.

Use of Pasta Products

The survey found most consumen
serve cgg noodles, spaghetti or mac
roni in their homes during a four wel
period, but few are familiar with or
purchase fresh pasta.

Various pasta products are served in
different ways even though each is scen
as being similar in terms of calorie.
ingredients, and nutritional value, Al
are considered altematives 1o potate
and rice. Macaroni is used primarily
as an ingredient for casseroles, sened
both hot and cold as a main or sik
dish. Spaghetti is not considered »
versatile as macaroni and is senel
mostly as a main dish. Egg noodks
are used mainly for casseroles and
soups.

In response to NPA's question about
the most significant finding about pa+
ta, Charles Riter said, “Pasta consump
tion falls off with age and decrcased
household size. It probably relies w0
convenience.”

*Over 35 years of worldwide experience

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

¢ Computer controlled continuous
blending systems assure that
accurate blends of different flours
and regrind are fed to each press.
Each press can receive a different

formula—automatically. ® Sanitary construction—all crevice

free interiors and FDA approved

R e sl® T subla-free silc discharge— epoxy coatings inside and out.
- € ficient, quiet, Turbo-Segment

in Starch snd Low ia Nutrition ® Regrind systems—complete stor-

Fact: A fi i ize silo.
ot A Sveouncs serviog © ] T Scharge Cones for any size slio age, grinding and feeding systems
only 163 calories — yet the a :rg for regrincl.
consumer thinks that this popul dj ® [ ist-free Conveying Systems—
bt loss sepimens indicate tha vhs ] € ‘icient utilization of both vacuum @ Experienced engineering staff. If

weight loss regimens indicate tha
breads, pasta and other comple ¢
bohydrates - rich foods are in
in the diet, people feel satisfied *
Spaghetti also has many positi’
tritional benefits. As a wheat pr
it is a good source of B vitamin
and trace mincrals. Pasta has :
no fat or cholesterol and has the sam
number of calories per gram as pr™
teins, and almost half the number &
calories per gram as fat.

you are building a new plant or
modernizing an existing one, put
our staff of experts to work for you.

2 d pressure conveying with large
fi ters and dust-free design
t! roughout.

AZO Inc.

PO. Box 181070
Memphis, TN 38118
Did You Ever Wonder? (901) 794-9480

“How was spaghetti invented?”
“Some guy used his noodle.




istory and tradition are saluted
this month by the Macaroal
Jowrnal,

0id Dominion

The first permanent English settle-
ment in America was in Jamestown,
Virginia, in 1607. In 1619 the first leg-
islative body in the New World was
established here. This was the begin-
ning of the system of representative
government in the Western Hemi-
sphere,

Virginia, named by Sir Walter Ra-
leigh in honor of Elizabeth, who was
called the Virgin Quzen of England,
is also called the Old Dominion, since
this name was used in many early
writings. The capital of the Colonies
prior to the Revoluticnary War was
at Williamsburg. Here gracious living
was the hallmark of the carly plan-
tation days, and the bounty of rich
agricultural arcas contributed to the
tradition of good cating.

Virginia hams, famous the country
over, are produced from hogs raised
in the peanut growing section of the
Tidewater. Southern cooking in all its
glory is found here.

North snd South

To the north in Maryland, named
for the wife of Charles |, the English
ruler who granted the territory now
known as Maryland and Delaware to
the first Lord Baltimore, is faious
for scafood, dairying, and agricullure.
To the lover of scafoods, Marylund
mecans Chesapcake Bay. It ranks
among the leading states in the mar-
keting of strawberries and truck crops.
Rescarch facilities of the United States
Department of Agriculture at Belts-
ville have produced such triumphs as
the Beltsville Turkey, particularly suc-
culent for holiday feasting.

The Carolinas were part of the ter-
ritory granted to Sir Robert Heath by
King Charles | of England in colonial
times. North Carolina today is known
as the Tarheel State, because the state
once produced vast quantities of tar,
pitch and turpentine. Today it leads
thz nation in the growing of tobacco

South Carolina, the Palmetto State,
named for the palmetio trees which
grow in large numbers along its coast,
is a land of rare beauty and charm.
South Carolina colonists tried grow-
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ing many crops such as oranges, tea,
olives, and mulberry trees. They were
very successful in growing rice and
indigo, and these two products became
their chiel plantation crops. Cotton
has become important today, and
South Carolina competes with North
Carolina for first place in the manu-
facture of cotion goods.

Holiday Feasting

Christmas time was the most im-
portant of all holidays in co'onial
times as well as in plantation days.
In addition to the religious observ-
ances there was feasting and merry-
making. There was visiting back and
forth and always the hospitality of
good food.

While pouliry and ham occupy the
top spots in the holiday menu, maca-
roni products in various forms have
graced the well sct table. Vermicelli
in the consomme sharpens appeliles
for the feast to come. Side dishes of
buttered noodles or macaroni and
cheese run competition to candici)
yams and mashed potatoes for favor.
Egg noodle dressing has become an
interesting variation in filling for the
fowl.

But the greatest contribution ol
macaroni, spaghetti and cgg noodles
is in the wonderful combinations i
affords in the use of leftovers after the

Turhey in the Straw

big dinners of holidays or week-ends
One such recipe for the tasty serving
of leftovers is Turkey in the Siraw.

Turkey in the Straw
(Makes 4-6 Servings)

I tablespoon salt

3 quarts boiling water

8  ounces fine egg noodles (a' out ¢
cups)

3 tablespoons butter or mary nn

1% tablespoons all-purpose flo

1%2 cups milk

2 cups grated processed Che lar
cheese (about Y2 pound)

2 canned pimientos, chopped

13 cups diced, cooked turkey

1 10-ounce package frozen
asparagus thawed and dic:

Salt and pepper to taste

Add onc tablespoon salt to it
boiling water, Gradually add 1 of¢
so that water continues to boil Cot
uncovered, stirring occasionally uat!
tender, Drain in colander. A rng
around outer edge of greased v o 3™
one-hall quart casserole.

Melt butter or margarine and bkm
in flour, Gradually add milk ang cod
sticring  constantly, until thickene
Add cheese and stir until chesse ®
melted. Add remaining ingredients 3*
mix well. Turn into center of &
scrole. Bake in molerate oven (3
degrees) 30 minutes,

* No Dust
¢ No Vibration
* Low Maintenance

* Different Sizes for 1-50 tons

per hour
* Easily fits into any system
* Sanitary Construction

Call or write.

AZO Inc.

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

Tue Macaront Jourss
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RALPH RIGATONI SAYS:

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

CSI has proven techr.iques for

ahlgplying flexible pa kaging at
the Jowest total cost.

How much extra are

you paying without
the CSI TOTAL PROGRAM?

Call Tom Wehrle

COOLEY SALES, INC.

(913) 362-6120

SUITE 112 6025 MARTWAY
SHAWNEE MISSION, KS. 66202
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FRESH PASTA HELPS CATEGORY GROW

From Chain Store Age/Supermarkets,

July 1983
lPlsll and rice, that's a nice”

might have been the byword in
supcrmarkets this past ycar. What
rice did for the dried vegetable cate-
gory this year, macaroni, spaghetti and
pizza mix did for pasta.

The cnlirc pasta calegory was up
13% in 1982 to $999 million, but
certain subsegments rose metcorically.

Last year retailers saw sales rise
58% on spaghetti dinners, 52% on
noodle mixes and 63% on pizza mixes.
The most dramatic declines were reg-
istered by macaroni prepared dinners
without cheese, noodle dinners with-
cut meat, just plain old regular spa-
ghetti, and noodles with sauce mixes.
All other players in the category werce
quite healthy.

Undoubtedly, the category was
helped by the wave of new “fresh”
pastas that have hit America. Appar-
ently the consumer’s appetite and ima-

Pasta Products 1982 Performance — $2 Million Supsrmarkets

gination are being stimulated by fresh
pastas, but the rcalitics of their pocket-
books are keeping shoppers relatively
dependent on the dricd pasta. They
seem 1o be eating more of both types,
but dried, because it is usually much
cheapar than fresh, gets purchased
more frequently.

Says one manufacturer of domestic
dried pasta: “The novelty of fresh will
win a lot of converts and hopefully
will increase overall consumption, but
I don't think fresh will ever knock dry
out of the marketplace. And for onz
reason: price, ¢

“When a mlm'hn an 8-oz.
package of dry for 39¢, she actually
gets a pound of cooked pasta at that
price. But when she buys 8 oz. of
fresh at $1.19, it actually costs her
$2.38 a pound.”

Another pasta manufacturer adds,
“Dehydrated has longer shelf life—
1V5 years vs. 10 days for fresh if it's
refrigerated. There may be more gross

profit on fresh, but there's als moy
labor—plus the cost of equip wem”

Supermarkets arc expecting ;. mor
favorable review of bulk pasty, an
other 1983 phenomenon.

Usually, some 15-20 items are ¢s
played in 100-Ib. barrels. Most an
dummied so there are only 10-20 b
of product in each barrel. Even with,
4% shrink factor, margins averay
21%-22%, which is close to a trad:.
off with packaged,

The big attraction of bulk is prce
A California chain sells elbow mx-
aroni in bulk at 45¢ a pound vs. T
for a nationl brand (packaged), an
bulk spaghetti at 39¢ a pound vs. ™
for packaged.

Because of the space required fr
the barrels (there are other bull
foods in addition to pasta), a stont
must be at least 25,000 sq. ft. In os

(Conlinued on poge 20
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“IF YOU

WANT A PRETTY
PAINTED MACHINE,

GO TO THE
SMITHSONIAN.
IF YOU

WANT A STAINLESS

1 i
o s s | STEEL FOOD MACHINE, |
———— 1982 1981 % of Gross  Wems/ Avg. Grow 9 . H
% of Dallar Dolar Dept. Profit Bronds/ in b
CATEGORY X Volums  Volume* % of Gross  (Milkioms) Sizes ot (% of " i
Se (Milliens)  (Millions) Diif. Profin Whee. " i
Macorsal Dinaers 15.03  $150.18 316012 —1046 1121 § 269] ’ 179 ®
With Cheese 1137 11360  106.18 6.99 7.90 189 6 187 :
Ali_Other Macaroni 386 36.58 61.94 —40.93 331 7.94 3 207 i
Needis Dinners 3.48 34.66 5132 —32.43 4.07 .79 [ 282 .
With Meot 1.73 17.33 14.16 2239 2.06 496 3 28.6 B |
__All Other Noodle Dinners 173 17.33 LTATS —53.35 201 484 5 218 .
Spoghetti Dianers 3.00 30.80 19.47 s.19 287 6.9 s 124 Al
With Meat 1.54 15.40 10,62 4501 1.37 3.30 3 214 |
All_Other Spoghetti Dinners 154 15.40 8.85 74.01 1.50 60 2 234 !
Nosdls_Mizes 1.33 13.48 88 5232 1.42 3.4 1 233 1
Macsronl 1811 18100 157.5) 1491 19.15 45.96 1] 234 i
Elbow 8.67 86.65 7433 1657 88l 2114 13 244 i
_ All other Mocaroni Dinners 944 9435 8318 1343 1034 248! 20 2 .
Neodies 2293 13903 150.27 4386 2238 5414 [T} 23.¢ i
Flat 1098 10975 95.56 14.85 1161 27.08 16 25+
Al Other Nood! 1195 11938 6371 87.38 10.94 2426 19 20 __
2235 22335 2159 343 24.37 38.51 2 4.2 ®
Regular 1484 14826  161.04 — 793 1636 39.29 16 26" i
All Other Spoghetti 7.51 75.09 54.86 3688 8.01 19.22 10 25¢ “H
Moot Extenders 0.39 3.88 3.54 8.76 0.43 1.03 1 268 |
Pixze Mix 3.47 34.68 21.24 63.18 3.68 .84 7 258 e ;
Dianers te Which Fresh 4
Moot /Fish Is Added _ 6.36 63.34 ar.7e 32.9 646 15.49 13 24.4 g
o 1B L R S
[ . " 54 K " b
oAy R ; pDemaco |
Meat/Fish Added 3.66 36.58 26.55 37.78 372 8.93 7 244 __ It
Noodles With Sewce Mizms 1.93 19.23 21.24 — 9.36 212 5.10 [ %3 A VITAL LINK IN THE FOOD CHAIN
All Other Paste Dianers 1.54 15.40 583 74.01 1.67 400 3 80
FRANCI MACHINE CORP, 780 WALLABOUT STREET BROOKLYN. N Y. 11706 TAX 710 584 2449
Totel 100.00  $999.30 388110 13.16 100.00  $240.09 147 ue__ curmanena

N REP.: n , Box F, Libertyville, IL 60048 —(312) 162.103!
% of tetol store volume . . . 0.52%. WIESTIRN REP.: Hosking Co, Bosx ywi

* Adjusted to reflect the latest update of Bureou of Centus figures.
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Chain Store Age Report
(Continued from poge 16)

Foods Co. southern California store,
for example, grocery and general mer-
chandise were trimmed, and the in-
store bakery was eliminated to accom-
modate 270 barrels, 19 of which house
pasta products.

Imports Grow

In 1982 imports became one of the
fastest-growing pasta subcategories.

A veleran exce for a regional pasta
manufacturer explains: “According to
the National Macaroni Institute, there
were one-third more imports the first
three months of 1982 than in a com-
parable period in 1981. And imports,
because they are delivered store-door
by distributors, are not reflected in
warchouse movement.”

ltalian pasta reccives a subsidy of
7¢-10¢ a pound from their Govern-
ment, and this helps them undersell
the United States product by 10¢-15¢
a pound.

The East is being hit hardest by
imports because they're boxed and the
East is a boxed market. The price gap
between domestic and imports narrow
as the distance to market grows. For
example, it costs 10¢-15¢ a pound to
ship imports to the West Coast. “Re-
member,” says a manuflacturer, “laly
subsidizes the wheat, not the freight.”

Dinncrs

Growth in the category is coming
primarily from prepared dinners,
which indicates tkat the convenience
gencration is ulive and well. Golden
Grain has introduced two new items
in its Noodle Roni line: light lasagne
and chicken-flavorcd. At present these
two products are distributed only in
the West,

Another tip-of-the-hat to conve-
nicnce is Kraft's Macaroni & Cheese
Decluxe Dinner, which retails at $1.19,
compared to 35¢ for the 7% -oz. size.
Why are people willing to pay more
than three times as much for Deluxe?
Because the complete sauce is in the
package—no need to add margarine
and milk.

Kraft has been testing its Macaroni
& Spice Mix in the West and South-
west and will make a marketing deci-
sion after this summer. The product,
packaged in a 7-0z. box, appeals to
warm-weather salad consumers.

Generics Lose Ground
Generic pasta is losing ground—
down to 2% of the market—while
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private label pasta is holding at 18%.

A pasta manufacturer explains the
declinc in generics: “Price is less
critical now that the economy is turm-
ing around, but more than that is the
quality: Generic is made from flour,
while private label and regional brands
are made from durum wheat.”

Lo-cal pasta is on a slow-growth
pattern. An expert says it's because
“people talk lo-cal but don't neces-
sarily buy it. There is no built-in de-
mand—it moves only as long as it's
promoted.”

The villain in the calories count is
the sauce. That's why Ronzoni is push-
ing its Lite ‘n" Natural sauce in five
varictics, and why it has expanded
from its New York-Philadelphia metro-
politan base to Virginia upstate New
York and California.

Generics Losing Momentum

Generics appear to have lost their
momenium, and name brands are
winning back some of the share they
gave up during the period when ris-
ing prices in food stores were making
“price” brands more attractive. This
is the conclusion of the latest re-
port on generic and private labels from
Sclling-Arcas-Marketing, Inc. Private
labels also lost share, according to the
report.

During the year ended May 27,
sales of gencric labels totaled $2.6
billion, up $400 million, or 18.4%,
from the corresponding 1982 period.
There are generic labels in 325 prod-
uct categorics, or 73% of the 447
categories monitored by SAMI.

Among food warchouse operators
that have been carrying generics since
November, 1979, generics lost 1.3
share points on a dollar basis for
the 12 weeks ended May 27, com-
pared with the 1982 period. to 6.5%
from 7.8%. On a unit basis, there
was a decline of 1.9 points, from
1.1% o 9.2%. Regular private
label lust 0.4 point in dollar volume,
to 12.5%, and 0.3 point in unit vol-
ume, to 15.7%, for the period.

Looking at all food store operators
who were handling generics as of May
27—not just those who carried them
in November, 1979 — SAMI found
that gencrics had gained 0.1 share
point, to 5%, in dollar volume, but
held share at 7% in unit movement.
However, “all other brands,” which
includes national brands, increased in

share on a unit basis and dollar s,
because private label lost share « iring
the period.

Regular private label fell 1.1 hay
points, to 13.7% in dollar vo um
and 1.2 share points, to 165, i
unit volume. Paralleling this, all she
brands gained onc percentage join,
to 81.3% in dollar volume, and 1}
points, to 77%, in unit volume,

As for food operators who wen
not offering generics as of May 27,
all other brands increased share s
a dollar basis by 0.6 share point, 10
83.6%, and 0.9 share point on a unit
basis, to 80.2% —in both cascs at the
expense of regular private label.

SAMI compared its data with pro-
jected total U.S. volume in every cate-
gory where generics are found. Ac
cording to SAMI’s projection, all other
brands gained some share from regu-
lar private brands in both dollars and
units for the 12 weeks,

Regular private label fell 0.8 point,
to 15.3%, on a unit basis and 0Y
point, to 18.3%, on a dollar basis
All other brands increased 0.7 point,
to 81.6% on a unit basis and 09
point, to 77.5%, on a dollar basis.
Generics gained 0.1 point, 10 3.1%,
on a unit basis and stayed ever »
4.2% on a dollar basis.

Following are the categories with
the highest projected national Jol-
lar volumes for generic labels in ach
of the departments, as well as heir
market shares.

DRY GROCERY, FOOD

Anavsl Ana ol
Deller Dol ¢
Yoluma She 1
Catgoery 11,0000) "
Dry Dog Food $75,982 4
Peanut Butter ond
Combinations 64,381 7
Regulor Soft Drinks 45,861 s
Cooking & Salod Oils 41,545 3
4 Jellies ond
 Psmrit a7 7
Pasta 38,695 4
Gronulated Sugar 35,662 2
Solid Shortening 32,542 7
Ready-to-Eat Cereal 32,323 0
DRY GROCERY, NON-FOOD
Toilet Tissue 121,000 6.
Poper Towels 96,733 7.
Household Plastic
Bogs 83,427 8z
-Dut
gy s065) 23
Poper MNapkins 45614 128
Disposable Diopers 41,875 26
Poper und Plastic
Plates 34,55) 9.6
Focial Tissue 34,310 57
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Llar 3r Food Stores

J stores are becoming larger and
in the US,, as in other coun-
15 customers use them to buy
essen, fast foods and a variety
n ifood items in accordance with
theis -hanging life styles.

Ti:se and other findings were de-
tailed in an A. C, Nielsen Co. repon
at the annual convention of the Inter-
mational Association of Chain Stores
(CIES), in Madrid, Spain.

In 1982, the report showed, U.S.
consumers spent 64.3% of their gro-
cery store dollars in chain outlets with
more than $1 million in weekly sales,
an increase of 1.3 percentage points
over the 1980 level. The share taken
by chain outlets with a lower tum-
over rose marginally from 4.4 10 4.8%,
while that of the independents slipped
from 32.6 to 30.9%.

SEETa

Sales Follow Size

Among the chain stores, a Nielsen
chart showed sales growth between
1980 and 1982 was directly related to
store size, with the biggest one regis-
tered among outlets of more than
24,000-5q.-ft., which accounted last
year for 25% of the locations and
382% of total chain storc volume.
In the previous year, they had ac-
counted for 22% of the locations and
51.5% of overall chain store volume.

Covsumer spending actually de-
as a percentage of the total for
of less than 20,000-sq.-f1. and
volume of less than $6 million

It showed little or no increase
‘es under 3,000-sq.-ft. and with
:1s of less than $500,000 a year.

report cstimates that last year
of the 44,100 chain grocery
n the U.S. had an annual volume
¢ than $1 million. They aver-
6.2 million in annual tumover
1,592-5q.-ft. in size, compared
verages of $412,000 and 1,731-
for the smaller stores.

Ci 1ibination stores, whose annual
vl ¢ in 1980 was an average of
$13, 18,000, represented 0.3 of the
17900 grocery store outlets in the
US. last year, but they took 3.7% of

$206.6 billion spent by U.S. con-
all

413 Bl SO0 E1-F-1 45

and 62.9% of total grocery store sales.

The superstores accounted for 1.2%
of the outlets, but 11.6% of the total
business, with an average 1980 volume
of $11,950,000. The average 1980
volume for the warchouse stores was
$5,993,000 and last year they repre-
sented 0.8% of the outlets and 4.3%
of total sales.

Limited-item stores were 0.3% of
the outlets and earncd 0.8% of the
grocery business and convenience
stores accounted for 18.9% of the
outlets—more than conventional su-
permarkets—but only 6.2% of total
sales, with an average 1980 volume of
$379,000, The remaining small stores
averaged $198,000 in 1980, and in
1982 they still represented 60.7% of
the outlets, but only 10.5% of the
business.

Tread to Larger Stores

Edward R. Case, a Niclsen vice
president, said he could not immedi-
ately provide comparisons for previous
years and projections for the expansion
of the new formats, but he said they
would show a “definite” pickup in the
number of stores with more than 25,-
000-sq.-f1.

American consumers spent 12.1%
of their grocery store dollars in these
larger stores in 1981, more than doubl-
ing the share in 1976, he said. The
percentages were higher in eight other
countries, however, with France and
Mexico at the top with 38.7 and 31.4%
respectively, followed by Britain's
19.7%

Case said also the supermarket’s
share of consumer spending was higher
from one year carlier in all 20 coun-
trics polled by Nielsen, where com-
parisons were available. Supermarkets
were defined as grocery outlets of be-
tween 4,000 and 25,000-5q.-ft.

Changing Patterns

In analyzing the US. consumers’
changing buying patterns, the report
said as many as 60% of the chain out-
lets with annual sales of more than $1
million were equipped with delicatessen
departments in 1982, up from 50%
five ycars ago.

Also in 1982, 52% of all U.S. chain
grocery stores sold some type of fast
foods, including 87% of all the con-
venience stores of less than 3,000-sq.-
f1. Fast-food departmenis were installed
in more than 67% of all the outlets
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of 20,000-sq.-ft. and over, but com-
parative figures for previous ycars were
not provided.

More General Merchandise

The Nielsen study confirmed also a
trend loward more space and sales be-
ing allocated to a large variety of gen-
eral merchandise categories in chain
grocery stores with annual volume of
more than §1 million, “It's likely that
this pattern of more space for nonfood
will continue, especially as superstores
and combination stores expand in num-
ber o accommodate consumer desires
for more items under one roof,” Case
said.

In 1982, health and beauty aids were
at the top with a total of 576 lincar
fi. of shelf space, followed by greet-
ing cards (228 i), kitchenware (121
f1.), stationery and school supplies (86
fi.), books (84 i), and houscwares
(71 fr).

By way ol comparison, among the
packaged goods, pet foods took up
254 ft. of shelf, soft drinks 228 ft., de-
tergents 125 fi., FTE cereal 109 f1.,
and coffee 80 f1.

About 23.3% of every dollar spent
at retail in 1982 was spent in food
stores, up from 23% in 1981, With the
axception of cating and drinking away
from home, whose share rose from 9.4
to 10%, all the other major retail sales
calegories recorded lower growth or
declines, even though the price of food
caten at home increased by only 3.4%,
less than those of most other major
merchandise calegorics.

1982 Saw 3% Growth

In fact total US. consumer pur-
chases in grocery stores had a real
growth of 3% in 1982, Niclsen esti-
males, the highest of the past five years.
Grocery stores managed to hold a
69.7% market share against food
away from home, whose sales had a
real growth of a 4%, down marginally
from a 70.1% market share in 1977.

Part of the growth in grocery store
turnover was accounted for by ac-
cclerated real growth in  packaged
goods and by sustained real growth
rales for sclected he-*h and beauty
aid categories, the 32 /i showed. After
a sluggish performance in 1980, and a
much better one in 1981, only paper
products and beverages had real growth
of more than 3% out of the main
grocery commodity groups.
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The pasta
qgoose lays a

golden egg, too.

Pastas — let's tell it like it is.
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McKesson Shifts Gears

McKesson Corporation signed a let-
ter of intent to acquire SKU Inc. for
less than $)74.700,000. McKesson's
plan to buy the -loscly held distributor
of programs for personal computcrs
signals the entrace of corporate giants
into the software distribution industry.

McKesson's purchase is likely to
change the software-distribution indus-
try. “Until now, software distribution
tas been largely a cottage industry,”
said David Malmberg, McKesson's
director of new technology and the
chief strategist behind the acquisition,
McKesson hopes to change that by
offering retailers McKesson's auto-
mated order-cntry systems and other
proprictary services. McKesson's drug-
distribution operation serves 16,000
outlets, including mass merchandisers
and supermarkets,

Thomas E. Drohan, president and
chiel executive officer of McKesson,
noted that the SKU acquisition, which
still must be approved by both com-
panies boards, is part of McKesson's
program to broaden the scope of its
distribution activities. The company
formerly CPC International Inc. said
it agreed to buy C.F. Mucller Co., one
of the country’s biggest pasta makers,
from McKesson Corp. for $125 mil-
lion.

CPC to Buy Mueller
The purchase is expected to be com-
pleted in a few weeks after a definitive
agreement and approval from the gov-
emment and the boards of CPC and
McKesson.
CPC, a food processor and com
wetmiller, markets brands such as
Hellmann's mayonnaise, Skippy pea-
nut butter and Thomas' English muf-
fins, World-wide sales in 1982 were
about $4.1 billion. McKcsson makes
and distributes drugs, health-care pro-
ducts and chemicals.
Jersey City, N.J.-based Mucller, ac-
cording to industry estimates, had
$115 million in sales in 1982 and after-
tax profit of about $8 million. It has
23% of the national pasta market
but docs business in only 22 states,
mostly in the Northeast, Southeast and
Midwest,
Food analysts suggested CPC may
try to cxpand the Mueller brand the
way it marketed the once-regional
brands of Skippy and Hellmann's.
Robert J. Cummins, an analyst at
Wertheim & Co., said the acquisition
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might help counterbalance CPC's de-
pendence on foreign eamings; CPC
gets 60% of its sales overseas.

San Francisco-based McKesson, for-
merly known as Foremost-McKesson
Inc., had revenue of $4.08 billion in
fiscal 1983, ended March 31. The sale
of Mueller is in line with McKesson's
announced strategy of focusing its ef-
forts on distribution businesses and
related computer technology, said
Thomas E. Drohan, McKesson presi-
dent and chiel cxecutive officer.

Last December, the company sold
its Foremost Dairies operation. The
company said it will remain in the bot-
tled-water busines, but it hasn't de-
cided whether to keep two other small
food businesses.

McKesson bought Mueller in 1976
for $115 million from a trust that had
been run for the benefit of New York
University.

Record Year for
General Mills Canada

Genceral Mills Canada, Inc. reported
another record performance for the
fiscal year that ended May 1, 1983,

John D. Herrick, Chairman of the
Board said, “This year's gratifying re-
sults are due to the commitment to risk
and the aggressive pursuit by all divi-
sions of development, testing and suc-
cessful introductions of new products.”

Net carnings were $12.0 million, a
gain of $2.5 million or 26.0 percent
over the previous year on record sel-
ling consolidated sales of $207.8 mil-
lion.

Herrick also announced that an ap-
plication to establish a new Red Lob-
ster restaurant business was approved
by the Foreign Investment Review
Agency (FIRA) and he expects the
first restaurant to be opened in Wind-
sor, Ontario in November, 1983,

Major operating highlights included
Big G cereals outpacing overall cereal
market growth by three times with
Checrios the fastest growing cercal
among the top ten brands in Canada;
Lancia pasta similarly grew at three
times the rate of a buoyant pasta mar-
ket; Blue Water Seafoods continucs to
offer the widest varicty of convenience
seafood; Eddic Bauer achicved sales
growth for the ninth consecutive year,
despite the unseasonable winter weath-
er; Parker Brothers successfully en-
tered into the popular video game soft-
ware business with the introductions of

8 video game cartridges for the A
V.CS. system and introduced mos
than 100 new produsts at the 195
Canadian Toy Fair.

General Mills Gains

Strong volume gains by establishe
as well as newer businesses were majr
contributors to record sales and ean-
ings by General Mills, Inc., in fixa
1983, according to the company's an
nual report. Company officers poist
out that 22.2% of fiscal 1983 sl
were generated by products developed
internally during the past five yean
and that there has been a 4.4% aver
age annual growth in Consumer Food
unit volume during that period, mor
than twice the rate of total food in-
dustry growth.

General Mills in the fiscal yex
ended May 29, 1983, achicved ne
income of $245.1 million, cqual ®
$4.89 per share on the common stock
up 9% from $225.5 million, or $4.4
per share, in fiscal 1982. Sales in ficd
1983 totaled $5,550.8 million, up 5%
from $5,312.1 million in the previos
year.

General Mills in the fiscal yew
ended May 31, 1981, had net income
of $196.6 million, equal to $3.90 pet
share on the common stock, on sals
of $4,852.4 million.

“These results represent the 218
consecutive year of increase in ea 1ings
before extraordinary items,” it is tated
in an overview by H. B. Atwat " Ji.
chairman of the board and chief
tive officer; F. C. Blodgett, vice
man, Consumer Foods, and
Swanson, vice-chairman, Reste
and non-Food Operations.

Good Year for Bakery Flou

Strong volume growth was ac
by cercals and baking mix sp
products, the report says. “G
Mills,” commercial flour had a
year, and mill capacity utilizatio
excellent,” it notes. “Grain me:
dising results trailed last yea: bul
overall performance was satisfact 1y 11
a depressed industry environme::!.

Eamings for General Mills, lur>
pean food operations exceeded thos
of 1982 in spite of the negative cfect
of forcign exchange translation. Bi-
cuiterie Nantaise, the French specialt
cookies and snack company, was ™
stricted by national price controls and
a devaluation of the franc. “Neverth:
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In today’s pasta industry, where high capacity
equipment with minimum downtime is

required, quality is the essence.

The word quality was created for

Buhler-Miag pasta processing

equipment, which has no equal.
Don't settie for anything less.

Buhler-Miag—your assurance

of it everything you
esd 10 jmow about pasia
gocessing equipment.

ut our skill to work

for you.

Buhier short

capacity 4400 Ibs 'he.

Buhler long

capacay 3750 lbs /hr.

(bottom)

(top)
s kne,
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Fratet Carione ® Figh iLa Moksana) Campobasso. Itary

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

P

=

Y BUHLER-MIAD)

P.O. Box 9497, Minneapolis, MN 55440 {612) 545-1401
59 Curlew Drive. Toronto. CANADA M3A2P8 (416) 445-6910
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General Mills Gains
(Continued from poLe 24)

less, the company achieved local cur-
rency carnings equal to last year,” the
report says. “Sales growth of extruded
snacks continued and share leadership
in both the snacks and sandwich cookic
markets increased during the year.”

In Canada, the Lancia-Bravo pasta
operation posted camings growth on
the strength of record volume and
market share growth. Flour milling op-
erations in Latin America, the report
says, achicwd record carnings despite
continuing cconomic and political
problems aflecting the arca. Export
operations, it adds, continued to pro-
duce excellent results.

J. M. Semple to Retire

J. M. Semple will retire in May
1984 as head of RHM Holdings (U.S.)
Inc., which comprises the U.S. opera-
tions of Ranks Hovis McDougall
P.L.C. Chosen to replace him as head
ol the company's American business
is Bryan Gibbs, who since 1982 has
been managing director of the RHM
grocery division in the United King-
dom.

Mr. Semple, a vetcran of the RHM
orgunization, has been a member of
the main board of directors since 1972
and has headed the US. operstions
since 1979, He reaches retirement age
next year,

Mr. Gibbs will come to the US. in
January 1984 to begin taking over his
new responsibilities.

RHM Holdings (US.), which has
its headquarters in Chicago, manages
RHM's businesses in the pasta and
specialty foods fields.

Its operations include Indian Sum-
mer, Inc., a producer of apple juice,
cider and vinegar with five plants;
Gioia Macaroni Co., Inc.; Merlino's
Major ltalian Foods Co.; Ravarino &
Freschi, Inc., and The Red Wing Co.,
Inc.

Lundgaard Elected Vice
President of Cargill
Flour Milling Unit

Lin Lundgaard has been elected a
vice president in Cargill's Flour Mill-
ing Division.

Lundgaard, who is national sales
manager for the division, was vice
president for sales with Scaboard Allied
Milling when Cargill acquired Sea-
board's domestic mills in 1982,
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Lundgaard is a director of the Amer-
ican Bakers Association (ABA) and
a member of the Allied Advisory
Council of the ABA, the American So-
ciety of Bakery Engineers and the Na-
tional Pasta Association.

He is o graduate of the University
of Chicago.

ConAgra Report

ConAgra, Inc, achicved record
first quarter salcs and carnings in the
13-week period ended August 28, Net
camings in the quarter totaled $12.3
million, equal to 63¢ per share on
the common stock, up from $8.5 mil-
lion, or 55¢ per share, in the year-
ago first quarter.

Weighted average shares outstand-
ing in the first quarter was 25% above
the year-ago period, due primarily to
the merger with Peavey Company,
whose results were included for the
full first quarter this year compared
to one month of the year-ago first
quarter. Sales in the quarter aggre-
gated $754.7 million, up 23% from
$613.2 million a year ago.

Charles M. Harper, chairman and
chief exccutive officer, commented,
“We are panticularly pleased with
record first quarter results because
conditions have been unfavorable in
some of our industries. We are not
looking for much near-term change
in ConAgra's overall industry environ-
ment, s0 our reported earnings per
share for fiscal 1984 won't reflect the
company’s trend line or underlying
carning power. Nevertheless, we con-
tinue to expect record earnings for the
full year.”

Improved flour milling and feed
ingredient merchandising results sup-
ported ConAgra G-ain Processing
Companies’ earnings gains. United
Agri Products increased earnings even
though acreage reduction programs
constrained pesticids markets,

Peavey Grain Companies’ depressed
results reflected difficult grain mer-
chandising industry conditions, Con-
Agra said,

The board of directors of ConAgra,
Inc., on September 22 voted to ralse
the quarterly dividend on the common
stock to 28Ya¢ per share, up 14%
from the previous dividend of 25¢.
The new rate is effcctive with the divi-
dend payable December | to share-
holders of record on October 28.

Multifoods Earnings Cu

Net income of International W,
foods Corp. declined in the o
quarter ended Aug. 31 due to 1 &
nificant devaluation of the bol var
Venczuela. Eamnings totaled $¢.,16]
000, cqual to 75¢ per share n
common stock, off from $8,06300
or 98¢ per share, in the second qu
a year ago.

Sales aggregated $254,298,000,
from $266,599,000 a ycar ago.

*Our operalions continue to ¢
their fundamental strength, with
wide volume up 5%," Andre Gille
presider’ and chief operating office
said. “I'm particularly pleased with the
second quarter eamings trends [ro
our operations in the U.S. and Canad:
and the excellent operational job o
Vencuzuclan team has done in coping
with price controls and currency d
uation.”

William G. Phillips, chairman aad
chief executive officer, commented o
the Venczuclan situation as follows

“Devaluation cf the Venczuelan by
livar relative to the U.S. dollar durier
the second quarter negatively affecied
U.S. dollar reporied carnings in oxf
Intermational geographic area, which
were lower than last year by 39¢ pr
common share,

“Again this quarter, transactio :s wt
made in U.S. dollars and boliv.1s
protect our exposure to deval:atim
successfully offset 14¢ per co mo
share of that decline, for a net :flet
of 25¢ per common share. The :va
uation also made it necessary tc writt
down our investment in Venezu a by
a direct charge to stockholders juity
of $10 million, based ca a rate 0 125
bolivars to the dollar, which ndes
current accounting rules does r t &
fect camings.”

In reviewing second er XM
lions, Mr. Gillet said results from
family flour in Canada and | ‘anel
butter in the U.S. continucd to | * d&
pressed. The Venezuelan devalu tios,
he said, caused Consumer sc mcst
camings world-wide to be down

“Canadian performance cont mued
to be excellent, and flour and preared
mix volume was strong in Venc
and the US.” he said of Indusrid
operations. “Durum and bakery mif
margins were disappointing in the US,
though we expect improvement in
sccond hall. The segment dectised
overall principally due to bolivar tras
lation.” :
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ust what is enrichment of pasta all
about? This can be a question
asked by today’s junior or senior high
schooler at the beginning of their first
introduction to nutrition. Enrichment
can be considered a restoration pro-
cess. The vitamins Thiamine (Vita-
min B,), Riboflavin (Vitamin B.) and
Niacin (sometimes called Vitamin B,)
are substantially reduced in concen-
tration when wheat is milled and turned
into flour. In 1940, the commitice on
Food and Nutrition met and envisioned
a broad program for the addition of
the three vitamins plus iron to flour
and bread products. This was an out-
growth of the realization that low
levels of Thiamine caused poor physi-
cal and mental health. Low levels of
Riboflavin caused more gencral prob-
lems such as low resistance to diseases,
inflammation of the tongue and sto-
mach among other symptoms. Niacin
deficiency was responsible for the dis-
case of pellagra, and Iron is needed in
the formation of red blood cells, the
lack of which can cause certain types
of ancmia, Other nutrients such as
calcium and Vitamin D were made
optional and were usually not added.
In the next lew ycars laws were passed
requiring enrichment of white flour
and bread, and allowing enrichment
of com meal and grits. Finally, in
1946, at the request of the National
Macaroni Manufacturers Association,
led by James J. Winston and B. R.
Jacobs (Mr. C. W, Jack Wolle, Pres.),
permission was given to allow for cn-
richment of macaroni and ¢gg noodle
products.
The regulations called for the es-
tablishment of both a minimum level
of nutricnt in the product as well as
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PASTA ENRICHMENT — HISTORY AND UPDATE
by Marvin E. Winston
President, Winston Laboratories, Inc., and
Doctoral Student at Rutgers University

a maximum level. For example, Thia-
mine levels are to be between 4.0 and
5.0 milligrams per pound, Riboflavin
between 1.7 and 2.2 milligrams per
pound, Niacin between 27 1o 34 milli-
grams per pound and Iron between 13
and 16.5 milligrams per pound. This
represents a 25 percent leeway over
the minimum required level and ac-
knowledges the difficulty of always be-
ing exactly at a given nutrient level.

It is of interest to note that for dif-
ferent products such as bread, rice and
pasta the government has distinct and
different enrichment levels. This is
fredicated upon consumption patterns,
enrichment losses during cooking, and
the refusal, for instance, of some peo-
ple to consume yellowish rice. In fact,
only about two and a hall years ago
a change was made 1o reduce the Rib-
oftavin content in rice because of ob-
jections to its color.

The pasta industry, of course,
would be delighted to get permission
for an increase in Riboflavin eniich-
ment because in addition 1o its ac-
tivity as a vitamin, it has a beautiful
yellow naturally occuring color and
cnhance the product’s appearance.

In recent times, some macaroni
manufacturers have cven requested
their farinaccous suppliers to add
slightly more Vitamin B; ostensibly for
nutritional purposes. This should not
be done since it is illegal, and sooner
or later will lead to problems.

It Is Mandatory?

A question ofien asked by the
younger middle manager or executive
is, “Do we have 1o enrich our prod-
ucts?” In fact, enrichment is required
by several states including New York,
New Jersey, Connecticut, Pennsylvania
and California. If a manufacturer does
not want to sell its products in these
states, it does not have to enrich its
products but may rot scll its products
“enriched.” Since most products now
contain nutritional labels, an unen-
riched product does not favorably com-
parc with its cnriched counterpan.
Suffice it to say, the vast majority of
pasta sold in the United States do con-
tain Vitamin and Iron enrichment.

you need il

@ Bulk truck delivery of
No. 1 Semolina direct
from the mill in a
matter of hours.

® Load-cell scaling for
super-accurate
woights.

® No demurrage costs
as a resuit of stacked

What Does It Cost?

What are icidustry costs for improve.
ment of food nutrition? Two promi-

nent suppliers, Vitamins, Incorporated Up Gery. :
of Chicago, Hllinois and Roche Chemi B 2
cal, of Nutlecy, New Jerscy estimate un schedules. :
food fortification costs, per scrving 3
as follows: For year-round super :

semolina service...
0.002¢ for proposed Vitamin D
levels in Pasta
0.57¢ for 100% of the U.S. RDA
for 12 Vitamins
0.14¢ for 25% of the U.S. RDA
for 12 Vitamins
0.139¢ for 100% of the U.S. RDA
for seven Vitamins (Vits-
mins A, C, B, B, By, ;, and
Niacin)
Vitamins, Inc., incidentally, has heca
an Associate Member of the Natioasl
Pasta Association and National Macs-
roni Manulacturers Association for
over 20 years and supplies vitamins,
minerals and defatied wheat germ to
member companies.

Legend i

The regulations do not re iire
macaroni manufacturers to plac
ingredicnt legend on their pack
This is because noodles and n
roni products are incorporated i
Feceral Standard f Identity whicl
lincates what ingredients may be
and how products must be labc
An important point to note how
is that if a manufacturer is keepi

DEPARTMENT OF CARGILL, INC.

g

RREFREVS

T
-

listing of ingredients on its pacl ge
and it is using enriched flour or eo-
riching regular flour itself, the a. ual
cnrichment compounds utilized i its
formula must be on the label in re-
dominance by weight from highe 10

lowest.

Chemical Compounds

Vitamins arc also chemical com-
pounds and misuse can cause sicknss.
The July 8, 1983 issue of the “Jounal
of the American Medical Association
reported on Niacin intoxication at 8
brunch due (o an approximate 60 fold
addition of Niacin to the flour at the
local bagel cstablishment. The hos-
pital cmergency room, where the sick
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Season's Greetings
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LABORATORIES, Inc.

EST. 1920

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

T1—Nutritional Analysis
I—w end Color Score in Eggs and

3—Becteriologicel Tests for Selmonelle, etc.
4—Semoline and Flour Analysis
S5—Micro-anelysis for extrancous motter
6—VYitamins and Minsrels Enrichment Assays
T—Pesticid plus Fumipant Analysis
8—Pockaging ond Adhesive Evaluations

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

GIFT OFFER
TO DEVELOP FOODSERVICE BUSINESS

1. Paste Feodesrvice Menuel
“ nine-part book covering pasta as o sales
'l — packoging, storoge, cooking direc-
ons - nutrition - merchandising - and more.

1 Hew te Cosk Mecarenl Foods”
5 frome film-strip for training foodservice
:rsonnel. Narration guide in English ond
‘ sonig
3. Durwm, the Stenderd of Quelity”

! rize-winning 29 minute movie in color.
nows how amber durum wheat is bred,
jlonted, harvested, and monufactured into
pasta, These films have had distribution in
schools ond service-clubs.

AN Three for $15 —
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Pasta Enrichment
(Continued from poge 28)

were treated, reported that symptoms
were of relatively short duration and
everyone fully recovered. Interestingly
enough, the subsequent investigation
revealed that the large quantity of
Niacin had apparently been added
from an improperly labelled containcr!
[Could this happen at your plant?]

Is It Necessary?

Is it necessary to take additional
steps (o improve our nations’ health?
Dr. Paul La Chance, Nutritional Pro-
fessor at Rutgers University declares
that a real problem exists duc to low
dietary levels of Vitamin B,, Folic
Acid, Magnesium and Zinc. These
should be considercd in addition to
the four nutrients already added to
bread and The National Acad-
emy of Sciences (1974) in their book
entitled “Proposed Fortification Policy
for Cereal-Grain Products” explains a
logical need for additional vitamin and
mineral enrichment. The point is made
however, that the technical feasibility
of adding additional nutrients has to
be made to determine the stability,
nutrient  availability and influences
from the addition to consumer accept-
ance as it affects color, odor, flavor and
shelf-life,

Most recently, in the April 19, 1583
—"Fairal Register,” FDA proposed
increased use of Vitamin D in foods
including pasta at a maximum level of
90 LU. per 100 grams. Industry was
invited to send their questions or com-
ments to FDA which some companies
did. The outcome should be available
soon.

Dictary Guidelines for Americans

® Eat a variety ol foods

® Maintain ideal weight

@ Avoid too much fat, saturated fat,
and cholesterol

@ Eat foods with adequate starch
and fiber

® Avoid too much sugar
® Avoid too much sodium

® If you drink alcohol, do so in
moderation

Comprehensive Food-

Safety Legislation
Comprehensive food-safety legisla-

tion that for the first time defines

“safety” as it applies to food additives

2

has been introduced in both House and
Senate.

had hoped for earlier ac-
tion, but hearings confirmed broad
division between industry, the scien-
tific community and consumer inter-
ests. The latest version is being offered
as being considerably more acceptable
to conflicting interests.

As prepared by Sen. Orrin Haich
(R. Utah), chairman of the Scnate
Labor and Human Resources Com-
mittee, and introduced simultaneously
in the House by Rep. Edward Madigan
(R. 1IL.) the bill accepts the premise
of two former Food and Drug Com-
missioners that present food safety
laws arc “basically sound™ and what
is needed is “fine tuning” to bring
those laws into conformity with scien-
tific and technical change.

Last Overhaul in 1958

Hatch noted that since the last ma-
jor overhaul in 1958 the food-safety
laws have “stood still,” while tech-
nology has changed greatly.

“Laws that were designed for the
science in 1958," he said, “are no
longer entirely appropriate for the
science in 1983."

Perhaps most significantly, the new
legislation defines safe as “a reason-
able certainty that the risks of a sub-
stance under its intended conditions of
use are negligible.” This would apply
to food additives, color additives, sub-
stances that are “Generally recognized
as sale” (GRAS), pesticide residues,
and residues of new animal drugs.

The controversial Delany clause,
which gives the regulatory agencies no
lecway when a substance is found to
cause cancer in laboratory animals,
would not be repealed under the latest
food-safety legislative proposals. In-
stead, the bill retains Delancy but pro-
vides flexibility by specifying that
FDA would not have to ban the
offending substances where these are
demonstrated to FDA's satisfaction,
based on a specified sct of criteria, to
present no more than “a negligible
risk.” Under such criteria, it is clear,
saccharin could remain on the market.

Other Key Provisions
Other key provisions of the food-
safety legislation arc as follows:
—FDA would have power, under
specified conditions, to gradually phasc
out substances from the food supply
where it determines that there will be

no “unrcasonable risks” fror g
tinued usc of a substance dur ng ¢
phaseout period, and no practic il 5
stitute is available,

—FDA could consider the il
related benefits of a food add tive
deciding whether to allow co.iting
use of a substance that has i1 k
history of use and no practic.l
stitute.

—FDA would be required to ¢

up a mechanism for receiving ¢ xter

scientific advice whenever th= FDi
commissioner feels this would help
solve substantial scientific issues,

—The bill provides for clarify:
the criteria and procedures for rep
lating so-called “indirect additive
such as packaging materials.

—Procedures for setting tolerancy
for food contaminants would be si
plified.

—The bill conforms the Fekn
Meat, Poultry and Egg Acts, enfores
by USDA, to the changes in the Food
Drug and Cosmetic Act. This i
providing for independem o ki
peer review and authorizing a pax
out under these agricultural Jlaw
When Sen. Hatch introduced ¢
carlier food-safety bill two years af
it was attacked as too swecping or &
balanced—or a gutting of existing In
—depending on whether it was ind:
try or consumer interests doiig
evaluation. Hatch explained tlat td
new measure, responding to th.
cism, concentrates on fine-tunin - exs
ing law because it does not p: scod
permit FDA and USDA to con¢ Jer &
pertinent scientific information 1 17
decision-making.

Witnesses during the b
pointed out, “While we can skt
tificially distinguish between ign
cant and trival risks, we have ol®
tude to make such distinction 'n ©
regulatory policy under curre: i I8
Many noted it is unrealistic to :xp<
us to achicve a zero-risk food upp?

Hatch represents the revamp 1 (o
safety measure as bipartisan, It . Ire2®
has attracted support from R:pud
cans and Democrats,

A National Restaurant Associal
survey shows 4 out of 10 adults ¥
they have increased consumption °
fruits, vegetables or whole grains
decreased consumption of sugar,
or salt when caling in a restaurast
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Emenuele Rnazeni

anucle Ronzoni, founder of the
Ronzoni Macaroni Company,
ong Island City, New York, learncd
make pasta in his mother’s kitchen
San Fruttusa Italy. He came to the
/ited States in 1881 at the age of
1. About a year later he got a job as

belper in a small macaroni factory
pa the lower cast side of New York,
The cntire operation was done by
hand, and his pay was $2.00 a week,

Mr. Ronzoni recalls: “I lramed a
ttle b1 at a time. The foreman didn’t

ow much more than | did, but |

oug' ' they were great men in those
s, hings were different then, and
eryt ing was donc by hand. And
he $° .0 a week looked pretty big.

"N York was a different city in
W0 gone days, too, for the youth-
ul ir 1rigrant. Horsecars, gas lamps

he. was the thrill of watching the
Broo, n Bridge risc over the East
River ~ sold papers in the vicinity of
he | oklyn Bridge before it was

) in 1883," Mr. Ronzoni said.
Alic 1 was opencd, 1 crossed the
"ndgc ‘or a penny.”

Alt  learning what he could on
be $ 10 job, he moved on the $12.00
Rweel in a macaroni factory in Brook-
W o Wyckoff Street. *1 twisted
ough 41l day long," he said.

To save carfare, he walked—some
0 minutes—from the ferry to the fac-
y. By 1888, at the age of 18, Ron-

% was working in another factory
Sackett and Van Brunt Streets, when
% blizzard that is still talked about
L. His recollection was that he got
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Pasta Makers in America
RONZONI — SONO BUONI

to work on the Catherine Street ferry
after walking down from his home in
the vicinity of Chatham Square and
that the boss let them off carly that
day.

First Shop in 1892

He opened his first shop with a part-
ner about 1892, “Just a small loft off
the Holland Tunnel where it now
comes into Manhattan, Many times
we wouldn't even go home at night,”
Ronzoni said. 1 worked while my
partner took a nap, and he worked
while | took a nap. We had a big
stove to dry the macaroni, and we had
to watch it to keep the right tempera-
ture. Saturday night we would go
home. That is how we pulled through.”

After modest successes, he joined
with two other partners in forming the
Atlantic Macaroni Company which
had the famous Caruso brand when
Enrico Caruso was popularizing pasta
with the American public. In 1895 this
company moved to Burnham Avenue,
Long Island City, where Mr. Ronzoni
spent 19 years as production head.

In 1915 Emanucle Ronzoni decided
1o go it along with his own company
starting the Ronzonia Macaroni Com-
pany with a modest sized factory at
35th Strect and Northern Bivd., Long
Island City.

Before World War 1, durum wheat
«semolina, from which the best pasta
products are derived, was unknown
in the United States. Most macaroni
products were imported from ltaly.
World War 1 disrupted the importa-
tion of manufactured pasta products
as well as the availability of machin-
ery needed for its manufacture. How-
ever, these obstacles were overcome,
and the domestic business prospered as
American machinery  manufacturers
saw the potential and made equip-
ment 1o satisfy the growing need of
this new industry.

Incorporated in 1918

By 1918 Ronzoni Macaroni Com-
pany was incorporated under the state
of New York. Because of the untiring
personal devotion of the founder and
a determined will to produce the best
quality pasta, the business flourished.
ltalian immigrants began to find satis-
faction with Ronzoni brand products,
especially Genoa-style macaroni (fancy
cut shapes) for which the Ronzoni

= SR
Emanuele Ronzoni, Jr.

brand became most popular. At that
time pasta was considered (0 be only
an cthnic food purchased in bulk and
consumed chiefly by Italian-American
people.

In 1925 when volume of business
demanded new and larger quarters,
construction started on a new plant.
Mr. Ronzoni was joined by his grow-
ing family, two daughters and later by
three younger sons. The company con-
tinued 10 grow under the leadership of
the three sons: Emanuele Jr., who be-
came execulive vice president; Angelo,
who was production vice president; the
youngest son Raymond who was in
charge of sales. During this period
Ronzoni started consumer packaging
instecad of the traditional 20-pound
wooden case.

After another 35 years passed, the
clder Ronzoni found himself building
his third plant in Long Island City. a
large modern structure at 50th street
and Northem Bivd. It was opened in
1950 and the next door neighbor was
Republic Stecl. The story is told that
when the address of the new plant was
mentioned 1o a trade magazine editor,
he asked, “Isn’t that the plant right
next to Republic Steel in Long Island
City?" “Well, yes,” Ronzoni conceded,
adding, “but [ have said ‘Republic
Steel is right next door to Ronzoni!
After all,” he joked, “our sales of
macaroni products top Republic Steel's
sales.”

Significant Growth

It was during the following two
decades that the corapuny achieved its
most significant growth under Eman-
ucle Ronzoni, Jr. who became presi-
dent after the death of his father in
1956. With his brother Angelo, a
brother-in-law, Felix Casareto, who

iContinued on poge 34)
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RONONI — Sono Buoni
(Continued from poge 33)

ran the shipping department, and
Roger Di Pasca, who became assistant
to the president and general counsel,
the company grew to be the number
one seller in the largest food market
in the country—the New York area.

In the new plant Ronzoni was the
first to go from the batch method of
manufacture 1o a continuous opera-
tion employing the most modern meth-
ods. Angelo Ronzoni created many
new  mechanical  innovations  and
shapes which were patented and influ-
enced many of today’s production
methods.

Advertising Boosts Sales

Radio and Iclevision helped Ron-
zoni change the eating habits of mil-
lions. Prior to World War 11 Ronzoni
was just another obscure brand name
among some 30 different macaroni
brands throughout the northeast United
States distribution arca. Then they be-
came a hcavy user of regional air
media, and sales shot up and distribu-
tion broadened.

Girard Benedict, Ronzoni's advertis-
ing and sales manager in 1955, told
Sponsor Magazine: “Radio has done
an excellent job of reaching ltalian-
Amecricans through foreign language
shows, 1o maintain our high salcs level
at a low media cost per thousand. In
fact, our halian language radio show
is ncarly 24 years old, and on the air
continuously.

“In recent years, television has been
particularly effective for our line of
macaroni products. It has done a won-
derful job in persuading viewers to
try Ronzoni. At the same time, through
TV, we have been able to demon-
strate a quality and appetitc appeal of
Ronzoni, to show new ways to pre-
pare Ronzoni products, and to educate
people about Ronzoni's nutritional
values in their diet.”

Radio and TV line-ups were care-
fully planned to accomplish the com-
pany's twin objectives: creating an in-
creasingly large market of non-lItalians
while at the same time strengthening
its position with the solid core of
Italian-Americans who bought its
products.

Here is how they defined their prob-
lems: *(1) lack of familiarity with the
product. Many non-Italians think of
‘macaroni’ only in its usual ‘spaghetti’
form—smothcred in tomato sauce and
surrounded by meat balls. They are
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Alfred, Vice-President
Emonuele J., Troffic

the founder, Emonueie, S

unfamiliar with the various bows,
shell, wagon wheel, cockscrew, and
twist shapes that macaroni can take.
They may never have heard of mari-
nara, mushroom, or anchovy sauce.
They don't know how to alter taste
and appearance of the food by mixing
it was chicken livers or shrimp, for
example. Ronzoni had to educate
much of the public to the many varie-
tics of macaroni before he could sell
them,

*(2) keen intra-industry competi-
tion, There were at least a dozen well
known company brands compcting
with Ronzoni in the northeast. With
some houscwives, brand sclection was
a hit-or-miss proposition. Ronzoni
wanted to build recognition for its
trademark by convincing consumers
it had a distinct advantage over other
brands. It was the macaroni preferred
by Italian-Americans, ‘the people who
know macaroni products best’ The
company claimed its products were
preferred by Italians by 2 to 1 com-
pared to the nearcst competitor.”

All radio and television commercials
included the Ronzoni slogan, “Ron-
zoni, Sono Buoni” which means “Ror
zoni is so good.”

Recognizing the need for good au-
thentic Italian sauce, in 1965 the com-
pany bought a small sauce business in

to right): Rolph, Comptroller; Emonuele, Jr,, Board Cho-
President, Soles; (bock row, left to right): Roben Secre
, Production; Richord, Vice-President, Ronzoni Foods Dhwion
Maonoger. Visible in the picture is the speciol plogue in memory o
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Brooklyn which became a springhoar!
for the facility opened in 1968 i
Hicksville, New York.

To promote the sauce an adcrlis:
ing campaign in New York subway
was launched with the caption: “The
Ronzoni family makes spaghetti .auce
in their factory the samc way they
it at home. They just make extra
tured were Emanuele Ronzor
with his son: and nephews !
Ronald, Roben, and Richard.

In 1980, when Emanuele R
Jr. was 76, he assumed the posi'
Chairman of the Board and
Robert Ronzoni, his youngest »
President and Treasurer of the
pany. His oldest son, Richar
named vice president in charge
prepared food division. Nephe
fred was named vice presidc @ @
charge of production. Ronald R o®
was named vice president in che ge o
sales, Emmanual Ronzoni, vice prest
dent in charge of transpol
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and Best Wishes for a Healthy,
Prosperous and Happy New Year
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Ralph Ronzoni secretary and «omp
troller of the corporation. )
Fortune Magazine about thai tim
ran a story on the difficultics of 5o
in family businesses, but they could!
get the Ronzoni boys to say anythisé
that wasn't complimentary about i
relationships within the Ronzoni o

D. MaLbarl & Sons, Inc.

557 THIRD AVE. BROOKLYN, N.Y., US.A. 11215 8
Telephone: (212) 499-3555

Americd's Largest Macaroni Die Markers Since 1903 - With Management Continuously Retained In Same Family
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The Family

by Frank M. Butrick, Akron, Ohio

Part XV — | Will Never Retire

Bally for you. In this world full of
men brainwashed into thinking them-
sclves uscless by 60 or 63, it is pood
to find men who reject retirement, who
intend to continue as long as thuir
health permits. The entreprencur pays
dearly for the ticket; if he wanls o
ride to the end of the line, who shouid
say “No” to him? Many men have
devoted their lives so exclusively to
their businesscs that they had no time
(o develop major avocations or other
interests which would make their retire-
ment attractive—or at least palatable.
Usually the fascination of the family
business itsell was the only lure; yet
sometimes the business became a quict
refuge from an unpleasant marital sit-
uation. But regardless of the reason, it
is not all uncommon to find an owner
or president who has wrapped his life
so completely around his business that
he cannot visualize being scparated
from the firm. And why should he?
There is no divine law (and no federal
law—yet) which says a man must re-
tire al some arbitrary age. As long as
a man wants to work—and can work
—he should.

But there is a worm in this rosy
apple. And this is your son's career.
If you bring him along to be your
second-in-command (as is the typical
case), then you throw his life away; he
will always be a vice president and
never a president. And even if he does
have enough stamina to trot along be-
hind you from age 25 until his late
50s or carly 60s, he would be too old
to change his ways and become a dy-
namic president; then the best you
could hope for would be a sort of
fumbling, benign caretakership. That
is not a very attractive prospect for
cither one of you,

Further, heading up a company gives
1o a man an inner toughness, a heal-
treatment so to speak, which often be-
stows long lifc; vice presidents scldom
benefit from such strengthening carly
trials, Thus a tireless and long-lived
father may well find his son worn out
and ready to retire before he does him-
self; he may even outlive his own son.
In such a case, the father must look to

16

his grandson as his successor—not his
son. The president steps out at B0 or
85 or later and the grandson is 30 or
s0, ready to take over, and chomping
at the bit to charge at the world. In
this arrangement the son's only role
is as a stabilizer for the grandson, so
intelligent tax planning would have the
estate pass directly from the grand-
father to his grandson (skipping one
full layer of taxation—at his widow's
death), and the son would not cven
wind up as heir.

Can anything be done to give a son
a productive and satisfying lifc with-
out prostitwting him to his father—and
yet without the father sacrificing him-
sclf through an carly retirement for the
sake of his son? The answer is yes—
but you cannot procrastinate forever,
continuing along without thoughtful
Life Planning, until sheer cussedness
or stubbornness makes it impossible for
you to attend to what should have been
done years before. If you are in good
health, have every reason to expect a
long life, are too busy to be ill, and
do not plan on retirement, then you
must cither urge your son to look clse-
where for his career—or arrange mean-
ingful opportunities for him to develop
his uscful presidential ability, parallel
to your own. Discarding the former is
inconsistent with the desires of both
father and son, the latter provides defi-
nite advantages:

First, if things go well for you and
you are indeed still president when
your grandson is old enough to take
over, then your son has had the oppor-
tunity to a productive and satisfying
carcer as president of his own ven-
ture. Sccond, if your life or your ability
should be cut short, your son could
merge his business back into the par-
ent firm and head up the combined ven-
ture, secure in his yroven presidential
ability. It is ironic that setting up a
suitable arrangement is neither difficult
nor very expensive. It merely requires
deciding that your son's life is import-
ant enough to you to warrant expend-
ing the effort at the appropriate time—
when he is between 30 and 40 (and
you arc probably at the busiest and

= o -

., R that _ge, the son was all ready 1o
sagies o ¢ his father's firm—and the
¢ ild foresee the rust and frus-

jon hich would set in during the

3 gowit.  years. So the son received

" v e gift 1en analyzed its sales volume,

iz’ status, and production. He

q | his conclusions and ideas

i ith hi- father, and went to work, He

\ oved F1s competence by accomplish-

g a wrnaround in I8 months and

kn sprinting 1o $12 million in sales,

hen the father passcd away, the son

' oved into the lop slot of the father’s
rpe irm—and a grandson, only 31

Frank M. Butrick alrcady his grandfather’s VI sales,

:pped across 1o become the president

most productive stages of your os: [ the smaller business.

carcer—and are thus the most pre- @ And most interesting of all, there

occupied elsewhere in your business) two other grandsons, both now in
carly 20s, and their father and

Case History 31 ikr brother are already developing a

This indefatigable founder of a ms

for progressing them through the
jor prosperous pasta manufacturisg

o firms, as preparation for heading
company retired when his health faile [ future acquisitions.
at the age of 87; his son, 65, had k- y
come a senile paper shuffler who hopet [} Observation: The founder in the
against hope to wind up presidest ond example left a legacy of ability,
someday. He did — for seven month [isbition, strength, planning—and a
until he suffered a stroke. So the prand: 99y, united family, enjoying the
son then 35, took over as the prosident of his foresight. How did he
The father's will leaves control o thjJider from the founder in the first
grandson president and there is mor ) ’ In only two simple—but all-
than adequate life insurance and ou Jefortant ways: First, expecting to
side investments 1o cover the cstic[lf® his business as long as possible
taxes 50 this business will not he & [ for the shecr fun and satisfaction
stroyed when the founder passes way [t ein: bow big he could get it), he
The grandson is much like the { nder 4 oo enough time 1o foresee and
—an aggressive, ambitious, an very g d the d"‘"““? of the son
competent man. He will do ve we! ke chind an unaging father.
indeed just as did the founder.

But the son, the man in the 1 ddk u

spent his entire lifc as an en oy} lis . nost incredible how few busi-
under his hard-driving father Mos ers give any thought to the
men spend their lives as emp )¢ n their desire to stay with
But this son might have had the  biliy ness and the son's readiness
to run the company, to make plam /er its management will col-
and decisions and 1o see his k™ ould appear that an cntre-
ship in action. Nobody will eve kno® would either become a father

how well he might have done. age of 10, so he and his son
d b partners, or delay his family

Case History 2 40 or more so that their age
During the late 20s, a Chica, « m ' 1l was great enough to let the
founded a manufacturing cor panY BT 1 ire or become unable 1o con-

fought for survival through the « -pre*
sion, built it up during WWII, 5. d bad
developed it 10 a very profitab 2 $2
million in sales volume when h:
at his desk. Age: 82. But his sn, 5
at the time, already had nearly 20 yea®
of experience as the head of his 0%
successful firm—a once nearly defunc B pressure begins to build. After a
competitor which the father picked “TlI years it reaches an almost intoler-
as a gift for the son’s 40th birthds¥ % level. The son goes on, in stale-
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@ a lime when the son is still
"mg 2.4 ambitious. But since nature
“ed 1) make most men fathers in
% mid 20s, it is incvitable that the
and goals of a father and a
tlent, aggressive son will even-
cunflict. And when this happens,

mated desperation, and the father fin-
ally becomes 100 old tn get lo work—
or dics at his desk. Then a burned-out
son takes over, torn between joy over
his long-awaited promotion, regret
about the years wasted running in
place, and guilty that he should be so
pleased by his father's passing. Is this
the future you want?

Durum Import Demand Gains

A “significant” increase in impon
demand for durum this 1983-84 crop
scason is expected to propel trade to a
new record of § million tonnes, accord-
ing 1o the International Wheat Coun-
cil. Durum trade this season was pro-
jected by LW.C. at 5 million tonnes,
compared with 4.6 million shipped in
1982-83. Trade in 1981-82 totaled 4.8
million tonnes, while the 1980-81 ag-
gregatc was 4.2 million, the laticr be-
ing the first year above the 4-million-
tonne mark.

The rise in demand was attributed
by the Wheat Council to reduced crops
in the European Community and North
Africa,

“Imports into the E.C. are projected
1o increase to 1.2 million tonnes,
against | million in the previous year,
mainly because of reduced output in
ltaly, where the qualify of the crop is
also lower,” the LW.C. said.

“Shipments of durum wheat 10
Africa arc forecast to rise 1o a record
2.1 million tonnes, up from 1.6 million
in the prior year, because of increased
needs in Morocco, Algeria and Tu-
nisia,

“Imports by the USS.R. are ex-
pected 1o decline slightly, to | million
tonnes, from 1.2 million in the previous
year, because of improved domestic
output.”

This prospective rise in import de-
mand coincided with a 10% reduction
in world durum production, which led
the LW.C. 10 say:

“The sharp fall in production in
North America will considerably
tighten available supplies. In the US.
combined opening stocks and produc-
tion are estimated at 5.8 million tonnes.
Exports arc projected to increase to
1.9 million from 1.2 million in 1982-
83, which will lead to a significant
drawdown in stocks.

“In Canada, supplies available for
export will be considerably reduced
after last year's record shipments of
2.8 million tonnes and the smaller
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1983 crop. Exports are forecast to de-
cline by 0.2 million t0 2.6 million
tonnes.”

The LW.C. estimated world durum
production in 1983-84 at 22.5 million
tonnes, compared with 25.2 million
in the previous year and the record of
25.9 million harvested in 1981-82.
The 10% decrease was attributed to
a sharp fall in acrcage in North Amer-
ica and unfavorable weather condi-
tions,

For North America, this ycar's crop
was estimated at 4.7 million tonnes,
including 2.7 million in Canada and
2 million in the U.S., contrasted with
7.1 million in the prior year, made up
of 3.1 million in Canada and 4 million
for the U.S.

Western Europe’s outturn totaled
4.1 million tonnes, down from 4.5 mil-
lion in cach of the two prior years and
S million in 1980.

Near East Asia accounted for 8 mil-
lion tonnes, down slightly from 8.1
million in 1982-83, while North Alfri-
ca's harvest totaled 2.5 million tonnes,
compared with 2.9 million in 1982-83
and 2.2 million in 1981-82.

South America’s harvest was pro-
jected at 0.2 million tonnes, the same
as in recent years.

Durum production in other nations
was placed at 3 million tonnes, against
2.5 million in the preceding season and
3 million also in 1981-82,

EDB Banned — Millers
Must Find Alternative

On September 30, 1983 the Envir-
onmental Protection Agency (EPA)
issucd an cmergency suspension of the
use of Ethylene Dibromide (EDB) as
a soil fumigant for crops. EDB is used
by some millers in the milling industry
to mect Good Manufacturing Practices
and comply with government sanitation
regulations. The ban, which is an emer-
gency power, rarely used by EPA, im-
mediately halts the sale and distribu-
tion of EDB for soil fumigation. EPA's
primary concemn is that this substance,
which has been shown, among other
things, to cause cancer, is seeping into
drinking water supplies.

EPA also issued a *Cancellation Or-
der” 10 cover fumigation of stored
grain and spot fumigation of grain and
flour milling machinery to prevent and
remove insect infestation. The cancel-

(Continued on poge 38)
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EDB Banned

(Continued from poge 37)

lation does not take cffect for 30 days.
If a manufacturer appeals the order,
the order is further delayed and the
product can be sold pending an ad-
ministrative hearing.

Consumer reaction based on the ex-
tensive (and sometimes sensational)
media coverage, at least on the cast
coast, is unknown at this time. The
fruit and vegetable industry will prob-
ably be hardest hit, but the wheat us-
ing industry has been implicated. A
Washington TV station reported re-
cently that EDB residues were found in
breakfast cereal, white bread, baby
food, beef, and milk.

Robert Brady, a Partner at Collier,
Shannon, Rill & Scott and former FDA
official, stated; “In the normal instance,
if the EPA bans a pesticide chemical,
EPA and FDA set an action level
which defines the residue level in food
at which FDA will take regulatory ac-
tion. This action by FDA recognizes
that such pesticides are ubiquitous in
the ¢nvironment and cannot be avoid-
ed totally even with adherence to good
manufacturing  practices. Obviously,
any intentional use of EDB after it is
banned is illegal.”
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New Manual

A new “Manuale del Capo Pastaio™
—Manual on Pasta Manufacture—has
been written by P. 1. Luciano Lirici
and published by Chiriotti Editori,
Pincrolo, ltaly, in ltalian.

The four parts cover fabrication,
analysis of ingredients and finished
goods, legislation (with comments on
the US. Food & Drug Administra-
tion), and history.

The book is profusedly illustrated.

Outlook for Eggs

From the U.S. Depariment of
Agriculture

During the first hall of 1983, cgg
producers were in a cost-price
squecze, as feed costs increased more
than the price of cggs. The hot weather
late in the third quarter limited out-
put of large eggs so prices advanced,
likely more than the per unit cost of
production. As a result, estimated re-
turns may be above costs but many
producers still face financial prob-
k 5. Producers have cut costs by
buying fewer replacement pullets and
keeping their old hens in the flock
longer, One indication of this is the
percentage of birds force molted. On
September 1, 23 percent of the hens
had been molted, up from 20.5 per-
cent last year.

During Junc-August, 1983 cgg pro-
duction totaled 1,394 million dozen,
down 3 percent from last year. The
number of layers was down § percent
but the rate of lay was up 2 percent.

During fourth-quarter 1983, cgg
production is expected to be down
only 1 to 3 percent from last year's
1,479 million dozen. While the num-
ber of replacement pullets hatched
that should be entering the laying flock
in the fourth quarter will be down
13 percent from 1982, producers have
kept their old hens in production.

Egg prices strengthened in the third
quarter as supplies declined. The price
for Grade A large cggs delivered store
door in New York averaged about 75
cents per dozen during the third quar-
ter, up from 66 cents last year. In hot
weather, hens tend to lay smaller eggs,
thus large eggs may be in shorter sup-
ply and higher priced. Egg prices usu-
ally increase seasonally in the fourth
quarter and are expected to average
74 to 78 cents per dozen, up from
68 ccnts last year. Plentiful supplies
of other high-protein foods are ex-
pected to moderate egg price gains.
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For Dry Pasta

Consumer Spending

from Supermarketing, Septembe: 194
Value of Total De' v/ He Contum; tisa

1982 Mocaroni $369,0 300%
Spoghetti 47153000
Noodles 271,750,064

Total 81,112,750 000

1981 Macaroni $351,%00 0%
Spoghetti 447,750,000
Noodles 260,550,000

Total $1,059,800 0.

10

% of % of %y Grae
Foud Tetel s Towl
Seles Stere Selns

Maocoroni .15 Nl n

Spoghetti .22 A6 80

Nocdles Nl 09 n

‘82 Supermarket Sales and |

Profits at Record Levels

The annual report card for supe-i

markets compiled by Food Marketry
Institute reported that total supr
market sales had increased 5.3% W
tween 1981 and 1982, to $180.7 bi
lion. After this amount was “deflated]
by the food component of the Cos
sumer Price Index, FMI said. ot
sales reached $64.7 billion, up 1.7%
from 1981.

The supermarket industry's total ng
income and sales spurted ahea
strongly last year and the ratio of »
to sales topped 1%. Net ncom
reached nearly $2 billion, shoing
“real” gain after adjustment ! 1P
first lime since 1978, )

The FMI report stated that (98
profit margin was its best in 1t year

Inflation and Food Pric: s

Economist Michacl Evans. Pr
dent of Evans Economics and ' und”
and previously President of Ch
Econometric Associates, made ¢ oV
lowing predictions at a mec ¢ €
the Food Group in Washingto

@ interest rates will remain ot b

the next 12 months
® food prices in 1984 will | e3¢
by 8 10 10%

® the 1983 $90 billion trad. Jebc
will worsen because of co. i
high exchange rates for th:

® 1984 inflation will be 6%

® 1985 inflation will be 7'¢

1986 between 8 and 9%

NPA Winter Meeting
Merch 11-15, 1984
Disney World, Orlends, FL

THE MAacanont Jours!

HOLIDAY GREETINGS

and

BEST WISHES

TO ALL OUR FRIENDS

in the

MACARONI INDUSTRY

for a

HAPPY AND PROSPEROUS

Char 3 C. Rossotti, President

ROSSOTTI

NEW YEAR

m

1984

Jack E. Rossotti, Vice President

CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza — Svite 220
Fort Lee, New Jersey 07024

Telephone (201) 944-7972
Established in 1898
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