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by Fold-Pa
of course

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

CORPORATION

of elegance, packages can
varnished, waxed or poly-coat
depending on your individ
product need. Our graphic a
structural designers are al
available to update your pa
age or give it a completely n
look. The end result is a pas
package that your produ

Newark, New York 14513/315-311-3200

Englewood Cliffs Sales Office: 110 Charlotte Place, Englewood Cliffs, New Jersey 07632/Phone (201) 568-7800
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Hershey to Purchase
American Beauty from
Pillsbury

Flershoy  Donds Conpotatuenan
nounced that ot s reachad an aied
ment with the Pilisbury Company T
e purchase ot dmenean Heauty
Macatom Company a division of il
bury

L erms o the agrecment sweie et
announged

L ondder the agreement. sabject ooap
proval ledderal tesulaton agencies
Hershey would purchase certam el
of the Amencan Boauty busimess
Cludmg thice plant taalies, baed e
wis, mventones amd trademarks

1 as contemplated that the Transae
on will e consumatod onoor hetorg
November 3 TU8d

American Beauty s tall-hne, con
sumer brimded diy pasta compans
which conducts iis husiness promarty
e ocentral, sonthwestern and western
Umited States s thiee plants are Jo-
cated m Frosno, Californn, Denver.
Colorade, and Kansas Cinv, Ransas

s acquisition as cansistent with
the coe wny's stated ohjectives of e
p.nmhugllh Tusiiess o geographical
arcis where essentially - does ot

marhet s pasta products - The Amier
watt Beauty brand waill compliment
e Iy the company ~ ovshing pasta
Basiness whch s swell kpnown tor ats
promum gualiny products and strong
comsumer Tranclses sand Richand A
Aiunmerman Hlershey s Prosadent amd
Chiel Facouting Uithicen

Borden to Acquire Ronco

CovaCole Coamd Borden. g
have siened o Ltter o mtent tor th
sale o Ronce Toterprses. Ine e
ional producer ot din packaged pasta.
1o Bonden

Neguisition o the Memphis-based
pasht producer m o September TUND in
Cova ol marked the entis ob - the
company nto the prsduchion and man
heting of solid toods Tt anoual e
pert for the Bscal vear cided Dec 3
TOS A Cocal-Cola sand ats Foods Thiv
ston mtends o hroaden s produgt
hase bevond s tadimonmal seope o
expertise i the Tt quiee and Trun
hased  boverage aremas  The repornt
alsor noted that at the emd o JUNG,
Ronco mtroduced products " two
marhets and testanarheted o consumer
onented mathetimg plan to evaluate s
compentive st categorn
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Borden to Acquire Ronco
(Continued from page 3)

At the time of the purchase, Ronco
Enterprises, producer of cut goods,
long goods and selected noodles under
the Ronco brand for retail and institu-
tional markets, had annual sales in ex-
cess of $10 million,

For Borden, acquisition of Ronco
would continue an expansion of its
pasta operations. In 1981, Borden
acquired National Food Products, Inc.,
Harahas, La, producer of Luxury
brand pasta, and began construction of
a $7.7 million Creamette Co. pasta
plant at Tolleson, Ariz., near Phoenix,
That facility, the first pasta plant to be
built in the West in the past decade,
was completed last year.

Borden saic that acquisition of
Ronco will allow it to extend its pasta
distribution to the Mid-South region.

Terms of the agreement with Coca-
Cola were not disclosed. The agree-
ment is subject to the negotiation and
exccution of a definitive agreement be-
tween the companies and other re-
quired approvals. Completion of the
transaction is expected in a fow weeks,
it was indicated.

Coca-Cola said it will realize a slight
gain on the transaction,

Prince-Italgrani Durum Mill
Begins Operations

One of America's largest pasta
companies and a huge Italian agricul-
tural conglomerate have joined forces
to build a large, highly automated flour
mill some 40 miles outside of Boston,
The $11 million plant, the world's
most advanced and the first-ever on
the cast coast, has a daily grinding
capacity of 360 tons to produce some
of the finest durum wheat flour avail-
able anywhere, and will cut raw ma-
terial costs by 25 percent.

The mill also brings together the
talents of two families—one Italian,
the other Italian-American—that have
several hundred years of experience in
the production of wheat and pasta.

The new mill, NEMCO (New Eng-
land Milling Co.) is the joint venture
of the Prince Company, one of Ameri-
ca's largest pasta producers, and Ital-
grani, Ltd., one of the worlds’ largest
traders of wheat, run by the Ambro-
sios, who have dominated the milling
business in Italy for some 300 years,
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Why New England?
What is a flour mill, a common-
place sight around Minncapolis, doing
sitting on a bluff surrounded by 30

acres of bucolic New England country-
side?

*Providing higher quality flour than
we have ever been able to obtain from
any of our suppliers,” says Joseph P,
Pellegrino, president of Prince. Prince
is the only major pasta company to
build its own mill, but Pellegrino says
that there are centuries of tradition
behind this seven-story plant that needs
only 18 employees to keep it going 24
hours a day, seven days a wecek.

Wheat flour and its byproducts were
crucial to survival in medieval Europe.
The land on which the wheat was
grown was owned by royalty, who
supplied the wheat to the serfs, The
gentry also owned the first mills to
supply flour to the masses, increasing
the poor man’s debt to royalty.

Alter the reformation, many of the
serfs were hired to operate the mills,
where they worked for survival.

The twenticth century brought a
wave of immigration to the U.S., and
many ltalian immigrants settled in the
ghettos of Boston, Philadelphia, New
York and other easter industriol cities
Lo establish a frec and belter life. Many
of them were pasta makers, called
*“pastaios,”

The pastaios began to set up small
pasta shops in the ghettos, one of which
opened on Prince Street in the north
end of Boston. They bought the flour
from small distributors who, in turn,
bought it from the large “‘Nordic”
flour mills of Minncapolis. To the im-
migrants, this represented the royalty
of America, and another debt. Even as
the pastaios established success in this
country, they still felt dependent on the
large mills and would never consider
building their own mill from simple
fear that they'd interrupt their sources
and credit from the barons of Minne-
apolis.

Self Sulficiency

Today, in Ayer, the Prince flour
mill means more than a facility to
produce pasta. It represents a mile-
stone in the evolution of an independ-
cnt pasta maker. “We like the idea of
being self-sufficient," Pellegrino says.
“And plans are underway to build an-
other mill near our factory in Detroit.”

Today Prince has a production
capacity of five million pounds of pasta

per week in Lowell, In ad: jon 1y
regular linc of pasta, Prir : mys
Superoni, a high-protein  astg, 4
Prince Light, pasta with % Jess cd
ries than regular pasta. | ince ,
produces and markets a lir of sy
breadcrumbs, cheeses and b ith gene
and institution-sized products, Prind
has created a marketing strategy |

not only has made them the lag
independent pasta maker left i (b
U.S., but has allowed them to broadd
their base and establish related and ug
related industrics such as Prince Co
rugated Container, Prince Lithograph
ers, and Chem-Tech International,

Japanese May Build
North Dakota Pasta Plan!

A Japanese company may build
pasta processing plant in North D
kota, but state officials don't want
say much more about the deal la
fear of throwing a monkey wrench in
negotiations  as reported by
Karaim in the Grand Forks Herald.

Sara Jones, public information d
rector for the North Dakota Economi
Devclopment Commission, said th
EDC has made a presentation to
Japanese company that s considerin

several sites in the United States for 8

pasta plant, including North Dakot
She termed the Japancse as ve
sensitive to publicity and saiil it is ED
policy not to publicize the +ame of
company under such circ-msta
Jones emphasized that th compan
“is in the very preliminary tages” 0
its deliberations on plant lo. tion. T
EDC has known of the Jap: :se inlcr
cst for about a year, Jones  d.
State officials do not knov 10w larg
the plant would be, how m .y peopl
it would employ, where it vould b
located in the state, or | w m
durum it would use, she sa .
However, at a North Dal 1a Indu
trial Commission meeting | d al M
North Dakota State Mill, Jovem?

Allen Olson said he is optim -tic shvg
the chances of the Japanese 1 uilding '3

the state.

Sam Kuhl, North Dakot Mill 2¥
Elevator general manager, also $i¢
he felt the pasta plant “had 8 pr
good chance of ending up in No
Dakota,”

The optimism stems from Nod
Dakota being the No. 1 durum Wi
producing states in the natiod,
Tom Forsythe, Governor Olson’s P™
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«elary Durum wheat s used to
epas . “North Dakota has a real
mntage  Forsythe said, “because
vegot e raw material they need.”
Sveral state officials said they be-
¢ the 'apanesc would ship pasta
o the | lant back to Japan for sale.

It they could sell directly into the
US. markct, officinls admit.

It the Japanese decide to build in

je state, construction could begin in

1985, officials said, although Forsythe
ed this “a best case scenario.”

Forsythe thought the plant would be
ilar 1o Noodles by Lconardo near
ando, N.D. which is presently the
aly plant in the United States where
wnm is milled and processed into
nsta under one roof,

Tim Dodd, a supervisor of the
(mdo plant, said a Japanese plant
would mean little to Noodles by Leo-
urdo if the Japanese did market their
poduct only in their homeland.

Noodles by Leonardo was selling
psta in Japan, principally through
Volcano Foods, Inc., he said, but
wulda't compete with Italian pasta,
deaper than the U.S. product because
d Common Market export subsidies.

Forsythe said the Japanese also may
be considering Italy for the plant.

“If the Japanese were to sell into
the United States market, Dodd said,
they'd simply be another competitor
in an already crowded market.”

“If they decide to sell in the US.,
all 1 can say to them is, ‘Good luck,’ ™
he said.

Commerce Department
Aides Companies
Injured by Imports

The U.S. Commerce Department’s
Trade Adjustment Assistance Program
is designed to help U.S. companics
hurt by imports.

DcFrancisci Machine Corporation,
Brooklyn, New York, a NPA Asso-
ciate member, has been helped. Busi-
nesses that can satisfy that they have
been hurt by imports may borrow up
to $1 million dircctly or borrow as
much as $3 million from a bank with
u guaraniee of default. The government
will also pay up to 75% of the cost
of technical assistance 1o make a com-
pany more competitive, such as devel-

Give your salesmen
agii good all

year round!

Info: 1ed Salesmen

Sell 1tore.
Subs ribe to:

10, 30X 1008
PALATINE, ILLINOIS 60078

The MACARONI JOURNAL

Pleasc enter one year subscription:
$14.00 0] $17.50 Foreign

oping new technology or improving
manufacturing processes.

Contact the NPA or Department of
Commerce for more information re-
garding the services and locations of
the 13 Trade Adjustment Assistance
Centers (TAACs).

Durum: Harvest Forecast
and World Supply

Increased durum yield estimates over
expectations were the major factors
increasing 1984's harvest forecast, This
summer's dry weather in the northern
wheat belt region did not crode the
harvest outcome quile to the extent
that the dry August conditions had
cuggested,

U.S. DURUM WHEAT
5UPPLY/DEMAND

1984-85 ESTIMATE
Durum
Supply MI. Bu,
Bgn. Stocks .....v00unn 101
Production ..... sares wa 109
Total Supply ...... ... 208

(Continued on poge 68)

WINSTON LABORATOHRIES INC

Name
Firm_
Address
City and State Zip.
| New Subscription

Novener; 1984

Consulting and Analytical Chemists, specializing in
all matters involving the examinaltion, production,
and labeling of Macaroni, Noodle and Egg Producls.

Contract Research Projects

Additive or Contaminant Tesling
Nutritional Analysis. Sodium, Cholesterol
Solids & Color Score In Eggs and Noodles
Bacteriological Tests for Salmonella, etc.
Semolina and Flour Analysis
Micro-analysis for extraneous matter
Vitamins and Mineral Enrichment Assays
Pesticide plus Fumigant Analysis

Privale & Prolessional Consultations

Marvin Winston, Director

25 Mt. Vernon St., Ridgelield Park, NJ
07660-0361

Telephone (201)440-0022
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Durum
Demond MI, Bu.
Domestic  ............ 51
EXPORE onam saaeakig 65
Tota! Use ........... 116
End Siecks ..... ..... 92

Durum yield estimate increases in
North Dakota, South Dakota and Min-
nesota were the basis for a slightly
larger production estimate. USDA in-
creased, from 97 million bushels to
105 million bushels, its durum harvest
forecast as average yield estimates were
increased from 27 bushels per acre to
30 bushels per acre in North Dakota
where 80 percent of this season’s
durum crop was grown. Durum's ex-
port projection was increased slightly
to 65 million bushels according to
Tim Oviatt, U.S. Wheat Associates,

World Durum Outlook Update

A larger 1984 Mediterrancan durum
Crop may be partially offsct by dimin-
ishing North American durum poten-
tial, The European Economic Commu-
nity (EEC) is expected to export a
potential total of 22 million bushels
of durum as grain from Greece and
Italy this year, While semoiina exports
to North African countries are com-
mon, this is the first time a significant
amount of durum is likely to be shipped
from ltaly as grain. The EEC is ex-
pected to announce plans for such an
export program carly this fall to mini-
mize storage costs on what is projected
to be a bumper EEC durum crop re-
ports the North Dakota State Wheat
Commission.

Italian durum production in 1984
is expected to reach 130 million
bushels, up 25% from the drouth re-
duced crop of 1983 and the second
largest Italian durum crop in 15 years,
Greek production is estimated at a
record 37 million bushels, nearly twice
as large as the 1983 crop which was
also aflccted by drouth. This large in-
crease in the exportable supply of EEC
durum indicated strong competition
for U.S. durum in the Mediterrancan
Basic countries which purchased 55%
of all U.S. durum exported in 1983-84,
Algeria and Tunisia, the two major
North African importers of durum and
durum products, have better crops of
their own this year but their demand
for durum from major exporters should
remain relatively strong as it has in
recent years, said Neal Fisher, North
Dakota State Wheat Commission.

6

The U.S. and Canada are typically
the major suppliers in the world durum
market which in itself accounts for only
5% of total world wheat trade.

ConAgra's First Quarter

ConAgra, Inc., posted record first
quarter sales and earnings in the three
months ended Aug. 26, it was an-
nounced last week by Charles M.
Harper, chairman and chief executive
officer. Mr, Harper said that the record
first quarter carnings “came from Con-
Apgra's diversified business mix across
the food chain.”

Net income of ConAgra in the 13
wecks ended Aug. 26 was $19,317,900,
equal to 83¢ per share on the common
stock, up 57% from $12,340,000, or
63¢ per share, in the first quarter of
fiscal 1984, Net sales aggregated
$1,466,650,000, almost double the
first querter sales of $742,547,000 in
fiscal 1984,

Strony Growth in Trend Line
Expected

“We believe the company will en-
joy another year of record reported
carnings in fiscal 1985," Mr. Harper
said. “We continue to expect strong
growth in ConAgra's trend line, or
underlying, earning power in U.S. busi-
nlesscs and worldwide trading opera-
tions."

Good Eamings in Grain Processing

ConAgra Grain Processing Com-
panies, the company said, had good
carnings in light of burdensome excess
capacity in the flour milling industry
and disappointing results in feed in-
gredient merchandising.

Singleton Seafood Co. enjoyed a
substantial first quarter earnings gain
and Caribbean Basic Foods Co. sig-
nificantly improved its earnings con-
tribution, it was noted.

ConAgra Poultry Company were a
major contributor to the first quarter
earnings gain, along with United Agri
Prodlucts, ConAgra said. The U.A.P.
operation, it was stated, achieved ma-
jor gains in pesticide sales and earn-
ings as planted acreage returned to
normal levels,

ConAgra Consumer Frozen Food
Companies, which include Banquet
Foods Co. and Armour Frozen Food
Co., achieved increases in unit volume
and higher earnings, the company said.

Armour Food Companies, which in-
clude Armour's processed and fresh

meat businesses, performed 2| bejg
plan due to keen competitic  for pg
supplies and sluggish red me:  demay
ConAgra said. Results, it adc d, are
an upswing and should impr. ‘¢ sigi
cantly during the seasonall. strong
second quarter of fiscal 1985
Among worldwide trading and mey
chandising businesses, the recen
formed ConAgra Trading Companis
were profitable and continued their ex
pansion in the first quarter. Eaminp
contribution of Woodward & Decker
son were on plan, and Geldermann
Peavey, ConAgra's unconsolidate
commodity futures brokerage busin
achieved good profitability.

Unfavorable Conditions in Gria

Peavey’s North American operatio
remained unprofitable due to unfavor
able barge transportation and Gull ex
port conditions, ConAgra said,
grain merchandising environment, i
said, looks somewhat more favorabls
over the coming months, “supporting
ConAgra's expectations for substa
tially improved full-year results in
merchandising and trading businesses.
ConAgra's pre-tax income from con
tinuing operations in the first quane
totaled $33,045,000, up 71% [om
$19,335,000 in the first quarter of fis;
cal 1984. After-tax income from con-
tinuing operations was $19.317,000,
up 48% from $13,047,000 a year ago.

ConAgra said its first quarter effec:
tive tax rate was 42%, compred ilh
29% in the first quarter of fi- al 1984,
due to higher investment tax redits &
well as the change from 507 owner:
ship of the poultry busines: in fisca
1984 to 100% in the cur at fiscdl
year,

Annual Convention — ot
Hotel and Country Cl b
Boca Raton, Florida -
February 17-21, 1985

As previously announced, he NPA
Board voled to change the i mmat
the Association's conventions. The AT
nual Meeting and Convention will 0%
be held in the winter, Febiuary o
March, The summer, previously calk
the Annual Meeting, has been dis-
continued, &

An Executive Conference c.ups:suﬂ!
of all business meetings to inels
board and committee/council mectitf
will be scheduled each fall in Washitf
ton.
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Participants In Peste/Durum Wheet Cenference ot Northern Crops

Institute, Fargo: First row, left to right: Neal Fisher, North Do
kota Wheat Commission; Ardyce Grant, Northern Crops Institute; Mary Ko

pros, ACB Industries; Mary Hiner, General Mills; Dr, Brenden Donnelly,
Jim Keivo, ConAgra; Joe DeFrancisci, Demaco; Gordon' Sm
University, Third row: Ken Day, RHM Macaronl; Sam Kuhl, North Dakota Mili & Ei
son, North Dakota Wheat Commission; Richard Glola, Gloia  Macaronl; Jim Jacobs, NCI
Skianer; Orville Banasik, North Dakota State University; Joseph Lichtenberg,

Durum Harvest Tour
and Conference

Some fifteen members of the Na-
tional Pasta Association were treated
to the beautiful sight of North Dakota
at harvest in mid-August. Although the
harvest was carlier than anticipated
when the seminar was planned, many
fields were standing tall. The sixteen
participants toured the central part of
the “Durum Triangle” and spent twenty
classroom hours learning about durum
from brecding through to grain mar-
ket trading.

The fifteen members were:

Ken Day
RHM Macaroni

Joseph DeFrancisci
De Francisci Machine Corp.

Thomas De Francisci
De Francisci Machine Corp.

Mary Kay Dehm
Creamette Company

8

Luke Dupras
ACB Industries

Richard Gioia
Gioia Macaroni Co.

Mary E. Hiner
General Mills

Dr. David Huang
Best Foods

Joe Lichtenberg
National Pasta Association

James Reiva
ConAgra

Richard Schryer
Best Foods

Mickey Skinner
San Giorgio-Skinner

Gordon C, Smith
General Foods Corp./Ronzoni

Steve Wall
Mrs. Grass

Gary Rivers
Zerega's Sons, Inc,

NCI; Second”

Ith, Ronzoni; David Huang,

Creamette Co.: Gory Rivers, Zerega's; Liike Du-
row: Steve Wull, Mrs. Grass; Debbie Coon, NCI;
Mueller; Dr. Jack Corter, North Dakota State
evator; Tom DeFronciscl, Demaco; Willard Peter-
I. Fourth row: C, Mickey Skinner, San Giorglo
NPA; Richard Schryer, Mueller; Steve Heiland, NCI.

Following an extensive durvmn wheat
technical course at the Northe 1 Crops
Institute (a teaching institut. on the
campus of North Dakota State Univer-
sity sponsored by the Wheat ommis-
sions of North Dakota, South Jakola,
Montana and Minnesota), tl grewp
toured the durum fields, a s¢ | farm,
local clevators, and the Stat. Mill &
Elevator, There were stops  Tony
Braunagle's farm, Devils Lal  ND.
where night combining was in  ogress.
Then on to the Langdon Exp. mental
Station where the fruits of th NDSU
Breeding Program (partially s} nsored
by the NPA) werc described by Dr
Roy Cantrell, project direct.r. The
North Dakota Mill and Lievalof
Grand Forks, N.D,, the pride .nd joy
of Sam Kuhl and his staff, was the find
stop.

The hospitality shown the group bf
the North Dakota Wheat Comn:nisswth
U.S. Durum Growers Association, the
North Dakota State University and th

(Continued on pags 10
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Your order deserves the best . .. a_nd
that's what you receive. We start with
the world's finest quality durum wpe_at.
It's milled by the most modern milling
facilities in the nation, with careful
quality control every step of tye
way. It's shipped in our own air-
slide and jumbo railroad cars, so
you can be assured of our best
all the way to your plant. Order
Durakota No. 1 Semolina, Per-
b fecto Durum Granular or Excello
Fancy Durum Patent Flour.
We send you our best!

the durum people

NORTH DAKOTA MILL
Girand Forks, North Dakota 68201
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Northern Crops Institute made the trip
memorable,

The crop looks good this year and
is expected to exceed last year's crop
of 72 million bushels by some 30%
or about 97 million bushels. The har-
vest was about two-thirds completed
and the forecast of clear weather held
out the prospect of a quick conclu-
sion to the harvest. Yields in castern
North Dakota were quite good, often
better than expected, but were much
smaller in the dry areas to the west.
Protein so far was half a percentage
point or more below year ago.

Panel on Industry Concerns

A panel composed of representatives
of the various clements of the industry
gave opinions concerning industry
problems and major concems.

C. Mickey Skinner, President of San
Giorgio-Skinner, had concern on five
points: (1) Will the National Pasta
Association continue to support durum
research for variety improvement and
improved technological procedures?
He observed that few pasta manufac-
turers have been greatly interested in
their raw materials but because it is
the essence of quality and consumer
satisfaction with pasta products we
must continue our support to research,
(2) Will the North Dakota farmer
continue to plant durum? Sunflowers
and pinto beans have taken large acre-
ages recently and farmers must look at
a variety of options. (3) Italian im-
ports are unfair competition because
they are subsidized. “We do not ob-
ject to imports coming in—we can
compete but not if they are subsidized
by the Common Market." The impact
of imports has been largely on the
Eastern pasta manufacturer but it ui-
fects the w!ole country. (4) Quality
-—will the American pasta manufac-
turer continue to use quality or will he
blend? San Giorgio-Skinner feels their
usc of top grade semolina has con-
tributed to their success. Some of the
product going to Government programs
such as School Lunch is of very poor
quality—and we arc teaching our chil-
dren (fulure markets) what poor qual-
ity is. (5) Consumption—with U.S.
population at 230,000,000 people look
at what an increase of one pound per
person would do for the industry. Our
competition is not among each other
—it is ngainst other foods. Look at the
potato campaign—they have convinced
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the public that they are a versatile
vegetable and not a fattening food.
We have a similar story to tell but we
must tell it. We are one of the original
convenicnce foods—we have a bright
future but we have to carn it.

Norman Weckerly, farmer and rep-
resentative of the U.S, Durum Growers
Association cxpressed his concemns.
(1) Farmers are in a difficult financial
position paying interest rates that are
too high. (2) Too much of the farm-
er's income comes from Government
programs. Durum prices are too low.
Farming is a capital intensive industry
—there is a lot of borrowed money out
there, (3) There arc declining asset
values for both land and uscd equip-
ment. (4) Figures have been flat in
our efforts to increase market share,

At the bottom of all of these prob-
lems arc government programs. The
predictions were that we were going
to run out of food and that we would
have to feed the world—this husn’t
happened. Commodity prices are de-
pressed because we are carrying huge
stocks — pgrains have never been
cheaper,

Farmers would like government pro-
grams to be simplified. Agriculture to-
day needs government transfer of funds
until commondity prices rise because
the market is below the cost of pro-
duction, There are less price fluctua-
tions than we had in the past because
of greater production and that produc-
tion is better balanced. But there is
price resistunce on the part of buyers
—the Russians for example will not
pay a premium for durum, They are
» safety valve but not a consistent
customer.

Challenges to industry: (1) con-
tinue support for research, (2) under-
stand problems of Agriculture—it rep-
resents 25% of Gross National Prod-
uct, (3) realize the Agriculture is in
financial crisis,

Sam Kuhl, General Manager, North
Dakota Mill & Elevator, stated the con-
cerns of the durum miller. The miller
has the responsibility of supplying
semolina and durum flour of specified
quality and competitively priced. The
grain buyer must buy grain to meet
the customer's specifications. A large
carryover can create problems—we are
still seeing 1980 durum coming through
with low falling numbers score. Even
a good group such as this year creates
the question will we have low protein

(7 do
¥ Y 0.00
9{ ; S 22

because of increased yields? he can
over also creates infestatior proble )
—the farmer reserve storag  progrdEE!
requires the farmer to spc 1 me
but he cannot control infes! tion,

EDB (Ethylenc Dibromitd ) a fug
gant suspended by the g vemn
Environmental Protection A :ency
not a problem in North Dakola s
Mr. Kuhl,

Another concern expressed by )
Kuhl was excess milling capacity, “W
have been running at about 75% g
five-day capacity when we would )ik
to run seven days. And more capaci
is coming on-stream,”

Transportation deregulation |
created problems in distributing prod
ucts to customers around the country

Mr. Kuhl concurred with Mr, Skia
ner that the government should spo
sor the best quality product possib
by specifying scmolina for pasta in th
School Lunch Program—"Children
being fed mush pasta."

} o'
goive Pasto Factories Prefer for *

TECHNOLOG Y&l
CONSTRUCTION TECHNIQUES
ENGINEERING

SERVICE GROUPS

RISCOSSA Corato

Tim Oviatt, Research Director,
U.S. Wheat Associatcs, observed tha
world production of durum is small—
some 5% of total wheat tonnage, It
is grown in twelve to fifteen countries
with 90% of the export trade handkd
by Canada and the United States. Italy
exports semolina to North Africa with
Algeria the largest importer, Algeria
has some 17 mills on line so there will
be a shift in the future. Durum is nat
n substitutable commodity so 'rude b
fairly stable, . . , Price is a major cog:
cern and price is largely set by th
cxport market.

Joe Lichtenberg, President ol_lh
National Pasta Association, briedy
traced some of the past histor of i
organization and pointed out iat ihe
organization is governed by . fifteen
man board. There is one gre er 08
the Board—Norman Weckerly NPA1
mandate is to increase consum :fon of
pasta and provide service to  dusty
members, It works through fiv. cout-
cils: (1) Product Promotion; (- ) Go¥:
ernment Affairs; (3) Technical Affain
—such as moisture loss study
standards, nutrient profile, eti.;
Internal Affairs—meetings anu O
ventions, newsletter, Journal, ¢1c.; (3
Industry Liaison Council dealing wilh
North Dakota Wheat Commissios,
North Dakota State University, Duruf
Wheat Institute, Wheat Industry Coutt:
cil, etc.

GUACCI Campobassa

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

: S 662 6407/682 6408 + Teley12.6797 BRANY »
* 0 F tung S1 Swite 2030 ¢ New York NY 10165 « Phone (212), 682 6407 682 {
(Continued on page 12) i Jnd 2U4U
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When you compitre Tetko™ polyester
dryer belts with standard metal belts,
you'll lind some very importint
differences.

First, because polyester monofila- 1
ment belts are flexible and lightwelght, :
they're easier to handle, Installation can
be accomplished more quickly. 5o pro-
duction down-time is minimized.

A

Mary Koy Dehm,

Creamottes; Ed V. Dehm, Gerdon Richa
Gordon S-Iﬁ,' Ronzenl; I'Rl OI#‘. Durum Grower. Marya R . k o

with Pref. Orville Banasik.

ments may be in grain yield and/or Cooking loss and 3. Ge :
a5t . Genetic Segregatio
;thc;“?rgi::zic g{’s:mm’"c" q?;:- Resistance to atlon SN g secondly, these sturdy fabric belts
az ‘possible. Also they ;’:f%n:; gﬁ'mﬁ overcooking 4. Evaluation are reinforced with preshrunk poly-
5. Exporter: 5. Discard, Recycle, or increase ester ee:ﬁlng. S«\) l(l.;‘i&\ can stand r:;dure
wear and tear. And keep your produc-

tion line moving longer without
interruptions.

And with their unique continuous
construction, these belts can also be
cleaned more quickly and easily.
Another feature that can help your
whole operation run more smoothly
and productively.

Finally, if our comparison hasn't con-
vinced you yet that polyester belts are |
superior 10 conventional metal belts, ‘

studies of important traits in durum
wheat to facilitate variety development, ~ Test weight 6. Increase (seedstock project)
Gluten strength 7. Release

Cooperative efforts are made with

North Dakota State University (Ex- f;l::,g:::m Salof

periment Station) in the departments BREEDING PROGRAM
of Agronomy, Cereal Chemistry, Plant MAJOR Generation

Pathology, Soils, and through'the six ~ DURUM WHEAT BREEDING Crossing 300-400 Greenhouse
branch stations. Also with U.S. Depart- OBJECTIVES Fl 300-400 Greenhouse
ment of Agriculture—disease tests, re- 1, Agronomics F2 200-300 Field rows Nor}
gional -yield tests, quality laboratory;  Grain yield Dakota
With Agriculture Canada and their  Test weight F3 Approximatcly 20,000 Fiek

cooperative nurserits. With CIMMYT  garnel weight rows North Dakota or Tex
- winter nursery

(International Center for Maize and  Hejgh
Wheat Improvement) and ICARDA Mo F4 Approxi o .4 ; :
: ; : : Maturit pproximately  10-15, maybe you should make one more
(located in the Middle East) with their Lodglngy S Rtareet Field rows North Dakota comparison: cost, You'll discover that
international nurseries. R F5 Approximately 5,100 fiek polyester belts are less expensive 10 \
‘Slehm'.’m“ esistance: !'i‘?‘”’ in North ' ikota o purchase, install and maintain. One
INDUSTRY DEMANDS Leaf rust F6 Pc;?,smv.:;m“ ,‘;7; fi,; more good reason to switch from
1. Farmer: y Tan spot Arppm,. &ygm, i metal to polyester dryer belts.
Grain yield Blackpoint 2 locations To find out more about switching to
Height and maturity Root-crown Rot F7 Advanced yield tr | Tetko dryer belts made from Swiss pre-
Discase resistance Scab Approx. 150 entr. « Pl cision woven fabrics, contact your i
\ . Sprouting resistance 3. Q 2 locations Sl equipment manufacturer, or Tetko Inc,
y Grade : l(ewm l,: F8 Elite advanced yir 1 it 420 Saw Mill River Road, Elmsford, NY
& 2. Miller: Vieouies 30 cuiried 10532, (914) 592-5010.
A Kernel size* locations 1, y T
. . : Semolina color Pt F9-FI{ URDN, drill strip: prelt SRR
: Semolina specks Scmolina color ary;Inclesse St
Semolina yield Semolina yleld 3/yenrs; i3 locatl b )
Vitreousness Spaghetti color, : ?,f,l:,m 8-10 yrs fr-m inlt
3. Processor: SGp’aghctlI firmness
Protein uten strength o A Release (‘ommittee Membd
Gluten strength Cooking characteristics Yasiely & o
reng - Durum Breeder
Spaghetti color Sprouting resistange - - ) T ‘
Absorption (Prechanvest dormaney) o A;ﬁ::n:;lgcl;;l:tﬂmgl:egb‘;nnm
4. Consumer: BASIC BREEDING SCHEME  Plant Pathology Department Chiz -
g e ] G C TETKO inc
paghetti firmness 2. Hybridization (Comtiruad Jon. pope 16 ; W PRECISION WOYEN SCREENING MEDIA
13 : APy : THE MACARONT, JoURY” 15
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Variety Development
™ (Goptinued from poge 14)

Cereal Chemist (Durum Specialist)

Plant Pathologists (two)

Scedstocks Project Leader

Branch, Station Representatives (two)

Extension Agronomists (two)

USDA Research Leader

Aren Apronomist

Representative of N.D. County Agents
Association

Represcentative of U.S, Durum Growers
Association

Representative from State Seed De-
partment

Desert Durums

by Richard Cooley, Vice President
Valley Seed Co., Phoenix, AZ

1 would like to give you a historical
review of the production of durum in
the Southwest and some quality data
on the varieties grown.

In 1975 durum production in Ari-
zona and Southern California were
combined at about 6,000,000 bushels
—Arizona production was about five
times that of California. In 1976 and
1981 there were high values in Duluth
for export—about $2 a bushel higher
than now—uwhich led to heavy pro-
duction, In 1984 durum production
for the two states will be about 15
million bushels,

In 1982 there was a shift with more
durum being grown in California than
Arizona because in Arizona cotton is
king and California had some insect
problems with their cotton crop. Sugar
beet production was also down in Cali-
fornia.

Exports for San Diego and Long
Beach go to Italy, Algeria, Tunisia and
Chile. Exports so far this year arc
2,300,000 bushels with none to Italy
because the price is too high, Durum
not sold for export goes to the feed
grain business.

More than half of the Southwestern
crop has a test weight of 62 pounds
or higher; 13% protcin or better; 67%
of the crop has an HAVC of 90 or
better; 79% of the crop has 9% mois-
ture or lower; and 90% of the crop
grades No. 2 or better,

Western Plant Breeders conducts re-
scarch for new varieties. The three
current  prominent  varicties are
Aldura, 54% of thc Arizona crop,
Mexicali 29%, and West Grade 881 a
new high gluten introduction at about
2.6%. Yield has not been satisfactory
for West Grade 881, California acreage

16

RECENT PROGRESS

Cultivar Date
Rolette 1971
Ward 1972
Crosby 1973
Botno 1273
Rugby 1973
Cando 1975
Calvin 1978
Edmore 1978
Vic 1979
Lloyd 1983

Stave Wull, Tony Breunogel, Gordon Smith

has flip flopped between Aldura and
Mexicali at about the same percent-
uges as Arizona,

Western Plant Brecders have nur-
series in the South-West testing durums
since 1978, Comparison tests show
West Grade 881 higher in pluten
strength, protein content, ash content
of semolina and good color.

A 1981 sample of West Grade 881
compared with Canadian durum
showed higher test weight, higher sedi-
mentation test, ash content, good color
but lower protein. The kernel size was
larger and the al dente qualily of the
spaghetti it produced better.

Western Plant Breeders have been
working with Pillsbury in Idaho Falls,
Pendleton Flour Mills in Washington
and Oregon, and with ConAgra in
Phoenix.

Domestic and
World Perspective
by Neal Fisher, Associate Director,

North Dakota Wheat Commission

Mr, Fisher observed that durum is
less than five percent of ‘the world
wheat crop. The Common Market will
have a larger crop this year because of
increased production in Italy and
Greece. Canadian and Argentine crops
will bs smaller, Turkey will have pro-

Advantages
Early, yield, sced size, lodgi ;

Yield, lodging, leafrust, ster. _,ml
Yield, diversity

Early, yield

Color, stem rust

Semidwarf, yield

Semidwarf, seed size

Strong gluten, root rot resistunt
Strong gluten, root rot resistant, yiel
Strong gluten, semidwarf

Root rot resistant

duction ‘of 191,000,000 bushels o
durum,

Canada's stocks were drawn down
before this year's lower production,
Their durum area has been hit by
drought.

He cited the following as character-
istics of U.S. durum:
® Grown in Northern Spring Wheat

Arca and Southwestern United

States,
® Comprises 5% of U.S. wheat ex-

ports.

@ Hardest of all U.S. whealts.
® Moderately high protein/amber in
color,
® Subclasses based on vitreousness
Hard Amber Durum
Amber Durum
Durum |
® Provides semolina for spaghetl,
macaroni, other pasta producls and
couscous,

He gave the following ste 'stics &
reference:

WORLD WHEAT PRODU TION

1984 983
(Mil, T ns)

EEC 65.5 392
Canada 20.2 26,0
u.s, 68.8 56.0
USSR 84.0 78.0
Argentina 10.5 120
Australia 16.5 220
China 84.0 314
India 44.6 425
Others 100.7 J2-._4__
World Total ~ 491.8 <395

HISTORIC WORLD
WHEAT PRODUCTION

(Mil, Tons)

1980 4426
1981 4504
1982 450.8
1983 4895,
1984 4918

* Current USDA Est,
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‘Over 35 years of worldwide experience

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

® Tr uble-free silo discharge—
ef cient, quiet, Turbo-Segment
Di charge Cones for any size silo.

¢ D: st-free Conveying Systems—
ef clent utilization of both vacuum
ar i pressure conveying with large
fil ars and dust-free design
th oughout.

Novemper, 1984

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

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

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

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

AZO Inc.

PO. Box 181070
Memphis, TN 38118
(901) 794-9480




No one mills more quality
durum than Peavey and
Condgra. No one provides a
more dependable supply — lthe
right product al the right time
at fhe right price.

Thal's why you can count on
Peavey and ConAgra — Ameri-
ca’s largest supplier of qualily
Semolina and other fing durum
producls.

Flour Milling Company
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West. Europe
EEC

North America
Canada
USA

South America

Middle East
Syria
Turkey

North Africa
Algeria
Morocco
Tunisia

Others
World Total

i Avg.
197576 6

, 1976-77 13

1 1977-78
3 1978-79
1979-80
1980-81
1981-82
1982-83
i 1983-85
1984-85

lmul'o

|

1974
1975
1976
1977
1978
1979
1980
1981

1982
1983

10 Yr, Avg
5 Yr. Avg.
Est. 1984

WORLD PRODUCTION OF DURUM
(Million Bushels)
1980

1979
158
151
173

66
107
7
212
17
165
95
22
48
22

129
774

184
173
180
70
110
7
237
35
176
107
29
48
26
129

844

DURUM EXPORTS BY SOURCE
(Million Bushels)

EEC

Conado
56
49
71
50
58
80
85
99
88

W o N — N -

11
2]
12

U.5. DURUM PRODUCTION

4.1
4.7
4.6
3.0
4.0
3.9
48
5.7
4.2
25
42
42
3.2

Harvested Area
(Million Acres)

1981 1982 1983 1984
165 165 151 187
158 154 140 179
294 261 173 173
110 114 97 70
187 147 72 97
7 7 7 7
251 266 206 220
31 19 18 22
196 225 186 191
81 107 92 96
28 24 18 27
22 52 40 44
29 28 18 22
110 92 110 112
210 894 753 795
U.s.
US. Others Totel Share
62 1 126 50%
39 — 103 38%
61 1 143 43%
63 5 120 53%
82 8 155 53%
59 4 152 9%
82 15 178 46%
59 —_— 179 33%
65 — 166 39%
60 est,
Yield
(Bu./Acre (Hm::"l':.)
19.8 81.2
26.4 123.4
29.4 134,9
26.4 80.0
33.1 133.3
27.1 1067
224 108.4
324 183.0
349 145,9
293 73.0
27.9 117.0
29.4 123.4
30.4 97.1

Canadian Grain Com
Grain Research Labo: Io‘::ro
1983 Report

Amber durum wheat

Amino acid composition o
ghetti: Effect of dly?nog cnniitirnns
tn_lnl and available lysine, This study
initiated last ycar has now been cor:
pleted. Drying conditions hud a pro
nounced effect on the amount of ayail.
able lysine lost during spagheti
processing but did not affect any other
amino acid, Increasing the drying tem.
perature and the duration of the high
temperature increased the loss of avail-
able lysine. When spaghetti is dried at
85°C for 8 hours, only 66% of the
lysine is nutritionally available; 90%
is aovailable after drying at 39°C.
Relatively short term exposure of spa-
ghetti to high temperature during dry-
ing resulted in improved spaghelti
color and much reduced loss of avail-
able lysine without sacrificing cooking
quality compared with drying programs
with lungel: exposure to high tempera-
ture. Cooking of spaghetti had no of-
fect on amino acid composition and
available lysince levels.
Updating of quality monitoring tests
for durum wheat. To reflect dumm
wheat quality as assessed commer-
cially, a number of changes have been
introduced into the Laboratory’s test-
ing program, The milling flow has been
modified to increase semolina vicld to
approximately 66% and tota' milling
yield to about 75% but with v ry litle
increase in ash content, In  ‘ace of
yellow pigment content, semol 1 color
is expressed in units determin on an
AGTRON  direct reading rc clance
spectrophotometer, Spaghetti  pro-
cessed on a DEMACO lal -atory-
scale continuous extrusion p s and
dried both by a conventio. | low-
temperature drying cycle (39 ) and
by a high-temperature cycle '0°C).
New parameters adopted for ¢l ractsr
izing semolina and spaghetti qu lity in-
clude speck count (the number if dark
specks in semolina per unit arc 1), the
stickiness of cooked spaghetti (med:
sured on the GRL compression tester)
awl cooking loss (the amount of m
teinl lost in the cooking water).

The role of lipids in spaghetti sticki-
mius, A preliminary study on the effect
vl lipids on cooked spakhetti stickiness
indicated that lipids decreased stick-
ness, Since the initial study, in collsbe-
ration with Dr. A. Boudreau of Laval
University, further research on sticki
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wss met odology has been conducted
1 that + 1T instrumental measurement
o sticki: :ss is more sensitive. Work is
gow und Tway to extract a large quan-

DURUM WHEAT
Supply & Demand

—Million Bushels—

jiy of st nolina with hexane. Spaghetti . Supply Disappearance
will be | ;ogcssed from defatted semo-  geginning Beskann e
fins, senolina and 5"“‘0““? “"ihh twﬁ June 1 tocks Production  Total Use  Exports Total Moy 3
vels of added lipids. Professing wi
i replicated so that results can be 1979-80 86 106 193 49 83 132 61
wilyzed statistically, 1980-81 61 108 171 51 59 m 60

Cooked spaghetti stickiness, The ef- 1981-82 60 186 248 58 82 140 108
Iediok b amELE and ype, of ma- 198283 Jo8 148 259 6 59 119 1%
- ':t?lse "Tf,'é"i'lii,%‘ﬂ: alian work- 198384 136 73 21 48 6 10 10
¢ (DEgidio et al, Cereal Foods 1984-85° 101 97 200 51 60 n 89
World 27.367 (1982) that cooked spa-

* Projected

gheti stickiness can be related to the
amount of material that can be rinsed
from the surface of cooked spaghetti
has been investigated, Spaphetti was

form a wide range of raw
merials by a laboratory-scale con-
inuous extrusion press, and was dried
by both a conventional low tempera-
wre (LT) and a high temperature
(HT) drying cycle. Spaghetti was
cooked in cooking waters of various
hardness, stickiness was mcasured by
the GRL compression tester, and total
malerial rinsed from the surface was
determined by the ltalian method. As
wooking water hardness incrensed, the
comelation of stickiness to amount of
iolted  surface material improved.
This was consistent with changes in
the composition of the surface material,
The surface material contained varying
imounts of maltose, @ by-product
leached! from the interior of the cooked

the cooking water, the proportion of
amylose in the surface material de-
creased.

Noodle technology. One of the dif-
ficulties encountered in the Laboratory
is achieving proper drying. In China
and even in Jopan, drying conditions
are not rigidly controlled; yet noodles
dry satisfactorily. In our Laboratory
noodles dried in 3 to 5 hours without
humidity control invariably split along
the plane where the dough sheet was
initially folded when a torsional force
is applied to the strand. Accordingly,
it is not possible to determine the cook-
ing quality as the strands split during
the cooking. However noodles can be
dried properly in the GRL spaghetti
drying cabinet employing a controlled
decreased in relative humidity at 39°C
for 22 hours. Some work on Malay-

spaghe’ti during surface material iso- sian-type wet noodies, which are made

laion. As cooking water hardness in- with alkali, boiled and coated with
crease.  the total amount of maltose coconut oil, has been donc. The fact

presen in the surface material re- that coconut oil solidifies at Labora-
malne. constant but the proportion tory room temperature complicates the
ol ma ise declined due to an increase w'ork. Fur!hermure. because 'ot‘ tl}:c
intot: amount of isolated surface ma- high ambient temperature “‘! lzz
lerial, n a buffer solution prepared to tropics, noodle shc.l[‘ life is only

simuli » the hardness of water used hours. 1t is very difficult to simulate
by th Malian workers, a correlation Malaysion conditions in our labora-
cocffic :nt of 0.85** (n = 27) was 'of, in order to c_vulunte properly the
obtahi d between the instrumental quality of Malaysian-type "°°‘f“°5-

evalu: ion of stickiness and total iso- A high extraction mill flow for pro-
lated . urface material. ducing semolina with the Buhler Labo-

A «ccondary factor associnted with ratory Mill. m“ mill ﬂl(.’“" p".:]i_l“u:llli
: i used for milling semolina Wi
cooked spaghetti stickiness may be the gy Siaporatory mill was modified

r et .

;;mr;:on sfﬂ::tylo:m?ﬂ;rc i?;‘:::; lo increase }l}ulall mgl‘n'gg yleltc)l lodubout
i A ated  eer for No. | C.W. amber durum

{:?;“w‘”“" spaghetti consistently con-  Lpoyy Semolina_yield is about 66%;

etrial tmorel amyl?s: lhmg;“':?c:v':; the gmuuh:;'lmlt1 is snt.:lch lhlﬂt:‘)[csr; lc!:gl;
rom less sticky spaghetti. 19 possed thiough a i

the stickiness of spaghetti preparcd sievc.pThc new high extraction method

from raw material which yielded in- s equally as reproducible us the old

trinsically sticky spaghetti was reduced  low extraction procedure. Preliminary

by either HT drying or by softening of results indicate that the high extraction

NovEMses, 1984

procedure gies o much better predic-
tion of commercial milling potential
for amber durum wheat than the low
extraction procedure.

Canadian Cultivars

Varictics grown by Canadian plant
breeders. Fifteen new cultivars of am-
ber durum wheat grown at 7 locations
in Western Canada in the summer of
1982 in the annual Co-operative Test
were evaluated for their end-use quality
characteristics in the Rescarch Labora-
tory carly in 1983, Two cultivars were
in the test for the third consecutive
year, four cultivars for the second con-
secutive year, and cight cultivars were
in the test for the first time.

One third year entry, DT371, and
twao year entries, DT376 and 379, were
rated equal in quality to Hercules.
Four of the first year cntries, DT380,
381, 385 and 443, appearcd equal in
quality to Hercules. The third year
cultivar, DT369, and second year cul-
tivars, DT374 and 441, along with first
year cultivars, DT382, 383, 384 and
442 were rated not equal in quality to
Hercules.

Milling, pasta-making and spaghetti-
cooking tests were also carried out on
31 new amber durum wheat cultivars
plus five check varieties grown in the
1982 Co-operative “B" Test. Cultivars
exhibiting suitable quality characteris-
tics are introduced by the plant breed-
¢rs into the annual Durum Wheat Co-
operative Test.

Canadian Crop Off 23%

Production of wheat in Canada in
1984 is estimated by Statistics Canada
ut 749,093,000 bus, down 23% from

(Continued on page 24)




All that meat
and no potatoes

For example: new studies show white
potatoes shoot the glucose and insulin levels
as high as a candy bar The circulating glucose
from the potato is likely to be packed away
as fat.

Not a bad idea, especially when you consider
that a very recent study on foods that “hold
calories” in our body lists white potatoes
right up there with candy bars.

Simply stated, what the study says is that “the
way we hold calories in the body may be a
result of our insulin response to different
foods. One function of insulin is to pack away
every calorie that the body takes in.” If we eat
foods that don't immediately jump the insulin
level. our overall metabolism responds
diferently and we don’t necessarily deposit
the c.lories.

Pasta (made with semolina), on the other
hand. qualified for the "good group.’ a
finding that astonished many. Pasta
produces a flat reading on glucose levels and

insulin release.

We have nothing against the good ol potato.
The fact is. we enjoy potatoes. And we don't
suggest totally replacing the potato with

pasta. We just suggest that it's a good idea to
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Mos: wutritionists have been urging us to cut a8
dow on our intake of fats and protein and vary our diet — like meat and pasta a couple
incte ~e our intake of foods with complex of times a week.

ik ydrates. Why not suggest this non-fattening idea to
But ich carbohydrates we eat make a your customers?

difft  ce in insulin release.

>/~ pastas — let's tell it like it Is.

ADM [

4550 W 109th Street, Shawne

e Mission, KS 00211 ® 1913 181 1400

ADM also supplies qual
€0, soy proteins, dough cond}

lity shortening, corn sweeteners,

tloners and vital wheat gluten

for the baking industry.
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Canadian Crop

(Continued from page 21)

last year's harvest of 976,915,000 bus
and 24% below the record outturn
of 984,396,000 bus in 1982, The de-
crease is attributed to the severe drouth
that reduced average per-acre yield to
23 bus from 28.9 in 1983. Yield per
acre in 1982 was 31.7 bus, Estimate of
spring wheat production is 625,793,
000 bus, down 25% from 835,893,
000 bus last year. Durum outturn is
estimated at 77,600,000 bus, down
20% from 97,300,000 bus in 1983,

Wheat Industry Council
Sets Projects

The Exccutive Commiltce of the
Wheat Industry Council has approved
launching of what it describes as the
Council's two most important generic
communications projects to date—dc-
velopment of a national print and
broadcast campaign targeted to women
with children, and production of a
nutrition education film for a multi-
generation audicnce. In authorizing the
two projects, the Council’s Exccutive
Committee, hcaded by Lauren H.
Batty, ITT Continental Baking Co.,
Rye, N.Y., chairman, named Jordan,
Casc & McGrath, a New York-bascd
creative group, to develop the multi-
media project, and Renan Productions,
Los Angeles, to produce the feature
film on wheat food products.

The new Wheat Industry Council
projects follow the recent release of
a consumer cducation packet, under
the name of “Inside Wheat Foods,"
which is designed to provide diverse
audiences with information on the nu-
tritional and caloric content of wheat
foods.

Incorporates Consumer
Research Work

The national print and broadcast
campaign being developed by Jordan,
Case & McGrath will incorporate find-
ing of previous consumer research by
the Wheat Industry Council—a na-
tionwide survey entitled “Food, Nu-
trition and Diet" and testing of con-
sumer focus panels. The campaign will
be directed to the nation’s primary
food shoppers—women ages 18 to 49
with children.

According to the Council, creative
concepts and consumer testing of the
print and broadcast campaign will be
completed by January 1985,

The nutrition education film to be
developed by Renan Productions, the

Council said, is targeted for aduiences
ranging in age from the teens to 55
and older. It will focus on the im-
portance of wheat foods to a balanced
diet, the variety of products available,
and appeal of wheat foods for all
family members.

The Council hopes to premiere the
film at a regional meeting of the Ad-
ministration on Aging at Dallas in De-
cember. Initial distribution of the film
will be through this organizaticn.

Fact Sheets on Product Categories

The Council's recently released “In-
side Wheat Foods" includes a cover
brochure explaining the nutritional im-
portance of wheat-based foods and
their relatively low cost, and five fact
sheets on different product categories
—bread, cereals, pasta, crackers and
desserts, The sheets discuss the back-
ground, ingredicnts, nutrition and con-
sumption patterns for each of these
product groups.

‘To Schools, Food Chains, Editors

The consumer cducation packet is
being made available to schools, senior
citizen centers, home extension econ-
omists, nutritionists, food chain con-
sumer affairs representatives and food
editors.

After a brief explanation of wheat
varieties and the milling process, “In-
side Wheat Foods” points out that
Americans are eating less than the rec-
ommended amount of pgrain-based
foods.

“Adults,” the introductory brochure
says, “get only about 18% of their
total daily calories from wheat foods.
But even from this small amount, per-

Al Kenner, Darla Tufto, Rogert Kenner left to right,

centages of various nutrients the aver-
age adult gets each day from whea
food products are impressive.” The
brochure encourages use by consumers
of ingredient and nutrition labels on |8
wheat foods, stating, “This information
can be very helpful in achieving im-

proved health and fitness.”

“Bargain For Value Received”

Describing wheat foods as

gain for all the nutritional value e
ceived,” the brochure concludes:
“For good nutrition, health and ideal
body weight, we must eat a varicty of
foods, not overdo on any onc kind,
particularly fats, and excrcise regularly.

But we haven't been eating
of the types of food which sup
plex carbohydrates, very likel'
of mistaken fears about st
hope that the information -
here has allayed any such co
you  may feel frec to eat @
mare! wheat foods.”

Durum-Film Project
Work has~commenced on
film project by Thea Marsh.
munications, Washington, [
Prairie’ Public TV, the crew.
ments arc being coordinated

North Dakota Wheat Commis

Planting and cultivation scc
be shot at the Weckerly farms,
ficld, N.D. Harvest, storage and hand!-

ing facilities at the Rogert

farm, Lecds. Harvey Elevator a0
North Dakota Mill are also includ

in the schedule, as are intervicws will
personnel at North Dakota State Uni-

versity.
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QUALITY 7
ASSURANCE

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 settle for anything less.
Buhler-Miag—your assurance
of quamr- s everything you
need to know about pasta
grocessln equipment.

ut our skill to work
for you.
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Contact us for information on our complete
line of pasta processing equipment.

Kenner
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= (BUHLER-MIAG)

P.O. Box 9497, Minneapolis, MN 55440 (612) 545-1401
59 Curlew Drive, Toronto, CANADA M3A2P8 (416) 445-6910 *




Pasta Makers 'in Americg \,

Ranks Hovis McDougall Limited.
London, is one of the world's leading
food companies, with strong emphasis
on grain, milling and baking in the
United Kingdom, Including overseas
affiliates, RHM sales in fiscal year
cnded August, 1975 were 795 million
pounds ($1,850,000,000). Among
their subsidiarics were two companies
in the United States that produced and
marketed vinegar and apple cider, In
Canada, Gattuso Corporation Ltd,, a
macaroni manufacturer, was an RHM
subsidiary.

In the summer of 1976 RHM ac-
quired majority interest in Gioia Maca-
roni Company of Buffalo, New York,
Anthony H, Ginia was retained as
president and chicf exccutive officer.
J. Malcolm Semple, a director of
RHM, became the new chairman of
the board,

Giola

Gioia’s beginnings as one of the
country's largest pasta producers took
place in 1910 in Fredonia, New York,
a small town west of Buffalo, It was
here that Antonio Gioia, homesick for
the authentic taste of Italian pasta,
started making macaroni and spaghetti
in his home. His friends clamored for
this “different,"” quality pasta—thus the
start of Gioia Macaroni Company 74
years ago,

From these humble beginnings Gioia
has expanded continually, first moving
to Rochester in 1919, then returning
to their present location in a 75,000
square foot plant in Buffalo in 1948,
Since moving to Buffalo the plant has
been completely modernized and ex-
panded to a total 120,000 square feet,

As Gioia grew, additional varicties
of pasta were added to the line so that
currently the company markets 110
different macaroni shapes and sizes in
300 boxes, In addition, the company
markets threc varietics of spaghetti
sauce, a pizza sauce and u complete
line of Italian Specialty items.

Buffalo Hub

Gioia's major markcting arca is
within a 50 mile radius of Buffalo,
The company enjoys distribution in al-
most all major food chains in Up-state
New York, Gioia's reputation has been
built on quality. In fact, Giola has
won awards for pasta in the Rome
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“THE ENGLISH ACQUISITIONS

Anthony H, Gicla

Food Fair on several occusions. The
company was the first to use the win-
dow box on pasta products so that
consumers could sce the quality of the
product. Most important is the quality
of the product itself. Gioia uses only
the finest Semolina wheat flour and is
able to store half a million pounds of
flour to assure continuous production
—which, in fact, is the schedule—
seven days a week, three shifts a day.

To keep up with consumer demand
for its quality products Gioia has in-
creased capacity considerably. The first
major expansion occurred in 1964, The
major installation was a fully auto-
mated macaroni mixer, press and dryer,
which at the time was the largest
machine of its kind in the nation.

This was followed by even greater
cxpansion starting in 1972 was the
addition of two long goods lines. In
1973, a production line for extrusion,
cutting and drying of noodles was
added. Finally, in 1976 an additional
long goods line was added.

Part of Gioia's growth has been
through acquisition. In 1960 Piscitello
Macaroni Company of Rochester was
acquired and absorbed into the Gioia
operation.

In 1977 the company acquired
Bravo Macaroni, which had a very
strong franchise Upstate and pro-
duced quality pasta and sauce prod-
ucts for distribution throughout the
Northeast and West Central areas, The
added production facilities enabled
Bravo/Gioia to keep up with consumer
demand which has more than doubled

since 1971, The merger of I avo gy
Gioin actually re-united 11¢ Gig
family after 40 years operating two
completely separate organizations.

Presidential Timber

Alfonso Gioia of A. Gioia §
Brother, Rochester New York (i
brother went to Buffalo), was clected
the twellth president of the National

[HIS BULK INGREDIENT
PAYS FOR ITSELF
IN FLOUR COSTS ALONE. *

AND THAT'S JUST THE BEGINNING...

o

SYSTEM

“Zfel, 2
bo,/9
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Macaroni Manufacturers Association
in June 1932, During his administra
tion invaluable work was done in
solidifying all interests in the trade and
amalgamating smaller  organizations
under the banner of the Association.
The initial steps were taken towards
the adoption of a Macaroni Code under
the National Recovery Act.

In 1958 his son Horace P. Gioia
was clected the 24th president of the
National Macaroni Manufacturers As-
sociation. He had a keen interest in
durum relations and frequently al-
tended the Durum Show in Langdon,
North Dakota.

In 1984 Anthony H. Gioia wa
clected Chairman of the National Pasta
Association,

Ravarino & Freschi

Ravarino & Freschi, lvv. W&
founded at the turn of the c 'tury by
A. Joseph Freschi and John } warino,
immigrants from northern 1 ly. Set-
tling in St. Louis they set up  whole-
sale importing business and der be-
came founders of Mound Ci Macs-
roni Company, The nan d w&
changed back to Ravarino & Freschi,
Inc.

John Ravarino died in
Joe Freschi in 1949, The g
passed on to William Fres: i, Jo¢
son, who manoged produc n and
Albert J. Ravarino, Joe's Jephe¥:
who handled administrati n a0
sales, ,

The St. Louls Food New: carricd
this information on the “Mu. of the
Month" in June, 1963:

Al Ravarino is a large, fricndly, ¢
thusiastic, soft spoken mun W
thoroughly enjoys the food 1‘“5""‘;?
As president of Ravarino & Fresch
manufacturers of fine macaroni P
ducts and frozen ravioli dinners, his
has ample opportunity to enjoy M
hobby — the macaroni busincss.
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Besides what you'll save by buying flour in bu!k.
you'll eliminate handling labor, the cosl of bag dis-
posal, sanitatiun, and prevent waste due lo spillage
or ingredient contamination. B.E.S." minimum space
storage systems let you make more produclive use
of valuable in-plant space.

TOTAL AUTOMATION AT MINIMUM COST.

A B.ES. bulk system can move your ingredients
from delivery to processing al the touch of a bul-
ton—and for less than you're currently spending lo
buy flour by the bag. Even il you use only 250 bags
of flour a week, a custom-designed bulk system can
pay for ilsell based on what you'll save on llour costs
alone.

WE'RE FOOD INDUSTRY EXPERTS.

At B.E.S., we understand the specialized needs ol
the food industry. We know the spacilic properlies of
liour, sugar and other ingredients, and with our more
than 20 years' experience designing highly reliable,
cost-affective systems sized properly lor each indi-
vidual application, you are assured of many years of
Irouble-Iree operation.

D] =1 Q

NATIONWIDE INSTALLATIONS.
B.E.S. bulk ingredient systems are designed and
manufactured to meel the most exacting standards,
and are BISSC approved. B.E.S. stands behind each
system with experl installalion, nationwide servlcl:e.
and a lull inventory of spare parls. That's why we're
{he choice of bakers and food processors through-
out \he United Slates.

CALL FOR A FREE COST ANALYSIS.

Find oul how easy il is o save money with a bulk
ingredient system from B.E.S.
Call (914) 937-2065.
Shart saving money today.

D] =0

B.E.S. MATERIAL HANDLING SYSTEMS

Main Office and Pian
420 West Stree!

Port Chester, NY 10573
(914) B37-2065

Mad-Atlantic Sales Ollice
215 Fourth Street
Dallastown, PA 17313
(717) 246-3442

Madwest Sales Office

One Commerce Squaie Paik
23200 Chagrin Boulevard
Cleveand, OH 44122

(216) 4644422
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Ravarino & Freschi
(Continued from page 24)

“As far back as I can remember,”
he reflected, “I was sure that I would
go into this business. We lived in
Webster, and my father used to drive
me to St. Louis U. High, I'd come
over to the plant after school aud help
out until time to go home, The busi-
ness has always fuscinated me.”

He is a native of north St. Louis,
and lived at 5221 Maple until 1923,
when his family moved back to Italy.
He was 10, “I guess my mother was
homesick,” he said. “We have always
had many family connections in north-
crn Italy, and she wanted to be near
her people.”” While in Italy, Al at-
tended a Catholic military academy
ncar Genoa, and remembers the time
spent there as a remarkable memor-
able experience,

The family didn’t stay long in Italy,
At that time, during the early years
of Fascism in Italy, times were bad,
the couniry was in unrest, and the
clder Ravarino decided the family for-
tunes would be better served in the
United States, They returned to St.
Louis, after an absence of two years.

There were four Ravarino children:
three boys and one girl. Al's youngest
brother, Ernie, is a member of the
macaroni firm, and his other brother,
Mario, is manager of the Chase Man-
hattan Bank officc in Rome, Italy.

Background

Al was graduated from St. Louls
University Iiigh School in 1931, He
says he still picks up boys on their
way to and from school, while driving
between his home and the company
plant on Shaw near Kingshighway. He
always asks these boys their names,
because many of his former classmates
have sons who now attend the school.
“I like to keep in touch,” hc says.

Afier high school, he attended Notre
Dame University. He majored in busi-
ness administration. In 1935, after he
received his degree from college, he
joined the family firm, in the sales
department.

“I thought I was in a dying busi-
ness,” he recalls, “In those days, 75
per cent of the macaroni and spaghetti
business was in 25-pound boxes of
bulk products that sold to individual
grocers whose trade was mostly people
of Italian birth, These people were
growing older, and it looked as though
the spaghetti business wouldn’t last.
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Albert J, Ravarino

There wasn't the same kind of market
among native Americans as there was
with Italians, You sce, in those days,
the Italians ate 70 pounds of maca-
roni products per capita annually,
against only seven pounds of native
Americans,”

The problem was to make these
products more appealing to the gener-
al public, and to creale more aware-
ness of the quality of Italian foods,
He spent most of his time developing
packaging and traveling around the
company's trading arca from Pitts-
burgh to Salt Lake City, developing
new business and trying to help the
old Italian customers modernize their
merchandising methods. The work
wasn't easy. He recalls that at the time
he came into the busincss there were
over 350 spaghetti factorics in the
country. Today there are about 125
of commercial importance,

Philosophy

Al Ravarino says the future of the
food business, and his own business,
he feels, depends on how well the food
manufacturer keeps up with the chang-
ing buying habits of people, and with
their social and economic ways of liv-
ing. Constant attention is nceded.

“Spagheti and macaroni have al-
ways been convenience foods,” he
claims. “There’s no peeling or special
preparation needed—and the way to
more business is to teach the house-
wife the casy ways to develop her own
special recipes, Prepared mixes are
just stepping stones to their own spe-
cial way of fixing these products. The
fascination of spaghetti cookery is well
known, and it has developed particu-
larly since World War 11, Millions of

people have discovered that hey ca ,l
prepare ‘gourmet’ dishes w )
own private sauce recipes, . foy g
the sccrets of fine Italian ¢ sine, bd
says, depend on good nesa
cheese and butter, they key ii. :redien
of the splendid dishes based «n nogh
ern Italian cooking.
Al Ravarino was elected presien
of the National Macaroni Manufu.
turers Association in 1962, He be
came Chairman of the National Mag
aroni Institute in 1964. This was
product promotional arm of the iy
dustry and a prime interest of My,
Ravarino, During his regime tl; ap.
nual family reunion or New York
press parly was inaugurated. He was
a participant on the first Spagheti Sz
farl, a tour for food editors to durum
country during the harvest period,
Acquisitions of two Chicago firms,
New Mill Noodle Company, origins
tor of Polish style Kluski noodles, and
Red Cross Macaroni Company,
strongest franchise for pasta in the
market, were accomplished by Mr.
Ravarino’s persuasiveness.
When he died in 1976 he was eulo-
Bized by a competitor who took spact
out in the Macaroni Journal to salute
this dedicated industry worker.
He left behind his wife of thiry
years, Helen Maric and two daugh
ters, Anne Marie and Mirella,
The purchase of the busincss took
place by RHM in October, i977.

Menlino's Macaroni

Guido Merlino arrived in * attle in
1928, cight years after e grating
from Taranta Pelingna, It ¢ with
John Madonna and Joseph M lino, 2
cousin, For four years the 1l e men
worked for day wages, sav | their
money and with a $10,000 in stmen!
started the Mission Macaro: Com
pany,

The outlook was dim - it <as the
depths of the depression. F ce-cot:
ting competition had taken ai profit
out of macaroni, and had gi.en the
line a bad reputation in th: [
ficld.

But the partners kept workitg
Guido kept after more sales. He sl
the sparkplug. Promises were keph
Orders were delivered. A repulation
was established. 3

In twenty years they had S“’“"ld
ncarly a 70% market share of Sﬂl“f
and had representatives in Washing

(Continued on page 31
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w, Oreg on, Idaho, Montana, Alaska,

I, .nd parts of California.
By the age of 50 Guido Merlino
§ realized his ambitions - all but
we: Lhe sccurity of his two deaf-mute
iidren, so he sold out to Golden
in Macaroni' Company, accepting
five-year . management  contract,
i Merlino and his sons took their
of the sale and started Major

ulian. Foods. A

Emest Merlino, Sr. was onc of
iose sons. He and his brother inheri-
e the tradition of hard work from
it forcbears. They made the new
ierprise go.

In 1976 they opened a 41,500
qure foot plant as a replacement
br an_older. cstablishment, This was
pe fifth plant with which the scnior
Melino, 56, and chairman of the
popany, had been associated. He
oked in “his father's plant as a
With two_highly automated lines
erating around the clock five days
g week the new plant produced 4
ifferent products, and it packaged
br four private-label customers in
dition to its own Majorette brand.
mual  capacity  was 30,000,000
With space for two more produc-
m lines, the company. needed more
wa for storage and handling of out-

That led to construction of an
dfitona! 27,000 square  feet of
rehous: -facilities. | The - investment
building #2d equipment, including
Iddil m, ran better than $5,000,-

Emest Merlino, Jr., 28, who had
oed 1 to: president, was a busi-
% adi inistration graduate of Se-
% Un versity who has worked in

phase of the operation.

He in alled’/the first’ bolt in the

Plar - and intended to place the

Y onc even though Andy Gildore,
dua’c mechanical engineer from

0, \/as vice president and plant
erinteident.

Fint year's sales from the new
féil topped $4,000,000 and the Mer-
U8 were adding new products with
“mpanying recipes and anticipating

Pulinulng growth, :
121977, the ‘business was sold to
' dﬁghmﬂy-mmamr the  name

EXPANSION OF A PASTA PLANT

arathTanta

Gioia Macaroni Company, Inc., Buffalo, NY

by Felix Grunenfelder
in Buhler-Miag Diagram 80

{ !llll Grunenfelder

'I’hr Giola Macaroni Company, Inc.,
a wholly owned subsidiary of RHM
Holdings (USA), Inc,, dedicated its
newly built pasta production facility in
Buffalo, New York, in April 1983,
The project involved the expansion
to and upgrading of the existing Gioia
plant representing years of planning
and coordinating with officials of gov-
ernment and industry. More than haif
of the total investment was spent in
new, state-of-the-art automated pasta
manufacturing and packaging equip-
ment, The new complex has to be con-
sidered one of the most efficient and
economical pasta facilities in the U.S.
In the recent past, this industry has
cxperienced quite a transformation,
While it was traditionally of a regional
character, the recent mergers and ac-
quisitions have transformed this scg-
ment into a national industry and
through this have brought along a num-
ber of expansions and, of course, some
plant closures due to shifting market
requirements,
Gioin has with the addition of these
tow lines increased its capacity from
12,000 to 20,000 Ibs./hr. (5500 to
9000/h), L.e. an increase of 65%. This
will enable Gioia to maintain and en-
large its market share in the heavily
populated northeast section of the U.S.,
which includes a strong ethnic group
of Italian-Americans, traditionally the
large volume pasta consumers on a per
capita basis.
" After careful evaluation and inquiry
of suppliers, Gioia, on September 30,
1981, awarded the contract for engi-

necring and supply of the flour handl-
ing system as well as for onc 4000-1b./
hr. (1800 kg/h) capacity line for short
goods and one 400-Ib./hr. line for long
goods to Buhler-Miag, Inc., in Minne-
apolis,

Installation
A well-coordinated cffort between
Buhler-Miag, Inc., the Austin Com-
pany as the overall project contractor,
suppliers of related equipment and
various sub-contractors led to a smooth
completion of this project. A new
building was designed and built by the
Austin Company of Cleveland to house
this new machinery, and in June of
1982 installation of equipment began,
Supervision was supplied by Buhler-
Miag, Inc., and after cight months

both lines produced pasta.

Equipment

The machinery represents the most
up-to-date equipment on the market
today., The two lincs and the flour
handling system arc automatically con-
trolled by a PC system (programmable
controller), with fealures like auto-
matic start-up and shutdown of the
cquipment in timed sequence, each to
change program in a short period of
time, and a device to hook up the sys-
tem via a public telephone line to the
terminal in the Electrical Department
of Buhler-Miag, Inc., Minncapolis, in
order to control and change the pro-
gram, The dryers are designed for high-
temperature operation. The lines run
24 hours a dany fully automatic; two
operators per shift are needed for con-
trol functions only,

Flour Handling System
The raw material received by rail-
car or truck is conveyed to silos at a
capacity of approximately 40,000 lbs,/
hr. (18 metric tons per hour). The
two silos hold a capacity of approxi-
mately 400,000 lbs, (180 t), and the
bin for regrind and filter dust holds
approximately 20,000 lbs (9 t). From
the silos and the regrind bin, the prod-
uct is fed via airlocks into a DFMC
batch mixer, which is mounted in a
scale. Once the formula is presented
to the system, the programmable con-
troller  automatically controls the
weight of the different ingredients en-
tering the batch mixer. Each batch is

(Continued on page 32)
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Expansion of a Plant
(Continued from poge 31)

2000 Ibs. (900 kg), which after
thorough mixings is dumped into a
holding tank and then conveyed to the
press bins. Each press bin can hold
4000 1bs. (1800 kg), which is about
the amount needed for one hour's pro-
duction of pasta. The programmable
controller is capable of delivering two
different formulas to the lines and addi-
tionally ensures that each line is at all
times sufficiently fed with product to
allow continuous operation.

Short-goods Line

The capacity of the short-goods line
is 4000 lbs./hr. (1800 kg/h) of dry,
ready-to-pack elbows, The ingredients,
water and semolina, are mixed and ex-
truded by a TPBD double-screw press.
From the two die heads, the shaped
pasta drops into two TPFB shaker
predryers, where the surface of the
product is dried in order to avoid
sticking. After the two shaker predry-
ers, it is collected and transported by
one bucket clevator to the TRNC belt
predryer. The short goods arc dried
in two stages: in the TRNC predryer
at a tempcrature of approximately
160°F (71°C) and in the TTNC final
dryer at approximately 165°F (74°C).
The drying time is only 42 hours. The
two drying zones are completely inde-
pendent in order to maintain a stabls
climate in each zone. After drying
the product passes through a TBFB
shaker cooler to bring it down to room
temperature before its enters one of
five finished goods storage bins. The
total capacity of the five bins is ap-
proximately 80,000 1bs. (36 t), repre-
senting 20 hours of production. This
feature allows Gioia to run the line
for 24 hours and pack in only four
hours if so desired, The hoppers above
the packaging equipment control which
silo will discharge into which bin via
which belt. This complete program is
also controlled via a programmable
controller.

Long-goods Line

The capacity of the long-goods line
is 4000 Ibs./hr. (1800 kg/h) of dry,
cut, ready-to-pack spaghetti. The long
goods are produced on the same type
of TPBD press as the short goods, but
instead of two heads with round dies,
there is only one head with a rectangu-
lar die. The strands leaving the die are
evenly spread over four sticks at a
time by the TSBB spreader. They re-
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main hanging on the sticks until they
are dry and ready to be cut. The long
goods are dried in three independent
stages; the temperature in Zone I is
approximately 110°F (43°C), in Zone
11 approximately 135°F (57°C), and
in Zone 111 approximately 160°F (71°
C). The total drying time is about ten
hours, After drying, the product passes
through a cooling zone and then cnters
one of nine available storage levels.
The TAG storage is sized for holding
16 hours of production. After storage,
two TSTA stripping and cutting ma-
chines strip the product from the sticks
and cut it to the desired length, the
two machines work simultancously and
are synchronized with the packaging
machines, The cut spaghetti from both
machines are collected and conveyed
in a cascade to the packaging cquip-
ment on the lower floor, All empty
sticks are returned to the TSBB
spreader by the automatic stick return,
The new pasta plant at Gioia Maca-
roni is definitely a remarkable addition
to the US. pasta industry. Buhler-
Miag is dedicated to continue to serve
this growing industry with its leading
know-how and quality equipment.

Egg Outlook

Production of eggs is increasing in
1984 and will likely conlinue growing
through 1985. With supplies increas-
ing, prices for cggs will remain rela-
tively weak.

Even though producers sold more
hens in June than last year, the number
of layers on July 1 was up 3 percent.
During the second quarter, the number
of layers was above last year but the
rate of lay was down. Egg production
in April through Junc was 1,408 mil-
lion dozen, nearly the same as in 1983,

Very favorable returns last fall and
winter encouraged egg producers to
order more replacement pullets, and
these will enter the laying flock in
second-half 1984. Productivity should
increase during the remainder of 1984,

climbing again to near last y ir's joyy
With additional pullets en .ring 1
flocks in the third quarter. egp oy
put is expected to increase : percey
from the 1,399 million dozer sroduc
in 1983. During the fourt! quane
output may be 3 percent abo: ¢ 198)
1,418 million dozen,

In July, wholesale priccs wre belo
the cost of production. If this con
tinues, producers arc likely to sk
orders for replacement pullets for ney
year's flocks. However, the pul
added in second-half 1984 will cog
tinue to increasc production through
out 1985, During first-half 1985, ey
output may be 3 percent above fir
half 1984, The rate of increase m
slow in second-half 1985 so that con
sumption in 1985 could be near th
1983 level. Per capita consumpio
would be leveling off but down sharp
from prior years.

Prices for eggs have been volatile i
1984. Any scasonal increase in d
mand, such as at Easter, greal
strengthened prices. During July, car
toned Grade A large eggs in N
York averaged 71.5 cents per dozn
up from 68 cents last year, but dow
from the 83-cent average for the seco
quarter. Prices will likely strengthe
scasonally as school resumes; in b
third quarter they may average 70 Y
74 cents, down slightly from last year
74. With prcduction increasing in i
fourth quurter, prices may o :rage 0
to 72, down from 1983's “1 cenl
During first-half 1985, price are ¢t
pected to average 60 to 68 c. 15, dow
from 93 this year. With pro ction U§
only slightly in second-half 1 »5, pne
then may average about the  me 8
second-half 1984, Exports of hell ¢23
and cgg products were 52  cent
low last year in first-half 19 1. Jof
was our best customer, taki § maif!
egg products. Exports are ¢ iected
improve as domestic prices w tken &0
become competitive in mor: markes

Darla Tufto Leaves
Commission

Nutritionist Darla Tufto resig™s
her position as Nutrition Specialist 1
the North Dakota Wheat Commisst
in September to pursue an MB 5
the University of Minnesota. She h
worked closely with the NPA over
years and was most recently chd
person of the Nutrition and Educati®
Committce and oversaw the P“b‘
tion of the Nutrient Profile of P
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THE DEMISE OF MARKETING 101

by George Lazarus, columnist in the Chicago Tribune, Adweek

Ilve been writing a Business-Market-
ing column for 23 years for three
newspapers, the most recent one for
13 years. I've been exposed to various
marketing textbooks. My undergradu-
ale major was marketing and ] took
Principles of Marketing or Fundamen-
tals of Marketing or plain old Market-
ing 101, if you want to call it, at an
eastern university. I suppose, if 1
hadn't taken those courses and been
cavering the marketing beat, I might be
fooled by what I have been reading re-
cently or am led to believe in media.
I'm sure you've seen the same articles
that I have. The gist of them is that
companies are discovering marketing
or rediscovering it. Only a few months
ago 1 spotted an article in U.S. News
and World Report entitled “*Marketing
is the Name of the Game in 1980s."
And, there was a cover story in Busi-
ness Week, certainly a first-rate pub-
lication, claiming marketing as a new
priority. And you may have scen the
guest cditorial in Industry Week magu-
zine on marketing with the new con-
sumer, Quite frankly, I find such edi-
torial rcporting and coverage very
amusing, if not naive, and I hope you
do too. It makes me wonder some-
times about the smarts of business
journalists, some of whom I'm sure,
have misreported events in your com-
panies and even worse, misquoted you
or your spokesperson. As you can sce,
I'm a very candid person.

Name of the Game

But, you know and I know that
marketing was the name of the game
in the 1950s, the 1960s, the 1970s,
and it will be so in the 1990s for most
businesses, pasta included. But if you
really want to know where I learned
my basics in marketing, the answer is
the Lazarus “Mom and Pop Grocery
Store in Worcester, Mass., where in
the late 1940s, as a teenage clerk, I
grew up on Campbell’'s Tomato Soup
at 10 cents a can. I knew why it had
more shelf space than vegetable,
chicken with rice, chicken noodle and
vegetable beef combined. Now, I
really don't fault the publications I've
mentioned for their marketing cover-
age. Rather, I would show more re-
spect if they had simply stated some-
thing along these lines: How can a
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George Lazarus

marketer grow in the more competitive
markets, the 1980s or the 1990s for
that matter? There is no doubt that
there are some very competitive pres-
ent day markets or product categories
compared with the 1950s and the
1960s and even the 1970s, Firms slug-
ging it out for market sharepoints.
Cigarettes arc a very dramatic illus-
tration. Well, there have been many
line extentions in cigarettes, Believe
it or not, presently there are 261 dif-
ferent brands of cigarettes. And that's
more than triple the 85 there were in
the market just ten years ago. Mind
you, the past decade was a period in
which broadcast advertising was
blocked out for cigarcttes., Officially,
the broadcast ban went into effect Jan-
uary 2, 1971. And then there's the
beer business. All of the mergers and
shut-downs would suggest that thecom-
petitive factor has been lessened. That
Anheuser-Busch is running away with
the market, Not exactly, Like the cig-
arette business, the beer business has
been flat with hardly any growth the
last two years, So to hype business,
Anheuser-Busch and some other brew-,
ers are out there scrambling with new,
low-alcohol beers designed to get new
customers and bring back lost custo-
mers. The lost customers have jumped
on the wine bandwagon of the 1970s,
The low-alcohol beers also have fewer
calories than regular beers, And I sus-
pect that Anhcuser-Busch's strategy is

to try to steal some of the ligl.. busis

from Miller Company's Lite Becr w
its new L.A, Beer. I frankly think L.
is one big, huge mistake on the pant g

SR EAWANT YOUR PACKAGING SYSTEM
TO ENTER AND
MAINTAIN AN EDGE
IN THE ERA OF ELECTRONICS
AND COMPUTERIZATION

you all know, the beer that real)
shook up the catcgory was Lite, |
been o huge success for Miller. It
beer that created an entire new marke
Lite is onc of the greal suc
stories in American business. I's do
so well that it's the No. 1 brand
Miller. But it wasn't always that wa;
Let's really go back to yesteryear a
I'll tell you about my first Lile e
pericnce. I've gone to hundreds o
press conferences over the years an
there is one that still sticks in m
mind — the introduction of Lite Bes
in 1967 in Chicago by a Chica
brewer. That conference was a reall
exciting event. They had a gal dres
os a Lite girl, running around passin
out samples, and they really put
public relations hype into it. Lite i
those days showed a good deal o
promise except for one thing. A thin
which really didn't help the brand. ]
was positioned as a drink for wome
even though the men are the bigee
consumers of beer. The company mi

=rine A eapiBAI D0 RICCIARELL sas
PACKAGING MACHINERY FOR THE
PASTA INDUSTRY SINCE 1843

was for women., Much lii - Phillg
Morris' Marlboro cigarette ' and ¥
positioned for women until | 54 whe
new advertising strategy 1 de it |
macho men's brand. Of cou :, whi!
happened since, is that Phil' » MornS
Marlboro brand is the Nc 1 sl
worldwide and has 20 perc it of th
U.S. market as the leader. .
Well, Lite hung in there i Chicaff
the Midwest and in other p: tsof
country under licensing & reemen
with other brewers. The for .er mat
agement now says that if it h.d the ®
sources of Miller Brewing, it coi¥
have made Lite a big winner. BY
you've all heard that old hindsie!
story and that's strictly hindsig®
Miller Brewing Company hought Lt
and the Meister Brau tre ' marks fi '
the Meister Brau Compa.iy 10 l9‘
Lite was reintroduced two years "‘
as a less-filling, low-calories breW
men. The rest, of course, is histo?
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Demise of Marketing 101
(Continued from page 34)

Miller Brewing did it by identifying
the market and promoting the hell out
of it.

There is another similar example in
the distilled spirits business. Brown-
Forman Distillers Co. back in 1971.
This company sold Early Times and
Old Forester. Brown Forman went
outside to acquire Canadian Mist, a
Canadian whiskey. That brand pro-
moted as a quality Canadian whiskey
has become Brown Forman's top seller.

What Does It Mean?

What does this all mean and how
does it apply to Marketing 101. Ob-
viously, timing is critical in any mar-
keting opportunity. Acquisitions some-
times pay off and sometimes they don't,
recognizing the fact that sometimes
acquisitions strip the company of the
cntrepreneurial spirit the company was
built on. Sometimes companies have
gone on buying sprees and found they
overpaid on the purchase. Later they
unloaded the companies they acquired
because these firms no longer fit and/
or other priorities have surfaced. For
cxample, consider your own pasta busi-
ness. Foremost-McKesson was in and
out of business with the Mucller Com-
pany, now part of CPC International
and Best Foods. More important, com-
panies for one reason or another fail
to identify marketing opportunities.
They cither are too late jumping in or
they compete with a me-too product
— a product with no distinctive edge
over the competition in a particular
category. In conversations with scores
of company marketing officials and
their advertising agencies in preparing
for this talk, introduction of a parity
product was identified as onc of the
two biggest mistakes companies make.
I'll discuss the other problem later on.
A me-too product isn’t going to make
the grade. Introducing a me-too prod-
uct, o market that is no longer growing,
can be a disoster. Insensitivity to mar-
ket changes is another problem. Some-
thing you won't read in Markeling 101,
That is, companies must increasingly
realize as my friend at Campbell Soup
Co. says, there are no neat little piles
of consumers out there. A package
goods firm with some finc-tuned re-
search has to identify the differences
as well as similaritics in the market-
place, regionally and by cthnic origin,
People along the cast coast indecd

36

have different tastes than in southern
California.

Regional Differences

Recently, I saw some consumption
characteristics of the frozen pizza mar-
ket and I was absolutely overwhelmed
at the differences from one section of
the country to another, Indeed, the
American marketplace it scems has
turned topsyturvy in a little more than
a decade. Is there a typical American
household? Well, many of my friends
say there is. That household has long
been identified as having two adults
and two children. The husband is
working and the wife is at home un-
employed. And neither parent has had
a divorce yet. What percentage of
American households do you believe
that household characteristic measures
up to? How many? 20 percent, 5, 10,
12, 30 percent? Remember that there
are 88 million houscholds in this
country. The figure according to the
Census Bureau is 4 percent, So, as you
can see, consumers don’t come in neat
little piles. America has been indi-
vidualized with more segmentation,
more diverse interests, more time, more
money. Brand loyalty isn't what it used
to be. Especially for nationally adver-
tised items, At one time, the consumer
was a she, she was loyal, deliberate
and predictable. Today, the typical
consumer doesn’t exist, just as the
typical houschold no longer dominates
the marketplace. Indeed, she as a cus-
tomer is multi-faceted mosaic of con-
flicting wants and needs. She is price
conscious and at the same time is value
conscious, She shops where it is con-
venient or inexpensive or chic. She
buys products, not for the utility, but
also how they fit her lifestyle or per-
sonality. And more and more, she is a
he. But, whether it's a she or he, some-
times the combination, brand loyalty
has been eroded. Not entirely, but
enough of a decline to cause headaches
for any marketer, Target marketing
and/or identifying markets, of course,
were part of Marketing 101, So were
such other marketing essentials as
quality, price/value relationships as
perceived by the consumer, advertis-
ing and innovation. But you won't
find a chapter in any marketing book
on street smarts or corporate gut feel-
ings. Both of which can produce a
winner, or at least point a company in
the right direction. Gut fecling is alive
and well in many executive suites.
For example, the Avis campaign,

“we're number two, we 1 harg,
actually tested out very poc y inp
liminary research. But the | agend
insisted that the clicnt run v hjt
you know what happened.
ample,

, N
Sane

Importance of Qual.iy
Earlier I mentioned that the iniyg
duction of me-too products, vspeciall
in the non-growth markets is a no-ng
And many firms privately admit the
did so in my own recent survey, Par
mount to parity products is the prof
lem of quality and it is a very serio
problem in all levels of business tods
It is not casy to fool consumers o
quality. Because of the cost sque
or acccleration of costs, companid
often find themselves in a dilemm
about quality. Raising prices to main
tain quality may not be a solutios
especially when your prime competita
doesn’t do so. So the question is thi
How far can you cut quality in th
marketplace today? Consider the B
— a concept or formula that man
companies utilize. PI means improvg
ment is okay, but how you do it
something else, Improving the boltog
line often involves cutting back o
quality, Consider that your replad
product A with product B by reduci
quality. The next time around you lak
another cut in quality and you red
product B to get product C ind so0
I suppose that’s okay, but the proble
is that comparisons for quality are oo
made between products B ard Cor
and A and should be betwee: produ
C and A. By not doing n king |
right comparisons, you fail o reali
the big difference in quality :ductio
A prime example is the S litz bed
brand, It was industry's toj -cller ld
many years until Budweiser 10k 0¥
Now, Schlitz is headed for : : botlod
of the heap. Schlitz m igert
changed formulation, cut 1g bel
on ingredients and quality, i the¢
1970s hoping to improve p fits
brand was selling 16 milli 1 bare
a year back in 1974, What . 1ppet
Consumers realized they ere ™
drinking the same old Schlit: 1nd sald
fell. From 16 million to lc s thet
million in 1983,

Nichemanship

Let me conclude with a few obs™
tions about nichemanship — 8 &
temporary strategy, a term cm.nud "
you won't find in any markeling ¥
books, Very simply, it is identiy?

(Continued on poge 38)
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Demise of Marketing 101

(Continued from page 36)

opportunities in the marketplace and
developing strategics to capitalize on
opportunities. Once it was OK to man-
ufacture a product and figure out how
to sell it, now companics are asking
what products should they be manu-
facturing and to whora should we be
selling them. Not an easy trick, by the
way. But, it can be done. The prob-
lem sometimes that companies run into
is confusing line extensions with niches.
They think that a name, cven a well
accepted name can carry an entry into
a new market, Well, look at Peppe-
ridge Farm last year, a unit of Camp-
bell Soup. This company last year
came up with a children’s cookie line
called the Star Wars and it bombed.
As I mentioned, it is not easy carving
out niches in the marketplace, but
isn't that what Apple did in personal
computers? Isn't that what Prince
tennis rackets did? Isn't that what
Haagen-Daas did in the ice cream cate-
gory? And Perrier? WNichemanship
sometimes can create entirely new cate-
gories, I brought some commercials
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along to give you a few examples of
categories where companies were able
o carve out niches themselves and
actually develop new categories.

Federal Express, no planes, virtually
no company, seven years ago. Present
day overnight delivery market for small
packages is a three billlon dollar a
year business and Federal Express has
45% of it.

Burger King's strategy was to estab-
lish its uniqueness in the cooking
process. But it was Burger King's ad-
vertising niche or proposition to pro-
mote heavily the broiling technique
versus the frying technique of Mec-
Donald’s and Wendy's,

Dict Coke presently is selling 5 per-
cent of the total soft drink market.
Each percentage point is worth 200
million dollars. It is true that Diet
Cokecannabalized some of Tab's estab-
but the company was willing to put the
sugar free label on the oldest estab-
lished brand which came out in 1866.
Such high power advertising — that
commercial cost $1,250,000 by the
way, It was done not only in Radio
City Hall in New York City, but also
at the Academy Awards with people
like Bob Hope and Susan Anton. Dict
Coke’s ad agency did a super job of
editing.

That Southern Airways commercial
was voted best at the Cannes Film Fes-
tival three years ago. You probably
didn't sec it because it ran regionally
in southern markets, but to me it was
u super commercial, I think the xerox
commercial was pretty good too.

Essentials for Success

I've tried to give you some insight
on me-too products and the problem
with quality. My fricnds in business
often ask what it takes to be a success
these days, I guess, perhaps, to re-
assure themselves that they are on the
right track. Well, whether it was Mar-
keting 101 or what you've learned in
business, there are certain essentials
for success. Actually, there are four
ingredients for success. And in no par-
ticular order, the list is good product,
good value, good marketing, (which
would include, of course, this type of
high-powered advertising you've seen
this morning) and good luck. You
have contiol of the first threc and 1
wish you all thiz Iazt,

NPA WINTER TONVENTION
Boca Raton: Florida
February 17-21, 1983

International Multifoo Is
Earnings Reported

International Multifoods  “orpary
tion reported earnings of $2. milliog
or 25 cents per common sharc on sa
of $313.8 million for th: second
quarter ended August 31, 1434, Dy
ing the same period a year apo, Mulij
foods recorded carnings of $6.2 mil
lion, or 75 cents per share, on sales o
$254.3 million.

Currency devaluation and related a
tions in Venczuela continued to be
most significant factor in the second
quarter earnings declines recorded in
the Consumer, Industrial and Agricul
ture markel segments. Price contro
and restrictions on commodity impors
reduced margins, more than offsctling
a healthy 15 percent volume increas.
Earnings from Venezuela declined 39
cents per common sharc, Last year's
results included a gain of approxi
mately 14 cents per share from cur-
rency transactions.

In the United States, reduced sec-
ond quarter carnings were principally
due to depressed results from animal
and peanut butter operations, and the
absence of royalties from the Japanese
Mister Donut business sold in Decem
ber 1983, Partially offsetting these de-
clines were continued strong camnings
from specially meats, and inclusion of
results from recently acquircd VSA.

In Canads, operations remained
strong. Improved second quar'cr ear-
ings were led by strengthened margins
in family flour, good results i+ poultry
meats, and a major improv nent in
specialty meats,

For the first six months of
pany's fiscal 1985, net earni
$2.3 million, or 27 cents per
share, on sales of $559.7 mill
compares to earnings of $11.
or $1.36 per share, on sales ¢
million for the same period a

President and CEO And: Gillt
said, “First half results were 10t UM
cxpected as restrictive contriis con-
tinued in Venczuela, However. we &
well into the process of resticturits
domestic operations’ through mansg
ment and operational changes, 80
these actions will lead to renew
growth in fiscal 1986 and beyond
VSA, Inc., our latest acquisitioh i
already contributing to increased 4>
mestic sales and volume, and our 85%!
redeployment program is proceedinf
on plan,”

1¢ com-
15 were
ommon
n. This
million
$4979
ar ago.
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Charles C, Rossotti, President
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