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by Fold-Pak
of course

A premier pasta deserves a
premier package. And that's just
what Fold-Pak gives you. We've
been making packages for the
best pasta manufacturers in the
business for many years.

Whether you require high fidel-
ity, multi<color offset, rotogra-

vure or flexographic
printing, Fold-Pak
guarantees a

superior package.
For an added touch
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of elegance, packages can be
varnished, waxed or poly<oated
depending on your individual
product need. Our graphic and
structural designers are also
available to update your pack-
age or give it a completely new
look. The end result is a pasta
package that your product
richly deserves
. .. A premier
pasta package
by Fold-Pak. .
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Englewood Clifs Sales Office. |10 Chariotts Place, Englewood Cliffs, New jersey 07611/ Phone (201) 548- 7800




The Year That Was

(Continued from poge 3

The NPA Sales Index Stedy showed
sales stronger in the second hall of
1983, With reports from 28 plants in
this sample, production for eleven
months of 1983 was up 10.9%. The
sample is a good cross-seclion both by
size and geographical distribution.

Supermarketing Magazine puls pasta
sales through grocery channels at 75%
of industry total, The NPA sample is a
bit higher at B3.8% of production.
Sales for cleven month were up 5.6%
Over a year ago.

Foodservice sales for eleven months
in 1983 were up 15.7% representing
10.7% of production.

Industrial Users took production
representing 4.2% of the total—up a
spanking 50.4%. This is directly af-
fected by one producer who was com-
pletely out of production much of last
year and a second firm that acquired
two bulk plants with substantial pro-
duction.

Government sales representing 1.3%
of total production was down 9.5% in
1983 compared with 1982 cleven
months. This was the only category
showing a decline.

Industry statistics could be greatly
improved with a larger sample. Dry
pasta manufacturers are urged to sub-
mit information monthly that will be
kept strictly confidential.

The need for better statistics is
apparent as the market continues to
fracture into various segments, includ-
ing the categories mentioned above
plus Oriental noodles, fresh pasta, and
forcign pasta.

Red Letter Days

Jan. 1: Archer Danlels Midlaad Co,
acquires D'Amico Macaroni Co. of
Stegner, lll,, from C. F. Mucller Co.,
Jersey City, N.J.-based pasta subsidiary
of Foremost-McKesson, Inc., San
Francisco. In April, Archer Daniels
Midland will acquirc assets of V. La
Rosa and Sons, Inc.,, Warminster, Pa.,
with plants at Warminster and Mil-
waukev.

Harvest Staies Cooperstives, na-
tion's fourth largest regional agricul-
tural cooperative, begins operations
following approval of merger by Grain
Terminal Association and North Pa-
cific Grain Growers, Inc. New coop-
crative represents 200,000 farmers in
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16 states; expected to handle 500 mil-
lion bushels of grain a year with an-
nual sales of $3 billion.

March 1: Special arbitration pancl
of General Agreement on Tarifls and
Trade fails to support U.S. challenge
ol subsidized flour exports by Euro-
pean Community, ruling that E.C.'s
flour practices are acceptable under
Subsidies Code. In May, another
GATT panel will uphold a complaint
filed by the National Pasta Associa-
tion that the European Community had
unfairly subsidized pasta sales to the
U.S. But the Subsidies Code Committee
ol GATT will fail to take action on
the panel’s recommendation.

Nov. 8: Wheat Industry Council
unveils findings of comprehensive study
of consumer attitudes on wheat foods,
conducted through grant by Universal
Foods Corp. Study shows that vast
majority of consumers is more con-
cemned with price and ingredients than
nutrition; that many wheat-bascd foods
are viewed as less wholesome and iess
natural than wheat itself, and that con-
sumer preference for the taste of wheat
bread may be a surprisingly large fac-
tor in white bread decline.

Dec. 5: CPC International Inc. ac-
quires C. F. Muecller Co., nation’s
largest manufacturer of pasta products.
from McKesson Corp., which pur-
chased company in 1976 from Law
Center Foundation of the New York
University Law School. Acquisition by
CPC marks its entrace into yet another
sector of processed foods business.
Mueller distributes branded pasta prod-
ucts in 21 states.

Foreign Pasta

In 1982, 55 million pounds of ltalian
pasta was sold in the U.S. market. In
1983, (based on Commerce Depart-
ment first three quarters actual) 70 to
72 million pounds are cxpected in the
US. by year end or an increase of
about 30%.

The Escalating Trade
Tensions with Europe

In private, U.S. officials are warning
that the European Community is about
to take protectionist measures that
could finally spark the serious trade
battles both sides have been threaten-
ing for more than a ycar,

Early in 1984, the EC is expectc 10
get strict new import quotas for  ve.
stock feeds, such as corn gluten, w ich
net the U.S. about $700 million a zar
in trade revenws. Even more w mi-
some to the Reagan Administra: on,
the Europeans are for the first me
seriously considering imposition of -
port dutics on vegetable oils, w ich
could dramatically crode U.S. sal. of
soybcans, a $4 billion trade item. 1.ow.
er agricultural exports this year have
already contributed to record U.S. tiade
deficits — which rose to $9 billion in
October and may reach $70 billion for
1983 — und the Administration could
be driven to retaliate against Europe's
manufactured goods, according to
Business Week magazine.

Officials on each side deny any ex-
plicit link of the agricultural issucs to
other brewing trade disputes, such as
the EC’s demand to be compensated
fur the import quotas and tariffs the
U.S. has imposed on specialty steel.
But they concede that therc is no prac-
tical way to divorce soybeans from
steel, since those two products — in
terms of their trade volume and poli-
tical sensitivity — arc inviting targets
for reialiation. Says an official of the
US. Trade Rcpresentative’'s Oflice.
“These (farm (rade) proposals ar
dangerous, and they could have serious
conscquences.”

How Does the Pasta Case Fit?

The Pasta Case is strong cnoug!
stand on its own, but in light of
rumblings of a tradewar and placen :
of Cruise missiles in Europe, the d¢ =
mination may not be on merit al
The Office of the Representative !
formed the NPA that a communica
from the EC on the Pasta Case is :
pected soon. Meanwhile, the subsid
imports are eating away market s!
of those pasta makers who arc ¢
peting without subsidies. For exam
Italian imports are estimated to |
captured 18 to 20% share of the ! :
York City Market as of Novem
This estimate is based on a comj
tion of sources and does not accurz
reflect all of the direct store-deliv e
pasta.

European officials are aware tlere
is no enthusiasms, but they feel they
must cut agriculture imports as pari ol
a calculated risk to solve a pressing do-
mestic problem: the swelling cost of
European farm subsidies. This year the

(Continued on poge 6)
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, asta! Today's All-American word for
fu . A powerhouse of nutrition in all
sh pes and sizes. High in energy-produc-
iy carbohydrates. Lower in calories than
m: ny popular weight-control foods. A reli-
ab ¢ source of iron and hard-to-get B-
conplex vitamins. Pasta! Elegant enou th
for gourmet tastes. Light enouﬂl‘ or
Anierica’s new fitness generations. Rusta!
Made best from Amber Mills Venezia No. !

Semolina, Imperia Durum Granular or
Crestal Fancy Durum Patent Flour. Make
sure your pasta products are as fit as the

crowds they feed. Shape ‘em up with
Amber's pasta performing ingredients.

43k AMBER MILLING

\ Muns 8t Rush City Minn

= General Oftces at
Y St Paul, Mmn 55165/ 1612) 641-3790

Pasta makes
fitness look
like fun.
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Escalating Trade Tensions

(Continued from poge 4)

EC’s Common Agricultural Policy will
cost abou’ $1.5 billion more than the
$12 billion budgeted for it because of
the enoraous EC surpluses in dairy
and grein products the program has
fosicred. To reduce these costs, the EC
is considering a serics of changes in
farm policy designed to limit produc-
tion, including charge on dairy pro-
ducts and grain that are produced
above past levels.

Sir Roy Denman, head of the EC
Commission delegation in Washington,
explains: “These are fairly drastic pro-
posals, and they are not being greeted
with enthusiasm by European farmers.
But we cannot reduce aid for our own
producers of cercals without stabilizing
imports of products which displace
them in the marketplace.”

U.S. grain growers and traders are
particularly sensitive to any moves that
would limit exponis — a vital source
of income for them. In fiscal 1983,
salcs abroad fell 11%, 1o $3.48 bil-
lion, the sccond consecutive decline,
and while the value of exports may
rise in 1984 because of higher grain
and soybean prices, the volume of ship-
ments could remain about level.

“The crops are looking very pood
all over the world,” notes Andrew B.
Bellingham, a vice-president for World
Perspectives, Inc., an agricultural con-
sulting firm in Washington. “And at the
same time, demand for farm products
is still weak.”

From U.S. Wheat Associates

While 1983 was a year of satisfac-
tory economic recovery in the US.
with a higher rate of growth and a
lower rate of inflation than for 1982,
basic problems existed which will in-
fluence 1984's performance. The bud-
get deficit continued to increase, th:
dollar continued overvalued vis-a-vis
cther currencics which has an adverse
impact on commaodity trade, and inter-
est rates continue high relative to those
in many of the industrial countries.
As a resull, the current account deficit
which combincs trade, services, and in-
vestment was higher than for 1982,
For 1984, most experts are forecasting
that the recovery will sustain its mo-
mentum through the first hall of the
year but could then slow as continued
high interest rates reduce the growth
of consumer and corporate spending.
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Real economic growth for the year will
likely be down from this year's level
of over 6.0 percent to about 5.0-5.5
percent. Inflation will remain under
control but be higher than in 1983,
perhaps around 5.5 percent and un-
employment will decline to less than
8.0 pereent from the current 8.5 per-
cent level. On the other iiand, unless
action is taken to reduce the deficit,
the problems the U.S. faces oz the in-
ternational front will likely continue.
The unprecedented deficits ard result-
ing high interest rates will likely keep
the dollar attractive and very strong.
The resulting high prices of U.S. ex-
ports including agricuitural cxports
will mean U.3. proaucts will continus
to face strong competition in foreign
markets. Imports will continuc increas-
ing and result in a worsening of the
merchandise trade account to near
$100 billion in 1984. Tiwx current ac-
count deficit will again be higher with
some cstimates as high as $80 billion.
However, while difficult to accept cur-
rently, these massive US. purchases
abroad should ultimately help to re-
invigorate the cconomies of the US."s
trading partners and in turn stimulate
greater ULS. exports. The level of wheat
eaports during 1984 will not likely
change much from this past year. The
major competing exporters continue to
stimulare expanded production which
they are able to export at depressed
U.S. dollar prices, but which translate
into satisfactory local currency prices
in view of the strong dollar. Competi-
tors also will conlinue to use creative
sals  techniques, including  special
classes of wheat often sold at feed
grain prices, special credit arrange-
ments, simple price reduction, and
others. US. cfforts to regain wheat
sales lost in recent years may be ham-
pered by price inflexibility as a result
of the current loan rate structure, bur-
densome supplies which paradoxically
make sales more difficult by relieving
importer supply concerns, limited credit
availability and stagnation in the size
of the world wheat market during this
period of no growth in developing
countries.

PIK Limits

1984 PIK payments will be subject
10 the $50,000 per farmer government
program payment limitation, USDA an-
nouncsd. The 1983 program had been
widely criticized, particularly by non-
farm interests, because USDA refused

to impose the payment ceiling, argy ng
that it did not apply. The resulting | »-
ments to large farmers in some ¢ o
reached into the millions of doll »
While still insisting that the limita: n
is not legally required, USDA’s n.
nouncement noted that it agreed to he
limitation in order to get on with n.
plementation of the program. W
success the 1983 PIK program had in
reducing acrcage can largely be atiri-
buted to the panicipation of the farg.st
farmers, who were attracted by the ab-
sence of a payment limitation. Al
though probably necessary 1o quict
criticism of the program, imposition
of the ceiling further reduces the ar
tractivencss of what most agree is an
already weuk 1984 wheat program.
Perhaps of more lasting concern is that
1) now any efforts by Congress after
it returns to make the wheat program
maore attraclive by increasing the PIK
payment percentage can have very
limited effect and 2) USDA most likely
will not be able to avoid applying the
ceiling to PIK or similar programs in
future years. Thus, the effectiveness of
PIK programs in reducing acreage
have probably been greatly reduced for
the foresecable future.

Restaurant Industry
Looks for Growth

The foodservice industry will ¢+
perience the second consecutive y
of strong sales growth in 1984, acco: -
ing to the National Restaurant Assoc -
tion (NRA). NRA’s annual econon
forecast predicts sales of $157 billi
next year, which represents an ¢
percent increase over 1983°s $14- !
billion in sales,

Corrected for inflation, real sa
growth for the giant industry, whi
cmploys cight million people, v
cqual 3.5 percent in 1984, following
this year's 3.7 percent.

“The foodservice industry respor »
to the general economy,” said Nk
President Joe R. Lee. “With real d -
posable income increasing 4.6 perc
in 1984, people will be enjoying ma
more meals away from home. NRA 1 -
search shows that if all consumers wu ¢
able to eat out as often as they lib:.
customer traffic in the nation’s restaur-
ants would jump by 30 percent.”

He added that the foodservice indus
try has been a prime beneficiary of the

{Continued on poge B)
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in '84?

Look to Maldari!

Over 80 years developing extrusion dies for creatively
designed food products

For the finest in the
Design, Manufacture and Service of Food Extrusion Dies

contact.

D. MALDARI & SONS, INC.

557 Third Ave., Brooklyn, NY 11215
Phone: (212) 499-3555

Arerica’s Largest Macarcni Die Makers Sinc2 1903 - With Management Continuously Retained in Same Family

Fesruary, 1984
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Restaurant Industry Growth
(Continued from poge 6)

nation’s improving economy. Customer
traffic rose steadily through 1983 and
will continue rising next year.

Breakfast, which has been growing
rapidly in recent years, is showing the
greatest increase in customer counts.
Dinner traffic continucs strong and
traffic for the mid-day meal is showing
marked improvement.

Performance varies by Industry Sector

“Limited menu restaurants or fast
food operations will continue to be
among the industry growth leaders, ac-
cording to the NRA forecast. Sales
should equal $41.2 billion which rep-
resents a 10.7 percent increasc over
1983.

The increase in real dollars, cor-
rected for inflation, is 5.4 percent ver-
sus 3.5 percent for the total industry.
Real growth for fast food in 1983 will
be 6.2 percent.

As the cconomy continues to im-
prowe, less affluent individuals will re-
turn to fast food establishments, and
the more affluent customers will trade
up to family and atmosphere restaur-
ants, which they visited less frequently
during the recession.

New unit construction and heavy
advertising, panticularly in the clectro-
nic media, will continue through 1984
and contribute to fast food sales gains.

Tableservice restaurants will post
sales of almost $50 billion in 1984,
representing a 9.2 percent advance. In
real terms, restaurant and lunchroom
sales will increase 3.9 percent in 1984,
versus a slightly stronger 4.5 percent
this year.

Tableservice restaurants posted their
best performance in the sccond half of
1983 when more confident consumers
began trading up. This trend is expec-
ted to continue.

Commercial cafetcrias will see signi-
ficant growth as sales rise 8.4 percent
to $2.8 billion in 1984, Real sales will
jump to 3.1 percent.

Increase in number of units and
stepped-up marketing programs  will
account for pan of this gain.

Both transportation and lodging
foodservice should expericnce above
average growth in 1984. Much of the
6.9 percent gain for transportation will
come {rom an improvement in airline
traffic.

Increased conwention  attendance
and business travel as well as growth

Real Growth in Foodservice Sales

1984
35%

1983
17%

1982
1.1%

in vacation and pleasure travel should
result in a real gain of four percent for
foodservice at lodging places.

The weakest area in foodservice con-
tinues to be educational feeding where
real sales will be off by aboul one per-
cent. Stagnant student enroliment and
reductions in government subsidies ac-
count for this poor performance.

Menu prices are projected to rise 5.3
percent in 1984, versus 1983's 4.3
percent. The most rapid increase will
occur toward the end of 1984 when
wholesale food prices are expected to
risc as a result of 198%'s svmmer
drought.

Menu changes predicted

Changes in menu offerings in 1984
will reflect changing consumer atti-
tudes. The public interest in health and
nutrition, for instance, will foster in-
creased offering of “light food,” includ-
ing food high in fiber and low in salt,
sugar and animal fats.

A recent survey conducted for NRA
by the Gallop Organization showed
that four out of 10 restaurant guests
prefer 10 order such items when eat-
ing away from home.

Offering of cthnic foods will also
increase reflecting growing consumer
interest. Restaurants specializing in
specific foreign cuisines will increase,
and foreign items will be added to reg-
ular menus.

An NRA study shows that lalian,
Chinese, French and Japanese foods
are most popular, but interest in more
exolic cuisines is growing. Forty-seven
percent say they would like to order
more cthnic foods.

1984 will also sec a continuation of
the repositioning of fast food items in
upscale restaurants. Hamburgers will
be featured in tableservice restaurants
where they can be consumed with wine
or beer.

Meanwhile, many fast food compan-
ies will upscale food and scrvice. The
“gourmet burger” — a hamburger top-
ped with mushrooms, cheese, ham or
bacon — will be sold over the fast
food counter.

Grocery Business Tough
Compctitive pressures will make

sales gains difficult and will limit profit

increases for retailers and wholesalers

1981
05%

1980
0.6%

197
-0.5%.

in 1984, according to exccutives qu 1
icd by Supermarket News.

Virtually all companies expect ¢ n.
petition to get even ficrcer than in
1983, with some citing the advent of
super warchouse stores or other 1y e
of unconventional markets. Despite
the general improvement in the ccon-
omy, the cconomic picture continues
to be dismal in a surprisingly large
number of marketing arcas, and distri-
butors operating in those cities are not
optimistic about any marked improve-
ment during the year.

Many firms predicting solid sales
gains attributed much of their optim-
ism to the opening of ncw stores. And
a few companics that look for smaller
percentage gains pointed out that this
should not be construed ncgatively, but
rather balanced against unusually big
incrcases last year that results from
major acquisitions.

To Improve Couponing
Efficiency

In a joint effort to improve efficiency
in couponing, five grocery industry
trade practice recommendations for
coupons. The group says that the pro-
posals, if implemented, could give the
industry substantial savings in han ll-
ing and processing coupons.

The Food Industry Association |
ecutives, Food Marketing Instit ¢,
Grocery Manufacturers of Amer 3,
National-American Wholesale Groc. s
Association, and National Grocers . +
sociation have published “Trade Pr :-
tice Recommendations for the Groc 1y
Industry—Couponing,” which cont: 1
suggestions covering key points
manufacturers who distribute coupc 5.
as well as for their distribution, ck r-
ing and redemption agents.

The booklet includes advice on ¢ v
pon sizes and shapes, formats, usc of
cxpiration dates and scanning, ba :d
on findings from a comprehensive st Jy
by Arthur Andersen and Company

A spokesman for G.M.A. said 11l
the action is part of an industry-widk
program 1o improve the efficiency of
couponing. “I manufacturers adopt
the recommended practices,” he said.
“costs of handling and processing cou
pons will be reduced at supermarkel
checkouts and at clearinghouses.” The

(Continued on poge 10)
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ASEECO offers much more than high quakty, automated equipment.
ASEECO is also a service company whose years of international processing
experience can provide you with:

@ Plant Engi —Layout and Mechamcal
® Elect Engineenng and Conlrol Panel Design
! Selection and Procurement

@ Machinery
@ Evaluation ol Sub-Contracts and Bids
@ Erection and Installation o Machinery
@ Plan! “Start-Up™ and Final Adpustment
@ Training ol Operating and Maintenance Personnel
@ Service Afier Sale
PRODUCT TESTING:
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To Improve Couponing

(Continued from poge 18)

G.M.A. Coupon Advisory Committee
has strongly endorsed implementation
of the recommendations.

Copies of the publication are avail-
able for $1 from the Grocery Manu-
facturers of America, 1010 Wisconsin
Ave., N.W., Suite 800, Washington,
D.C. 20007,

Too Many Deals

There are too many deals and too
many variations on those deals, said
James Heida, director of grocery sales
and merchandising for Shopwell, New
York. He called for a reduction in
both.

Heida spoke at a mecting of the
Knights of the Grip of New York. With
at least 20% of all products on deal
al any given time, he said, buyers are
faced with a “complex set of facts,”
including warchouse space, cash flow
and the elasticity of the program being
offercd.

And variations in the sizes of various
supermarket companies and the con-
straints set by management mean dif-
ferent results in achieving every buyer's
aim—getting the lowest possible price
—Heida said.

Noting that the proliferation of deals
had begun when price freezes were in-
stituted several years ago, he said many
retailers object 10 the number of deals
but feel they have no choice but to
accept them,

The proliferation, he said, has led
10 the establishment of large forward-
buying warchouses with complex com-
pulcr systems 1o analyze deals. As a
result, in many cases inventory turns
are down to 12 or 13 times a year.
Even conservative manufacturers, he
added, feel pressured to promote more
items more frequently because of the
press of competition.

The time and cffort required for
product managers to sct up deals out-
weighs their benefits, while the fluc-
tuations in retail prices hunt retailers’
and manufacturers’ reputations with
consumers, he said.

Manufacturers should reduce the
frequency of deals from the average of
one a quarter now lo one every six
months or annually, he said. They
should also, he said, reduce the number
of items on deal (“third or fourth line”
items should not be offered on deal).

10

Arther M. Niewens

Deals, he said, should not be climi-
nated. They are an “important pant of
overall merchandising strategy.” But,
he added, “deals must not be an end
unto themselves.” When they become
ineMicient and burdensome to the
buyer-seller relationship, then they
“must come down to a realistic level.”

Impeccable Halian Taste

On Fcbruary 26 Prego (R) Spa-
ghetti Sauce, Kralt 100% Grated Par-
mesun Cheese and Medaglia D'Oro
(R) Espresso Coffec were featured in
a full color free-standing inscrt ad with
a total circulation of over 44,000,000,
“Impeccable ltalian Taste™ was the
theme, focusing on fine Italian dining
with coupons and an up-scale leather
wallet premium offer.

Case Study:
Pasta Product
Merchandising Spectacle

Can we talk?—About a one-shot
merchandising promotional spectacle
with a tremendous impact? One that
will be remembered for a long time,
and that will be associated with a
product.

A manufacturer of a quality line of
pasta products, all natural ingredients,
and the chosen specialty food distribu-
tor for this product in a metropolitan
arca of over one million people
planned a program. Together these
two entities “conspired” to reintroduce
the pasta line to the retail trade. They
felt that this quality product line was
not getting cnough attention against
the so-called “commodity™ lines. If
the retailer could know what a good
product this was, he would pay more
attention to it. Together they rented
a 27foot motor home, the luxury

type with kitchen and dining te ke, \
They made appointments with « ch B A R AN l 1 )p
major retail chain, each wholes: er, ‘ \ W ARy A + b f !
and several of the major indepen: b s lf’
stores. These were luncheon appc nt- J
ments, about 11:30 AM or suj ser
appoiniments, about 5:00 PM, sp: -ed
throughout the week.

They did not tell the retailer n.er-
chandising officer or procurement ex-
ecutive anything other than to be out-
side his or her office or store at the
appointed time—they would “pick
them up.” When the appoinicd time
came, the 27-foot motor home rolled
up to the door of the retailer with
27-foot banners on the side naming
the product line. There was also music
coming from the vehicle drawing atten-
tion to it. They then asked the re-
tailer(s) in, and drove to a convenient
parking lot. At this point, the retailers
were somewhere between impressed
and overwhelmed, but anticipating that
was (o come next.

The manufacturer and the distribu-
tor then made a joint multi-media pre-
sentation of the product line telling the
retailer of the advantages of these
items. The presentation closed on the
note that the best way to evaluate 2
new or prestigious product is to try it
in a relaxed situation. Now came the
dinner music, the wine, and a very re-
laxed and jovial multi-course pasta
oriented lunch (or supper). In a fully
cquipped motor home, it is casy to
scrve a full and relaxed hot meal » th
chilled wine, quiet surroundings
conviviality. Tt worked.

The retailers were quite complim
tary of the meal and indicated that | is
was a lunch (or supper) and a prod ot
promotion they would never for, L
The name of the product line will bx »
their memories.

!
\
oy

Resuits

The sales for this product line 0
the retailers in this marketplace
increased substantially since the | >
motion. The retailer and the re ul
consumer are now enjoying a qua 1y
product with no artificial ingredic 18
and no fillers. The short ride from he
retailer’s door to his parking lot v
surcly a memorable trip for him, ‘of
his supplier, and for their independcnt
specialty food distributor.

For further information contact:
Arthur H. Klawans, Vice President of
Industry Affairs, National Food Dis-
tributors Assn, 312/644-6610.
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@ Bulk truck delivery of
No. 1 Semolina direct
from the mill ina
matter of hours.

o Load-cell scaling for

® No demurrage costs
as a result of stacked
up cars.
@ Complete control of
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u ng les.
For year-round su
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Crealing enrichmen! blends for the
food industry is a specialty of the
STAR Squad, Paniplus’ unique Sales
Technical And Research team of
experts. Heading this specialty is
Lyle Woods, Senior Vice President.
Here's why he's your keyslone lo
special blend service.

e pumps ivesw.

And vitamins and minerals lo create pre-
cse enrichment blends to bring your
product up torequirements of the FDA.
0 your own company's specs. I's
¢ :aranteed too, wilh a certificate ol

& alysis accompanying every Pani-

F is blend — standard or custom.

I = takes it personally.

L ‘ecoordinales the development of your
t and, personally tracing its process
1' ough research and development and
¢ ality testing. Whenever nccessary, Lyle
| lstogether aqualified lechnicalteamto
i plement the blend al your plant.

1 ¢ doesn’t hknow when to guil.
F r Lyle, it's not enough simply to creale
& Juaranteed enrichment blend. He fol-
kws it up with another Paniplus service - -

[2)PANIPLUS

00 PANIPLUS ROADWAY / OLATHE, KANSAS 58081 / 911/762-3008

Call the
Paniplus
STAR Squad!

final product lesting. We'll analyze
your producl to make sure ils
enrichmen! meels your label
claims throughoult ils projected
shelf life

."
‘;:n top of

With a sharp eye on the market,
Lyle has expanded this specially
from simple flour enrichment to
include cereals, snack loods, dairy
and conleclionery producls. By
anticipating the market, we can
respond thal much faster lo your
special blend requests. And al
Paniplus, our response speedis second
only to our accuracy.

He'’s the tip of the icebery.
The STAR Squad runs deep! With every
Paniplus producl, you gel the enlire STAR
Squad as a bonus: the best technical and
trouble-shooling helpinthe business. it'sa
bonus that benelits everyone. You. Your
customers. Remember, only Paniplus has
the STAR Squad!

Call the STAR Squad envichmentexperts
foll-free 800/255-6637.
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CATCH THE PASTA SPIRITI

NPA Winter Mecting
Contemporary Hotel
Walt Disney World
March 11-15, 1984

Thc National Pasta Association Win-
ter Mecting will start with a cocktail
cruise on the Kingdom Qucen to a Ft,
Wilderness feast and hoe down, We
finish with red-white-and-blue evening
of good fellowship, fun and entertain-
ment at the “Catch the Spirit of Amer-
ica” dinner show and dance. Dress:
Red, White and Blue,

Although there is plenty of time 1o
explore EPCOT and The Magic King-
dom, the “down to business meetings”
will be productive for members and
guests alike.

14
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the sheres of Boy
porery Resort s o

The business program will feature:
—*Winning Through Negotiations

Seminar™ for members and

spouses

—National Debut of the new NPA

sponsored “Pasta Lovers Diet

Cookbook™

Lake. \\'ili ‘du! uunlll{_nub' silently

=] for 3 whe dreem

motion and Technical Affairs
cveryone invited
—North Dakota Update
—~Consumer  Altitudes  Towar
Pasta—results of the Whe
Industry Council Bascline Stu.
—Review of Supermarket Trends

Cochreill Cruise

T T P ety

s e s

—Open discussion on Product Pr.
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'ond quarter and net eamings and

mings per share set new recocds for

: period. The results reflect continu-
i 1 strong operating performances from

business groups.

Sales for the second quarter of fiscal

84 were $1.124 billion, a 14 percent
i zrease over sales of $986 million for
.e second quarter of fiscal 1983,

Net camnings for the period were
$52.1 million compared with $30.7,
million, an increase of 70 percent.
Earnings per share for the two periods,
after reflecting the 2 for 1 stock split
effective in November, 1983, were
$1.20 and $0.71, respectively.

Net carnings for the second quarter
of fiscal 1984 include a net gain of
$2.8 million (six cents per share) on
the sale of Stokely-VanCamp common
stock acquired in July, Net carnings for
the second quarter of last year included
a charge of $8.2 million (19 cents per
share) for the writedown of assets in
the company’s Burger King Restaurant
subsidiary. Excluding these two fac-
tors, net carmnings increased 27 percent.

For the first six months of fiscal
1984, net sales were $2.05 billion
compared with $1.79 billion. Net carn-
ings this ycar were $86.9 million ver-
sus $56.3 million for the same six-
month period in the prior year, Earn-
ings per share were $2.00 and $1.30
1-spectively.

'lew Corporate Executive
viroup at CPC International

A seven-member corporale execu-
! ‘¢ group has been established at CPC

ternational, Inc., which James W.

cKee Jr., chairman and chief exccu-
1 e, said “will provide added strength

the corporate level in guiding the
« mpany's busincsscs, evaluating and

viewing business  strategics, und
! indling other matters which affect
' ¢ company as a whole."”

In addition to Mr. McKee, the com-

ittee includes James R. Eiszner, presi-
c:n and chief operating officer, and
tve key executives who were named
Lrporate  executive  vice-presidents.
Mr. McKee said that the five officers
ramed to new posts as corporale cxec-
ulive vice-presidents will have other re-
sponsibilities as well.

The five are Gene A. Burns, who
continues as chiel financial officer;
Wolfgang Hesse, who is chicl admin-
istrative officer; Richard W. Sicbrasse,

FEaruary, 1984

president of the Best Foods North
America Division; Osvaldo J. Pran,
chairman of the Corn Wet Milling
Division, and Paul Craven, who will
provide guidance to operations in Asia,
Africa and the Middle East.

Mr. Hesse will be relocating from
Europe to the company’s Englewood
Cliffs office, where Mr. Pratit and Mr.
Craven will also spend a substantial
portion of their time.

Mr. Hesse currently is group vice-
president and president of CPC Europe
and a member of the board of dirce-
tors. He jointed CPC in 1952 and held
positions in Germany and Switzerland
before being named head of all con-
sumer product operations in Germany
in 1966 and country manager in Ger-
many in 1969. He has been group vice-
president and president of CPC Europe
since 1979,

Mr. Bums is senior vice-president,
chief financial officer and a member of
the board. He joined CPC in 1957 as
a financial analyst and subsequently
became assistant comptroller, assistant
to the president and vice-president,
finance. He was clected to the board
of directors in 1977 and became senior
vice-president, finance, in 1982,

Mr. Sicbrasse, currently group vice-
president of CPC International and
president of CPC North America, was
in the Best Foods group for 14 years
in marketing and administration. He
has been in his current post since 1978,

Mr. Pratt has been group vice-presi-
dent of CPPC International and presi-
dent of CPC Latin Amecrica head-
quartered in Buenos Aires since 1980
and a member of the board since 1978,
He jointed the company’s Argentine
affiliate, Refincrias de Maiz. S.ALC.F.
in 1954 as assistant manager and be-
came managing director in 1960. He
became president of CPC Latin Amer-
ica in 1967 and a vice-president of
CPC International in 1968.

Mr. Craven is a vice-president of
CPC International and has been presi-
dent of CPC Asia, headguartered in
Hong Kong, since 1970. He joined
CPC in the United Kingdom in 1947
and held various positions in both gro-
cery products and corn wet milling. He
joined the International Services Group
in 1959 as joint head of international
marketing services working with affili-
ates in Europe, Africa and Asia. CPC
Asia was formed in 1966 when Mr.
Caraven became its director of con-
sumer products. He was named exccu-

tive vice-president of CPC Asia in
196K, president in 1970 and a vice-
president of CPC in 1972

RHM Pre-Tax Profit Up

Pre-tax profits of Ranks Hovis Mc-
Dougall P.L.C. increased 25% over
the prior year in the year ended Sept.
Y. while sales gained 2.4% over fiscal
1982, “The increase of £9 million in
pre-tax profits was due to good flour
milling results and significant improve-
ments by most other arcas of the
group’s UK. businesses, particularly
the packaged cake and grocery,” said
P.W.J. Reynolds, chairman, in Lon-
don.

“In our overscas business, Cercbos
Pacific Limited improved on its fore-
cast and the previous year, in the US.,
we maintained market share and vol-
ume but due 1o an unusually competi-
tive market, margins and profits were
down.”

RHM's operations in the U.S. in-
clude a sizable pasta manufacturing
division, Ravarino & Freschi. Inc.,
Gioia Bravo, and Merlino’s Macaroni,
Inc.

Ragu Leases Plant

The Packaged Foods Division ol
Chescbrough-Pond’s Inc. announced it
has leased a Tillie Lewis Foods facility
in Stockton, California 1o process to-
matoes and tomato paste for use in
Ragu food products.

The facility, located at Waterloo
Avenue and D Street in Stockton, is
leased by Chescbrough for three years
effective Dec. 1, 1983, The lease in-

cludes an option for Chesebrough to f

purchase the plant.

“Leasing this facility is consistent
with our continuing efforts 10 maintain
control over the major portion of the
raw malerials used in manufacturing
Ragu Products,” according to Gerald
Chrusciel, vice president of manufac-
turing for Chescbrough's  Packaged
Foods Division, which includes Ragu,
“While outside suppliers are still im-
portant to us, the growth of our busi-
ness means we need more internal
processing capacity to maintain the
balance between raw  material we
process oursclves and those we buy
from outside supplicrs,” he said.

Sales in the ltalian food sauce cate-
gory have tripled since 1974 and now

‘Continued on page 34
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{131 1) DRYING OF PASTA AT TEMPERATURES UP TO 226 F

ofters "VLH.T." Very, High Temperature) preduction hines allowing a drying of pasta ot temperatures up

1o 266 F with better results A better quality pasta

plant operation cost reduction

* BETTER PASTA QUALITY:
improved resistance to cooking and also
excess of over cocking
improved bacteriologica! conditions
improsed storage hife
reduction cost «n breakage

PRESS

TRABATTO|»

better utilisation of production facilities and

* PLANT PRODUCTION COSTS ARE REDUCED:

power-energy reduzed frem 10 10 20% (depending on
conditions)

I2ss space needed (our production lines with equal
preduction capacity are more compact)

time saving (drying peniods are three to four times
shorter)

present production (in less time you will be saving
hundreds of production hours per year)

adjusting time saved when changing over frcm cne
product to the other

nom}ux

The V.H.T. BASSANO ROTALIX

V.H.T. pancls have inside insulation and
outside metalic overs.

These Rotalix are totally of metallic con
struction and pre-cssembled 1in our plant
on monoblock frames reducing set up time
on site | l

BASSANO PRESS constructed with

® Volumetngc or ponderal dosing umity loptiongli with electrong contro s

® Vacuum mining unit with controlled opening pleasgloss docry

® Compresyion screwm with continuous saniable speed ond »ith lowm specd
e ,f_:l'!

® Optional thermo-regulated cosk and head

® Retroctoble mairk for pasta cutting with electrong control 1o g wiw
iength 7 mm 10 100 mm 1 32" 1o 47}

® Lt conveyor for rapid set up of the mould

These presics cre pre-cisembled in our plant on o cesthetic and ngd freme

CLIMATISATICN
REGULATION

VHT dryving 15 obtained by op
timization of the ventilating and
h—.grr thermic circuits

The heating 15 controtled by an
electronic regulator The cir e
traction and steam injection al
low us to mamtam optimum ch
mahic conditions

The V.H.T. BASSANDO TRABATTO

Eosy frome comitruction glloming ' tg
cccess 1o the clementy located  mud

the trame

Frame and blede suspension are ont s

ly fitted m metallc comtruc!

VHT metallic penels  ate
tor ecsy and rapd opering
Two speed motor with caterng

|

e

v
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TRABATTO

COOLING SYSTEM
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BASSANO

Hers o oomprehensae Lne
o eguipment gng migchinery
with gl the Vdlom ng ot
® Etticiency - X

® Simple and resatont
desnign

® fawy clraning and
mantenante

ACB Industries Inc.

Fimruary, 1984

BASSANO

Food Processing Machinery Division

277 Fairtield Rood

Foirfield, NJ 07006

Tel. (201) 882-0380
Telex: 130233
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1otal over $600 million nationally.
Ragu sauces command a 50 per cent
share of the category's sales,

Multifoods Earnings

International Multifoods Corpora-
tion announced third quarter net earn-
ing of $13.6 million, or §1.67 per
common share, on sales of $285 mil-
lion. Eamings included approximately
50 cents per share from the previously
announced disposal of the Mister Do-
nut franchising business in Japan. The
gain from Japan more than oflset the
impact of devaluation of the Venezue-
lan bolivar, which reduced carnings by
28 cents per share. Currency gains dur-
ing the quarter were negligible. For the
same period a year ago carnings were
$12.3 million, or $1.50 per share, on
sales of $301 million.

For the ninc months ended Nov. 30,
1983, net carnings were $24.8 million,
or $3.03 per common share, on sales
of $783 million. The gain of 50 cents
from disposal of the Japanese franchis-
ing business, combined with currency
gains of 43 cents per share during the
period, substantially offset a reduction
of 98 cents per share due to bolivar
devaluation. During the comparable
period @ year age net carnings were
$25.7 million, or $3.12 per share, on
sales of $827 million.

Bolivar Devaluation

President and Chief Operation Ofli-
cer Andre Gillet said, “Devaluation of
the bolivar was the major factor under-
lying a decline from last year's sakes
and carnings in our Consumer, Indus-
trinl and Agriculture segments, al-
though volume and eamings in local
currency were up sharply in Venezuela.

“In the Consunwr arca, camings
from Canada increased substantially
over last year for Bick's pickles and
relishes, Robin Hood mixes and cer-
cals, and poultry meats, offsctting the
cost of marketing cfforts to protect our
dominant share of the family flour
market. In the United States we achiev-
ed good overall volume growth, and
increased carnings from Smoke Craft
specialty meats, Kaukauna Cheese, and
Robin Hood and LeCrosta mixes.
Strong competitive pressure conlinues
to adversely affect peanut butter op-
crations. In Venczucla, consumer flours
performed very well.”

Industrial Segment
Discussing the Industrial segment
Gillet said, “In the United States, cam-

k2|

ings gains in bakery and export flour
were offset by results from grain mer-
chandising, durum and bakery mix op-
crations, where industry margins re-
mained weak, Canadian results were
relatively unchanged. Flour and mix
volume was very strong in Venezuela.

“In our Agricultural segment,” Gil-
let continued, “animal fecd results were
off in the United States. Lynks seed
com tumed in a good performance as
shipments were carlier than in prior
years. U.S. pet foods had a disappoint-
ing quarter, although volume trends
lead us to expect an improvement by
year-end. Feed and poultry operations
in Veneczuela were strong.

“Earnings incrcased in the Away-
From-Home Eating segment due to the
gain from Japan,” Gillet said. “Results
from Mister Donut in the United States
were extremely strong as established
shops saw good volume improvement,
and we had our best quarter for new
shop openings in five years. Restaurant
operations were down for the quarter
and efforts to improve customer counts
are conlinuing.”

Looking Abead

Looking ahead, Chairman and Chief
Exccutive Officer William G. Phillips
said, “We are confident our strong Ca-
nadian and Venezuelan operating re-
sults will continue in the fourth quar-
ter. Further, in the United States sev-
cral imponant scasonal profit centers
look especially strong. While the im-
pact of Venczuclan currency fluctua-
tions by year-end is uncertain, we cx-
pect that for the full year we will match
last fiscal year's record eamings.”

Minneapolis - based International
Multifoods is a diversified food com-
pany operating principally in the Uni-
ted States, Canada, Venczuela and
Mexico.

Record Volume for
Harvest States Cooperatives
Grain marketing and processing ac-
tivities of Harvest States Cooperatives
generated total revenues of almost §2.4
billion in the fiscal year ended May
28, 1983, Allen D. Hanson, president,
told the cooperative’s annual meeting
at tha Vimocapolis Convention Center.
Inotiag that the year's revenues were
up 311/% million from the previous
year, lir. dlanson said the year's gruin
volume of 530 million bushels estab-
lished a new record. That volume,
along with a general tightening of op-

rations enabled Harvest States o
achieve a net profit despite adver ¢
conditions in the agricultural econon
he said.

“We sec our increased bush
handled as a real vote of confidence 'y
our members and we are grateful { ¢
their support,” Mr. Hanson said. “Th a
kind of continued commitment cnabi -
us to broaden our marketing streng h
to serve our members even better.”

Expanded membership and facilitics
in the Pacific Northwest, now tied in
with the cooperative’s historic strength
in the Midwest, also creates additional
optimism, Mr. Hanson said. Harvest
Cooperatives was created this past sum-
mer by combination of North Pacific
Grain Growers and Grain Terminal
Association.

“With our multiple export locations,
we are positioned to effectively and
efficiently market member-owners
products,” he said. “We expect this
regional cooperative to grow and pros-
per because of the strong elements and
support from our membership in the
future.”

Of the 529,800,400 bushel of grain
shipped by farmer members through
Harvest States Cooperatives, North
Dakota led with a total of 140 million
bushel shipped to the cooperative, The
year's total was up 20% from the pre-
vious year,

ConAgra Earnings

‘ConAgra’s record (first hall) ean
ings reflect the company’s balance an
diversification. . . Although our n
ported results in fiscal 1984 will »
fully reflect ConAgra's increased carn:
ings power, we continue to expect re
ord eamnings for the full ycar.' -
Charles M. Harper, ConAgra, Inc.

Roman Meal Natural
Foods Line

Roman Meal Co. kas introduced |
new 1l-item Natural Foods line '
products into selected western marke -
as a first step towurd a national rol -
out. The line includes whole whe:!
crackers with no salt added: lavor)
(Middle East-style) crackers; wheit
germ crackers, multigrain hot cereal.
hot cereal with oats, wheat datcs.
raisins and almonds; whole-grain wheal
hot cereal; bran and raisin cereal:
multigrain pasta elbows, spaghetti and
lasagna, and a whole-grain baking mix.
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Creating ennchment blends for the
food induslry 1s a specialty of the

Technical And Research team of

i

V'eed a special

«nrichment

llend?
Needitfast?

STAR Squad, Paniplus’ unique Sales

experts. Heading this specialty is
Lyle Woods, Senior Vice President

Here's why he's your keystone to
special blend service

Ne pumps iren.

And vitamins and minerals lo creale pre-
ise enrichment blends to bring your
r xduct uplorequirementsof the FD A
* your own company's specs IU's
aranteed too, with a certiicate of
alysis accompanying every Pani-
s blend — standard or custom

p
o
g
é
P
L * takes it personally.
L
b
10
c
4
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2 coordinates the development of your
nd, personally tracing ils process
Jugh research and development and
ility testing Whenever necessary. Lyle

Istogether a qualified technical leam
semenl the blend at your plant

* doesn't know when to guit.

mall

3y

& juaranteed enrichmen! blend. He fol-
¥ /s it up with another Paniplus service - -

* Lyle, it's not enough simply lo create

e pudty SRR

final product testing We ll analyze
your product lo make sure ils
ennchment meels your label
claims throughout its projected
shelt lite

He's on top of

the market.

With a sharp eye on the market,
Lyle has expanded this specially
from simple flour ennchment to
include cereals. snack loods. dairy
and confectionery producls By
anticipating the market, we can
respond thal much fasler to your
special blend requests And at

Paniplus, our response speed s second
only 1o our accuracy

Ne's the tip of the icebery.
The STAR Squad runs deep' With every
Paniplus produc!. you get the entire STAR
Squad as a bonus the beslt technical and
trouble-shooting help inthe business s a
bonus that benelils everyone You Your
customers. Remember. only Panipius has
the STAR Squad!

Call the STAR Squad enrichment experts
toll-free 800/255-6637.

[¢]

PANIPLUS
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90 PAMIPLUS ROADWAY / OLATHE. LANSAS $5001 / 912.782-8800




The Contempornry Ressrt Hotel rises

through the canter of the A-fremed tewer

CATCH THE PASTA SPIRITI

NPA Winter Meeting
Contemporary Hotel
Walt Disazy World
March 11-15, 1984

Thc National Pasta Association Win-
ter Meeting will start with a cocktail
cruisc on the Kingdom Qucen to a F.
Wilderness feast and hoe down, We
finish with red-white-and-blue evening
of good fellowship, fun and cntertain-
ment at the “Catch the Spirit of Amer-
ica” dinner show and dance. Dress:
Red, White and Blue.

Although there is plenty of time to
explore EPCOT and The Magic King-
dom, the “down to business meetings™
will be productive for members and
guests alike.

14

Wh—lhmdhmm“mhmdﬂ.ﬂwh
, the Contemporery Resert is o wnique heedq tor visiters whe dreem
of whet o trip te the futurs might encompen.

The business program will feature:

—"“Winning Through Negotiations
Seminar™ for members and

spouses

—Open discussion on Product Pi -
motion and Technical Affairs -
everyone invited

—North Dakota Update

~—Consumer  Altitudes Towar

—National Debut of the new NPA
sponsored “Pasta Lovers Dict

Cookbook™

Pasta—results of the Wh !
Industry Council Bascline St ¥

—Review of Supermarket Trend:

Cochtell Cruise
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~General Membership and Board
Mectings

The traditional golf and tennis chal-
le 2¢ matches will, of course, be held.

Walt Disaey World

spreading over the lake and fores.
country of Central Florida, the Walt
Disney World resort complex is the
mest  complete  vacation  destination
anywhere. With 43 square miles of
recreation and entertainment, it offers
guests countless opportunities 1o get
the most fun cver from their conven-
tion experience.

Here is a world as old as yesterday,
as limeless as a dream and as new and
exhilarating as tomorrow. I's a world
embracing all notions in friendship. A
world where young people can enjoy
the adventures of adulthood and
grown-ups can once again join in the
pleasures of being a child.

I's also a world of unigue accom-
modations, fine dining, shopping and
outdoor activities designed 1o create a
truly different convention experiznce.

Epcot Cenler

Epcot Center represents the ultimate
in  Disncy - “Imaginecred”  entertain-
ment—an  enleriainment  experience
d-dicated to mankind's most precious
ro-ource: Imagination.

Located on 600 ucres of Walt Dis-
n y World property approximately two
¢ 1 a half miles from the Magic King-
¢ m, Epcot Center encompuasses two
¢ tinct dimensions: Future World and
V wld Showcase. Together they form
& ast new showplace created to satisfy
U+ imaginative appetites of the tens
« millions of people of all ages des-
1 ed 1o become “Epcot travelers.”

Future World

Standing 180 fcet above the en-
1 ince, Epcot Center's colossal geo-
s here is your enirance to Fulure
\ orld. It is the largest structure of its
L ad anywhere, a dazzling statement
1« the extraordinary wonders that await
you, Wonders in energy. In communi-
c:tions. In transportation. In the limit-
ks potential of the seas . . . the land

. and most of all, in the limitless
potzntial of human imagination to
chart the course for this our Space-
ship Earth.

lEBruARy, 1984

Megic Kingdom

Spaceship Earth

Within the vast interior of the Epcot
Center geosphere you'll board Space-
ship Earth, prescnted by the Bell Sys-
tem, for a spiraling time  journey
through the history of communications.
From the first images painted on cave
wills to computers whose clectronic
pathways take you to the very cdge
of space, you'll see how communica-
tions has assured our survival through
the ages.

Universe of Encrgy

Using the most complex flm sys-
tems cver developed, and a multitude
of dazzling special effects, the Uni-
verse of Energy, presented by Exxon,
will take you from the great geological
upheavals that enfolded fossil fuels
deep within the carth, up to the pres-
ent, and on to examine the cnergy
forces of the future.

World of Motion

Three shows in one. World of Mo-
tion, presented by General Motors,
takes you on a zany ride through mile-
stonzs in trunsportation history. An-
other adventure awaits you in Center-
Core, where you'll be dazzled by a
six-story kaleidoscopic view of a fu-
turistic landscape. And finally, you'll
visit the General Motors Transcenter,
presenting an exciting look at GM's
advanced concepts for the present and
future of transportation.

Journey Into Imagination

Almost castlelike in grandeur, Jour-
ney Into Imagination, presented by
Kodak, is the fantasyland of Future
World, From the Dreamport, you'll
follow Dreamfinder and his delightful
sidekick, Figment, into the wondrous
worlds of art, literature, science and
technology. In Image Works, you'll try
youz own hand at creative experiments.
From there, you'll enter the Magic
Journcys Theater for the largest—and
perhaps most  capitivating—three-di-
mensional motion picture ever pro-
duced.

The Land

In the six-acre Land pavillion, pre-
sented by Kraft, you'll explore Nature
in both her wildest and most cultivated
states. You'll see actual experiments in
futuristic farming. You'll feast in the
rotating Good Turn restaurant. Plus,
you'll enjoy a zany cast of incredible
edibles at the Kitchen Kabaret serving
up some of the most palatable enter-
tainment this side of the refrigerator.

CommuniCore
Technology and people come 10-
gether and make friends in Communi-
Core, the Community Core of Future
World. In an Inviting cluster of build-
ings that welcome your participation,
you'll converse with computers, cast
your opinion on current issuss, select
and preview travel plans via videodise
and have your own “hands-on™ experi-

ence with the 21st century.

Epcot Computer Cenler

One of the many exhibits in Com-
muniCore, Epcot Computer Cemral,
presented by Sperry, gives you an up-
close and entertaining look at the com-
puter technology that helps run Wal:
Disney World and puts more than a
thousand ~ Audio-Animatronics  per-
formers through their paces.

Horizons

Horizons, presenied by  General
Electric, will look at different lifestyles
from the 2Ist century. And then let
you choose one to try out yourself!
You'll also take a look at today’s world
as it's never scen when you wind
*+ agh the Omnisphere, presenting K-
sy images of crystal formations,
DNA molecules unfolding, and a fiery
space shuttle blast-off, to nume a few.
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The North Dakota Mill has your interests
very much at heart. Our experience and
excellent milling facilities assure you
the finest durum products for your
pasta. We are located in the heart of
the rich durum country, and we pick
tha “‘cream of the crop” for you.
Thorough testing and laboratory

facilities assure uniformity and

quality control. You can rely on

consistency when you order
Durakota No. 1 Semolina, Per-
fecto Durum Granular or Ex-
cello Fancy Durum Patent
Flour from North Dakota
Mill. We're thinking of you
every step of the way.

the durum people

NORTH DAKOTA MILL
Girand Forks, North Dakota 58201
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THE FEDERAL DEFICIT: WHO'S AT FAULT?

by W. D. Clower, President, Food Processing

Machinery and Supplies Association

Everyone screams about the defi-
¢'s and points fingers al some spe-
¢ic spending arca as the cause, but
hive you actua..s looked at the bud-
get figures? We have, and find there
are some fascinating revelations,

According to Office of Manage-
ment and Budget (OMB) reports for
the period October, 1982 through
May, 1983, four major expenditures
top the $20 billion figwre (and that's
with four months to go in the fiscal
year). Despite much of the recent
noise about defense spending, the
biggest spending programs are the So-
cial Security trust fund (with over
$99 billion), Medicare ($25.42 bil-
lion) and State Unemployment Bene-
fits ($21.36 billion). The other bud-
get ilem topping the $20 billion level
was payment of interest on the na-
tional debt—a mere $81.39 billion!

Together these four line ilems ac-
count for $227.25 billion in outlays
for the first eight months of this fis-
cal year, And, that is a staggering
42.24 percent of the total $583 bil-
lion the federal government has spent
s far,

Then comes a long list of smaller
b dget items that add up to another
g ind total. Health care trust fund
r yments, Civil Service retirement,
-dicaid granis lo states, disability
leral trust fund and Medicare sup-
:‘mentary medical insurance trust
yments each come in at the $10-
5 billion level. The “small-fry”
¢ items (from $3-10 billion') were
‘eran’s compensation and pensions,
W stamps, Supplemental Security
come (SSI), assistance payments
ogram of Social Security, and rail-
Wl retiement benefit claims. These
1 items add up to another $95.14
lion, or an additional 17.68 per-
nt of all expenditures.

When you add this entire list of
v<ial expenditurcs—from Social Se-
curity to railroad retirement — you
come up with a figure of $322.39 bil
livm, or $9.92 percent of all federal
expenditures for the first cight months
of this fiscal year. But where is the
defense spending that has been the

-
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subject of so much Mak? Defense
spending does come out to a giant
$13R.097 billion, but that is only
25.64 percent of the total expenditures
to date, and it is over $50 billion less
than the $IR7 billion plus spent on
income security alone.

The point is that while defense
spending may be subject to some valid
criticism, it is only a small part of
our massive spending problem. Far
more significant are the entitlkement
programs—ull those automatic  pay-
ments for so many questionably worth-
while social programs that increase
cach year as their cost-ol-living ad-
justments (COLA') ratchet up the
outlays without any action from Con-
gress. I the deficit is ever fo be con.
trolled, Congress and the public will
have o (ake a hard look at what the
problem really is,

Food Processors Move to
New Headquarters

NFPA has moved 1o its new head-
quarters building at 1401 New York
Avenue after two years of planning
and patience. The new building is sit-
vated only two blocks from the White
House and in close proximity to fed-
eral agencies and Capitol Hill. Jude-
ing by stafl reaction, the new build-
ing meets everyone’s expectations.

As part of the Association’s new
headquarters, members and supplicrs
have funded construction of new la-
boratory facilities which include:

* Processing Rescarch Laboratory
¢ [solation Laboratory

® Consumer Product Testing
Laboratory

® General Microbiology
Laboratory

Container Testing Laboratory

General Chemistry Laboratory
® Heavy Metals Laboratory

® Nutrient Composition
Laboratory

* Vitamin Assay Laboratory

gn = a bt b SR Ll ST

The new NFPA address and cen-
tral phone number are: 1401 New
York Avenue, N.W., Washington, DC
20008, (202) 639-5UNK).

The Secret to Japan's Success

oy Richard 1. Lesher, President
Chamber of Commerce of the
United States

Did you know that there is a country
whose productivity is 50 percent high-
er than Japan's? That's right. While
we have all read and heard about the
phenomenal productivity of the Japa-
nese economy, one  nation  exceeds
Japan Inc. by one-hall.

Well, come, come you say. Speak
up. Where is this cconomic giam? Is
it one of those OPEC countries awash
in 0il? One of those tiny countries you
need a magnifying glass w find on the
map?

No, the most produstive economy in
the world is also the largest. It is the
United States of Amenca’s. Despite
our troubles, we lecd Japan and all
other countries in output per worker
—productivity.  American agriculture
is three times as productive as Japan's,
Qur construction industry is twice as
productive. Basic manufaciuring is 28§
percent more productive.

Then why all this fuss? Why is ev-
cryone talking so much about Japan?
Is all this talk about the Japanese eco-
nomic miracle just a myth?

No, the strength of Japan's economy
is real enough, While our productivity
is higher today. Japan’s productivity is
growing much more rapidly than
America’s During the decade of the
"70s, Japan's productivity grew at 7.4
percent cach year, America’s at only
2.6 percent. At this rate Japan will
overtake us by the end of the century.

What, then, is the seeret of Japan's
rapid growth in productivity and GNP?
Quite simply it is low federal spend-
ing, reduced mariginal tax rates, and
a government which understands that
ceconomic growth comes from a strong
and vigorous private sector, not from
hig government.

PLANT OPERATIONS SEMINAR
Boston, Massachusetts
April 8-12, 1984
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Pasta Makers in America

Cheilrmen Josoph Pellegrine

* William Howard Taft was trust-
busting in the White House.

® Sun Yat Sen had just overthrown
the Manchu Dynasty in Chipa.

® The Titanic met an iceberg on her
maiden voyage and sank off New-
foundland.

¢ The Keystone Cops were packing
‘em in at the Bijou.

® The magic of wheels out of De-
troit was changing the face of the
nation.

And in the vencrable city of Bos-
ton a Prince was born. The year was
1912—a very good year for nutrition
in America. Three ltalian immigrants,
pursuing the “American Drcam™ in
Boston’s North End, set up a maca-
roni factory in a small store on Prince
Street.

Prince Pockeging, Lowell

Y S T A T S T

THE STORY
OF PRINCE MACARONI

The Prince Macaroni Company first
took its name from the street where it
was born, and in the decades since has
carncd it with the integrity of its
products,

By 1917, the combination of quality
preducts and warm  personal service
began 1o pay off, and Prince Macaroni
moved to larger, more modern quarters
on Commercial Street. A generation
of Amcricans went forth to have the
world for democracy, and came home
to esteblish the opulent madness of the
“Flapper Era.” During these turbulent
years, the Amecrican taste for maca-
roni products continued to grow and,
once again, in 1939 Prince had to
move to larger quarters in Lowell,
Massachusctts where company head-
quarters arc still located.

Roman Macaroni Company

Mr. Joseph Pellegrino was, in 1939,
Sales Manager and a partner of the
Roman Macaroni Company of Brook-
Iyn, New York. After a fire destroyed
the Roman Company's plant, he ar-
ranged to have Prince supply the com-
pany's pasta necds—and within a year
he acquired controlling interest in the
rising New England company. His vi-
sion of the future of pasta products
was given impetus by the rapidly ex-
panding demand during the war ycars.
Connecticut and Rhode Island were
added to the company's marketing
arca, and the growth of Prince began.

The ycar was 1950—"Give ‘cm
hell” Harry Truman ordered the army
to seize the railroads to prevent a na-
tional strike. The great Cleveland
Browns won the National Football
League championship and held it for

President Joseph P, Pellegring

the next five years. These same yeans
were years for acquisition and growth
in new markets for Prince.

® The Cardinale Macaroni Com-
pany of Brooklyn, New York.

® The Roma Macaroni Company of
Chicago, Nlinois, a distributos,
added new capacity and new ma -
keting horizons to the Prince cor -
mitment 1o growth,

® The Meiscnzahl Macaroni Cor -
pany of Rochester, New York.

® The Prince brand was franchis |
to the Michigan Macaroni Cor -
pany of Detroit; brokers and di
tributors were appointed in Was
ington, D.C., Roanoke, Virgini
Cincinnati, Ohio, and San Jua

(Continued on poge 22)
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Grocery Store of Petro Reclmuto—New York City,
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ETTI House

Prince Spaghetti House—Boston 1946

Prince Mocaront Headjuarters—Lowell Mass
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Printe *cezrom of Michigan Inc —Warren  Michigan
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No one mills more quality
durum than Peavey and
Condgra. No one provides a
more dependable supply — the
right produd al the right time -
at the right

That's why you can cound on &
Peavey and ConAgra — Ameri- A
ca’s largest supplier of quality ;
Semolina and otber fine durum




The Story of Prince Macaroni

(Continued from page 18)

Pucrto Rico. The company also
purchased a ware house in Miami,
Florida and began distribution
there.

Integration
To better integraic  operations,
Prince began in 1955-56 to acquire
related companies:

® Roselli Foods of Pennsauken,
New Jersey, became Prince Maca-
roni of New Jersey, Inc. manu-
facturers of Prince Sauces and
prepired foods;

® The Cleghorn Folding Box Com-
pany, now known as Prince Park-
aging  Corporation,  supplied
Prince’s needs for folding cartons
as well as packaging for many
other companies;

® Prince Corrugated Container Cor-
poration was formed to fill simi-
lar needs;

® Prince became a 51 percent pan-
ner in the Prince-Gatiuso Maca-
roni Company in Montreal. It sold
its interest in 1968 and buili a
new plant in Boucherville, Can-
ada, now known as Prince Maca-
roni of Montreal, Limited;

® Prince Lithographers, formerly
LeClair & Company, Inc., and
the A & D Fabricating Company
were also acquired;

® In 1965 Prince acquired Chem-
Tech International;

® The following yecar, in 1966,
Prince also acquired the Michigan
Macaroni Company and subse-
quently purchased the Vivison
Macaroni Company of Warren,
Michigan. Their combined opera-
tions are now known as Prince
Macaroni of Michigan, Incorpo-
rated.

Prince Spaghetti House

Not only expert in the manufacture
of pasta, Prince knows how to cook
it and serve it, too. In 1946 Prince
operated the Prince Spaghetti House in
Boston, and in the cary "60's estab-
lished the Prince Grotto on the
grounds of the main plant in Lowell.
The Prince Grotto, with its lovely gar-
dens and old-world atmosphere has
continued to flourish and is curvently
operaled on a lease basis.

® The Dautch Main Macaroni Com-
pany oi Allentown, Pennsylvania,

was acquired in March, 1971,
Prince markets a family of egg
noodle products under the Dutch
Maid brand name.

¢ The Viva Macaroni Company of
Lawrence, Massachuselts, was
acquired in 1972,

¢ In the same year, Prince estab-
lished the W-R Packaging Ma-
chinery Company.

Today, Prince stands on the thresh-
old of a new era of marketing and
growth, totally prepared in terms of
capacity and fully integrated facilitics.

Full Product Line

Their full retail product ling, in
addition to all varicties of spaghetti,
macaroni, and egg noodles, includes
spaghetti sauce and preparcd foods in
glass jars. The finest grade of Cali-
fornia tomatoes, high quality herbs and
spices, pure olive oil, butter, sherry
wine and the choicest grade of meats
are used in all their spaghetti sauce
recipes.

Durum wheat, the choicest, costli-
est wheat in the world, is the base for
all their pasta products.

Following basic traditions, they
classify their pasta products as Naples
style—spaghetti, macaroni, ziti, elbows
and other types that owe their popu-
larity to the Naples area. They manu-
facture 24 varictics of these popular
products.

Genoa cut products are the curvy
twisty products used for specific reci-
pes such as lasagna, cannelloni, and
manicotti. Prince’s 17 varicties include
all the important cuts.

Prince egg noodles, which combine
fancy patent flour of Durum wheat
with farm-fresh golden egg yolks, are
high in protein, low in starch and vita-
min enriched. Eighteen varicties offer
perfect egg noodles for every recipe.

Sauces and Processed Foods

Spaghetti sauces, meatless, with meat
and with mushrooms, marinara sauce,
pizza sauce, and ltalian cooking sauce
are of growing importance to Prince
retail sales.

llems specially packed for insti-
tutional use have put Prince solidly in
the market for institutional products.
They offer regular spaghetti, macaroni
and egg noodle products, as well as
protein-enriched varicties which can be
scrved as meat alicrnates. No. 10 cans
of special products such as sauces,
spaghetti, ravioli, corned beel hash,

chile con carne, sausages and me
balls are offered as well as specal hi; h
protein tinned products.

School lunch programs, served 1y
their distribitors, are major users
these high proicin foods.

Speciality products for the retil
trade include pasta products, breid
crumb mix, macaroni and cheese din-
ner, and shells and cheddar dinner.
Romano, Parmesan, and a blend of
Romano and Parmesan cheeses are
also offered.

Superoni, a linc of elbow macaroni
and thin spaghetii containing 22 per.
cent protein, is another key item in
the Specialty Products line. Superoni is
the only pasta product high enough in
protein to be recognized by the US.
Department of Agriculture as a meat
substitute for the school lunch pro-
gram.

Prince products arc more than pure
ingredients—more than a story of great
varicty and the ability to supply many
markets and needs. The consistent
high standards of quality result from
the dedication of people—the men and
women of Prince who put their prids in
their work—they put the priceless in-
gredient of integrity in every product
package.

In the beginning the Prince Maca-
roni Company was formed to express
the dream of a few hard-working im-
migrants for a better life in their new
country. The enterprise they founde,
following the same principles of ho: -
esty and dependability with which 1
began, has maintained its person |
touch with employues, customers, ar |
the community, through eras of grow 1
and change.

Early Advertiser

Prince was an early and enthusiast :
television advertiser. Commenting « 1
their early experience Joseph Pell -
grino, Chairman of the compan .
stated: “In the fall of 1949 we h: i
our first television program which fe. -
tured ‘Don Winslow' of the Nav .
This was a scrialmotion picture, an |
from the reports received, it was closei¢
followed by young and old. At th:
conclusion of the Don Winslow Show
we had the Ace Drummond Show wit1
Eddic Richenbacher. This was also 2
scrial film that was very favorably re-
ceived.

“Then we rcally stepped out into th:
big league. Every Sunday evening al
10:30 we put on the Prince Television
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1tater consisting of selected full
agth  pictures  from Hollywond's
eatest productions. The commercials,
*ich were in good taste, showed the
wsewife how casy it was to prepare
tempting, tasty meal with the many
acaroni styles, 110 different varieties,
anfactured and  marketing by
ince. This was the company's way
¢ backing up the sal< of its products
through chains and independent re-
12il stores. Dealers capitalized on the
program by arranging altractive store
displays of Prince pioducts.”

In the mid '60's Prince employed
Stan Freberg, master of the humorous
soft sell in advertising to create new
commercials,

Wednesday, Spaghetti Day

In 1970 the Prince Spaghetti tele-
vision commercial was singled out as
the best for packaged food products
by the American Television and Radio
Academy. The commercial, based on
the company’s long time theme, “Wed-
nesday is Prince Spaghetti  Day,”
starred a cast of lwalians from Boston's
North End who were real peop!, nol
actors. It happened like this: Lrream-
ing of a possible commercial, Zal
Yeneaw Advertising Agency, and Joe
Pellegrino took a liesurely walk through
Boston’s “Little ltaly™ one fine day
and said, “Why not?” They had al-
ready gone the route with the usual
cartoons, humor, personality spot.
Here they were, right where the action
vas,

Next came the creative and produc-
' m people with a film crew walking
¢ ¢ same streets looking for people

ho would fit the role in their new

ript. They spotted a youngster of

ne darting out of a doorway. His
‘ime was Anthony Martignetti. He

Wd come from ltaly two year previ-

usly. A real find. So was his mother,

ey discovered, when they went home

ith Tony to get permission for him

+ piay the leading role.

The plot had Tony running home

r dinner, As he ran, we cut 1o mom
.1 the kitchen cooking the spaghetti.

ack to Tony. Back to mom. He finally
i1akes it, exhausted, and the smile he
jives out at the sight of dinner is
worth the price of the commercial. A
real people-smile. Not an actor-smile.
And the spaghetti looks like real
people-spaghetti.

This was the first “Clio™ award pre-
sented to a spaghetti company for a
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nationally recognized TV commercial.
It won from a ficld of 1,803 entries.

In 1964 Joscph P. Pellcgrino, Joe's
only son, was named assistant to the
president, and Ted J. Settanny was ap-
pointed vice president of sales, Both
positions were newly created.

Joseph P. Pellegrino had been man-
ager of Prince’s Lowell plant since
1962 ufter finishing Harvard's School
of Business. Scttanny had joined the
Prince Company as national sales di-
rector in 1961 afier 14 years with Pills-
bury.

Forbes Magazine
In March of 1980 Thomas Jaffe
wrole in Forbes Mugazine: “The big
boys are trying hard to gobble up the
macaroni  business. But don't ever
count out the little fellows. They ane
a tough breed.”

He continued: “Customer loyalty
dies hard. Nowhere does it die harder
than in the markets dominated by the
large privately-owned independents.
Call them ‘The Big Three': Ronzoni
of New York; Prince of Lowell, Massa-
chusetts; Golden Grain of San Lean-
dru, California. When their turf is in-
vaded, they fight.”

“If we can't hang on,” bristles
Joseph P. Pellegrino, 41, president of
Prince, “hurray for the new guy com-
ing in and tough luck for us. | was in
the Marine Corps for thrce years of
active duty, and [ can truthfully say
when | came back to work for my
father it was tougher. There were times
I look back on boot camp as the good
old days. So I'm plenty ready for a
fight if that's what anybody wants.”

The competition has slways been
there.

General Foods to Acquire
Ronzoni Corporation

General Foods Corporation and the
Ronzoni Corporation jointly announc-
ed January 10 that they have reached
an agreement in principle for the ac-
quisition by General Foods of all the
stock of Rcnzoni Corporation. The
proposed purchase price was not dis-
closed.

The companies said that the trans-
action is subject to the negotiation and
exccutiors of definitive agreements as
well as approval by the stockholders of
Ronzoni. Closing is anticipated in
about six wecks. The transaction also

B T

is subjeci 1o a federal government re-
view under Hart-Scott-Rodino,

Commenting on the transaction,
General Foods Chairman and Chiel
Executive James L. Ferguson said:
“We are delighted by the prospect of
having such an outstanding company
as Ronzoni join General Foodi. Ron-
zoni in our view is the premier domes-
tic pasta company. ltis brand name
commands an exceptional loyalty
among consumers. The Ronzoni fam-
ily's insistence on superior product
quality is the foundation for th: com-
pany's fine record of growth and its
excellent growth prospects.

“Further, we believe that the acquis-
ition of Ronzoni fits well with General
Foods' commitment 1o develop addi-
tional significant new business oppor-
tunitics, a commitment cxemplified by
Oscar Meyer, Entenmann’s and the Ot-
to Roth specialty cheese business.”

Also commenting on the transaction,
Robert  Ronzoni, Presdent of the
Ronzoni Corporation said: “The man-
agement of Ronzoni is pleased to join
forces with General Foods, a company
that shares our commitment to high
product quality and consumer satisfac-
tion as the appropriate route to busi-
ness success, General Foods has dem-
onstrated throughout its history the
ability to join forces with successful
family businesses. It has the resources
necessary to provide the impetus to
the growth in volume and profitabil-
ty we see ahead.”

Ronzoni has been a family business
based in Long Island City, New York
since its founding in 1902, The com-
pany manufactures and distributes
about 70 different varicties of dry
pasta products and cgg noodles. In ad-
dition, the company produces a sclec-
tion of spaghetti sauces and a line of
lalian style frozen entrees in both
single-serving and family size portions.
Ronzoni also distributes a variety of
seafood sauces and grated cheeses. An-
nual sales are in excess of $60 million.

The company's cxtensive product
line is currently sold in much of the
United States. Ronzoni is the leading
pasta company in metropolitan New
York, the nation's single most impor-
tant market for pasta products. The
company also is a significant factor in
New England, Philadeiphia, Florida,
Los Angeles, Texas and Puerto Rico.

The companies said current manage-
ment will remain with the Ronzoni
Corporation.
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Pasta is in the
“Good Group™

New research shows pastareleases
the right complex carbohydrates
rewards us with better health, slowed aging
and built-in weight control.

pasta produces o tat

reading on msulln release

which

Pasta - let's tell it like it is.




sh Wednesday falls on February

7, and Leat is still the time to sell
mealless dishes, even though the re-
ligious dictary restrictions have been
cased. It was because of these restric-
tions on the use of meat that consump-
tion of fish traditionally climbed dur-
ing Lent. But seafood has overcome
this difficulty and has been promoted
to become popular all year round.
Nevertheless, this is a panicularly good
time for promoting macaroni with sea-
food.

Similarly, combinations of macaroni
foods with eggs and cheese products
fulfill the old tradition of meatless
meals during this period.

Basic Macaroni Cheese Salad, mak-
ing eight servings, is given below, fol-
lowed with variations,

Basic Macaroal Cheese Salad
With Variations
(Makes 8 serviags)

tablespoons salt
to 6 quarts boiling water
cups elbow macaroni (1 pound)
cups (8 ounces) shredded Cheddar
cheese

| cup chopped green pepper

I cup chopped celery

2 teaspoons cach: salt and grated

onion

1Y2 cups mayonnaise

2 teaspoons vinegar
iV2 teaspoons dry mustard

Dash pepper

Add 2 tablespoons salt 1o rapidly
boiling water. Gradually add macaroni
50 that water continues to boil. Cook
uncovered, stirring occasionally until
tender, Drain in colander. Rinse with
cold water; drain again. Toss macaroni
with remaining ingredicnts.

Variations: Use a different dressing.
Omit the mayonnaise and vinegar and
use instcad one of the following:

1. One pint (2 cups) dairy sour cream
und 2 tablespoons lemon juice. Add
| teaspoon dill weed.

2. One cup bottled salad dressing.

Vary the ingredieats. Omit the green

epper and use instead one of the fol-

lowing:

I. Y2 cup sliced pimento stuffed
olives,

2. Y2 cup sliced pitted ripe olives.

3. 1 can or jar (4 ounces) pimiento.

4. Y2 cup sliced sweet gherkins,

2
4
4
2
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Serve it differently:

1. Serve on a platter, ringed with
sliced tomatoes,

2. Serve in salad bowl lined with crisp
greens of any kind.

3. Serve in avacado half shells.

4. Serve individ 1l portions in lettuce
cups.

Basic Macaroal and Cheese Casserole
With Varistions
(Makes 4 serviags)

I tablespoon salt
3 quarts boiling water
2 cups elbow macaroni (8 ounces)
V4 cup chopped onion
3 tablespoons butter or margarine
3 cups milk
14 teaspoons sall
Vateaspoon dry mustard
Ya teaspoon pepper
| teaspoon Worchestesshire Sauce
212 cups grated sharp Cheddar cheese

Cooking Instructions

Add | tablespoon salt to rapidly boil-
ing water, Gradually add macaroni so
that water continues to boil. Cook un-
covered, stirring  occasionally, until
tender. Drain in colander,

Mecanwhile, cook onion in butter un-
til crisp-tender. Quickly stir in flour;
gradually add milk stirring constantly.
Add seasonings. Cook, stirring, until
sauce boils 1 minute, Stir in 2 cups of
the cheese; continue stirring until
cheese melts. Remove from heat;, com-
bine with macaroni. Turn into 1%
quart casserole. Sprinkle with remain-

OPPORTUNITIES

ing ¥ cup cheese. Bake in 400° (hi )
over 20 minutes or until bubbling a §
lightly browned. Garnish with parsle |
is desired,

Mix It Up
To this basic recipe may be add. |

any of a number of ingredients, v

vary the finished dish according 1o the

fancy of the cook,
Here are eight suggestions for varia-
tions:

. Add Y cup chopped or sliced pi-
miento-stuffed olives to cheese
sauce,

2. Add | can (3 or 4 ounces) chopped
or sliced mushrooms, drained, to
cheese sauce.

3. Add Y2 cup chopped green pepper
1o cheese sauce.

4. Add | can or jar (4 ounces) chopped
or sliced pimientos, drained and
diced, to cheese sauce.

5. Add two cups chopped chives to
cheese sauce.

6. Add %4 tablespoons caraway seeds
to cheese sauce.

7. Add 2 tablespoons poppy sceds 1o
cheese sauce,

B. Top macaroni and cheese with 2
medium  tomatoes, sliced, before
baking.

Crab, Noodies and Cheese
An outstanding main dish, especiall:
good for Lent, begins with tender nug
gets of crab meat, mellow Chedda
cheese, and egg noodles. It is conveni
ent to serve anexpected guests, and
real treat for the family.
| package (8 oz) medium noodle
3 tablespoons butler
3 tablespoons flour
Y4 teaspoon salt
' teaspoon pepper
3 cups milk
2 cans (7% oz each) crab mea
draincd and flaked
2 cups (8 oz) shredded Chedda
¢
1 can (4 oz.) sliced mushrooms,
drained
Y3 cup chopped pimiento
V3 cup toasted slivered almonds
Y3 cup shredded Cheddar cheese
Cook noodles according to package
directions; drain. In a saucepan melt
butter; blend in flour, salt and pepper.
Remove from heat; gradually stir in
milk, Cook over medium heat stirring
(Continued on poge 28)
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How much can you afford to
spend for energy?

With the high cost of
energy, it pays to ask that
question before you
purchase pasta production
equipment. And Buhler-Miag
has some comforting
answers. We design our
equipment for maximum
energy efficiency and
production performance.

Energy savings is one
reason why companies all
around the world turn to
Buhler-Miag for systems to
produce top-grade quality
pasta.

So if you have questions
about the efficiency
of your equipment, come
to Buhler-Miag for
the answers.

P.O. Box 8497, Minneapolis. MN 55440 (612) 545-1 .27
59 Curiew Drive, Toronio, CANADA M3A2P8 (416) 445-6310
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Crab, Noodles and Cheese

(Continued from poge 26)

constantly, until thickened. Cook 2
additional minutes. In a large bowl
combine crab meat, 2 cups cheese,
mushrooms, pimiento, almonds and
noodles; turn into a 2Y3 quart buttered
casserole. Pour while sauce over all;
sprinkle top with Y5 cup cheese. Bake
in preheated 350° over 40-45 minutes.
Makes 8 servings.

The Pasta Lover's Diet Book
by June Roth

The word is out: pasta is in for thoss
who want 1o be thin!

Once shunned by dieters because
they thought carbohydrates and
“starchy” foods were the enemy, pasta
was considered faticning—though of
course the only real culprit was the
fat in the butter, cream, and heavy
sauces that were added to it. Dieters
who were afraid to eat carbohydrates
loaded up on proteins instcad—often
in such heavy quantities that their kid-
neys suffered damage.

Pasta, with only 210 calories per
serving, is an ideal food source which
satisfies the demand of people who en-
joy ecating scnsibly with a gourmet
palate—bul without gaining weight.
This book presents a wide variety of
appealing pasta dishes made with
skinned-down sauces. A two-week dict
is part of the package, but in fact the
menus are so sensibly nutritious that
onc could safely dine this way indefi-
nitely—without adding an ounce.
There are slimming but satisfying
lunches with fresh wegetable sauces
and pseudocream sauces, and delicious
dinners of pasta dishes that have
chicken, fish, or mecat in sauces or
fillings. Salads are made with low-cal
dressings, and there's a host of recipes
for nonfattening desserts.

Pasta is especially good for the
weight-conscious because it provides,
with very few calories, complex carbo-
hydraics that are a sicady source of
encrgy. Pasta is also low in sodium.

Junc Roth, a nutritionist, writes a
syndicated newspaper column called
“Special Dicts™ and is the author of
30 books on food and health.

March: 160 pages; 5%2 X 8% index;
illustrations

LC: 83-15571

ISBN: 0-672-52803-7; $8.95 trade
paperback
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PASTA: PERFECT FOOD FOR THE 80’s
By Nancy Kennedy in the Ford Times, Janvary, 1984

Pasta has gone from cheap to chic
in short order. Not all that long ago,
it was widely known in basically two
forms — mundane macaroni and
cheese, and spaghetti with meat sauce.
But a wave of new appreciation and
praise for pasta has swept the land.

Temples of haule cuisine now vie
with onc another in the creation of
cver more dazzling pasta originals.
Chains of restaurants devoted solely to
pasta have opened, with more 1o come,
Trendy charcuterics and deli counters
offer dozens of variations of cold pasta
salads and freshly made pasta to take
home.

At fancy food-equipment empor-
iums, pasta makers, forks, cutting de-
vices and drying racks, along with
clegant cheese graters, take up entire
scctions. There are at least a half-doz-
en new books on pasta, and many
supermarkets now commonly stock
dozens of shapes and high-quality
brands. In addition, uncounted linear
feet of the swff arc being extruded
from pasta-making machines in home
kitchens cvery day.

It’s reaching the point where Ameri-
can cooks seem to be the modern coun-
terparts of the 18th-century Neapoli-
tans, historically the most celebrated of
pasta makers — and caters.

Oviginal Coavenience Food

Robert Green, former director of the
National Pasta Association, which
represents the top 90 U.S. pasta manu-
facturers, thinks he knows the reason.
“Pasta is the original convenicnce
food, and it's perfect for the busy,
health-conscious "80's,” he says. “More
women are working and it is the ulti-
mate quick but nutritious meal—high
in encrgy-producing carbohydrates and
low in fa.”

Green reminded me that when the
U.S. Dictary Goals were established
by a Senate commitice in 1970, the
repont advocated increased consump-
tion of grains and cereals, fresh vege-
tables, and unsaturated fats, among
other things. Pasta is a natural for
such a diet.

Besides being casy to prepare and
healthful, a plate of steaming pasta
mixed with melting butter and freshly
grated Parmesan cheese, or al dente
spaghetti tossed with a simple sauce

of garlic, olive oil and fresh pars
makes a completely satisfying meal.

What's more, pasta is never borir 3;
it comes in literally hundreds of shapes
and sizes. The delightful, descriptive
names the ltalians have given pasta re-
flect their affection for this most basic
yet tasty food — ricciolini (little curls),
manicotti  (small muff), vermicelli
(little worms), spaghetti (little strings)
and penne (pens and feathers),

Such a profusion of shapes didn't
simply grow out of a desire for varicty
in appearance. These shapes have a
purpose: to harmonize with a specific
type of sauce. The various nooks and
crannies trap the sauce, and blend its
taste with that of a particular pasta.
Delicate strands of pasta combine base
with thin, very liquidly sauces; hearty
pastas go best with thicker sauces. Of
course, certain affinitics are subtle,
mysterious and virtually unfathomable,
Why docs ragu, the chopped meat
sauce originated in Bologna, harmon-
ize so marvelously with fettuccine (rib-
bons)? Or neapolitan clam sauce with
capellini (fine hairs)? The romantic
Italians smile and shrug and explain it
simply as “the poctry of pasta.”

Limitiess Variations

Just as there are cndless shapes «f
pasta to choose from, there are lim -
less ways of creating variations. Pas a
offers every cook an opportunity 1
prepare quick, improvised dishes, wi 1
the sauces reflecting the scason an« /
or the whim of the moment. Besic s
serving as the perfect culinary foil f
the peppery flavor of robust sauces, t
gocs wonderfully with stir-fried veg -
tables, tomatoes, anchovies, olives a: 1
prosciutto. It can be scrved with de -
cate scafood sauces made with smok 1
salmon, clams, scallops or tuna. H t
or cold pasta is good with pesto, 1
Genovese sauce of pounded basil, pi.
nuts, garlic, checse and olive oil.

But don't take my word for it. U ¢
your own sense of taste and style, a1
feel free to experiment — take chancx «

As noted food writer James Beaid
observed, the truly best way to eat
pasta is with gusto.

-

A Pasta Primer
What is pasta? It's the generic name

for a multitude of food products made

(Continued on poge 42)
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Carle Veresco

Golden Grain Promotes
Three Plant Managers

Golden Grain Macaroni Company,
with three manufacturing plants in dif-
ferent parts of the country, has named
each of its three plant managers Vice
President of Manufacturing.

Vice President of the Chicago area
plant, in Bridgeview, lllinois is Carlo
Varesco, a production veteran of 28
years with Golden Grain, Varesco su-
pervised the recent construction of a
fully automated macaroni plant in
Bridgeview. Installed in the large mid-
west facility is a gigantic macaroni ex-
truder with a production capacity of
8,000 pounds per hour, plus automatic
matcrials handling systems, processing
systems, and packaging systems — all
controlled by advanced micro proces-
sor methods. The new plant, now in
full operation under Veresco's direc-
tion, has increased product production
capacity by more than 400 percent.

Vice president of Manufacturing at
Golden Grain's headquarters in San
Leandro, California is William Holf-
man. Under Hoflman, production of
pasta products and package dinners has
also been sharply increased. Hoffman
has been with Golden Grain for 35
years.

Third Vice President of Manufac-
turing is Steve Favro of Golden Grain's
Mission Division. This division, loca-
ted in Seattle, is the company’s manu-
facturing and distribulion center serv-
ing the Northwest, Western Canada and
Alaska Favro, an cxperienced Golden
Grain production man, succeeded his
father as plant manager of the Seatile
plant at the latters retirement in 1980.

30

John D. Herrick Honored

John D. Herrick, Chairman of
General Mills Canada and Presidemt
ol Lancia-Bravo Foods division, a
leading Canadian pasta and sauce man-
ufacturer, has recently received the
rare honor of becoming a member of
the Accademia ltaliana Della Cucina
(roughly translated: “The ltalian Asso-
ciation of High Cuisine™).

The Accademia meets four times a
year for the expressed purpose of din-
ing on the finest of ltalian dishes. The
dinners are very formal occasions -
black tie only - and are famous for their
many appetizing attractions.

The Accademia lialiana Della Cu-
cina has its roots in Milan, Italy, and
has a century of delectable history.
There arc now chapters throughout the
world, with the Toronto Chapter oper-
ating exclusively in Canada for over
the past fifteen years. It is a distinct
honor to become a member of his
highly selective association.

The Toronto Chapter, despite nu-
merous requests for membership indi-
viduals, has also been rather particular
about its membership, having always
maintained less than thirty members.
They scek out convivial characters who
have shown a long-term appreciation
ol ltalian food. Names of prospective
candidates are then put forward to
Milan (or approval.

Congratulations to Mr. Herrick on
his receiving this rare honor of mem-
bership, which deservedly recognizes
his service to the Italian Community
and, more importantly, his fine appre-
ciation for the delights of ltalian cui-
sine.

Seve Fovre

Pillsbury Executive Elected

William W. Hay, Vice President of
the Flour Milling Division of The Pills-
bury Company, Mianeapolis, was re-
cently elected 1o serve on the Board
of Directors of the Minneapolis Grain
Exchange. Hay will represent the mill-
ing interest on the Board.

Hay has been with The Pillsbury
Company since 1956. Prior to assum-
ing his responsibilities in the Flour Mil-
ling Division, Hay was Director of
Commodity Operations for the Floor
Milling Division. Hay is a 1956 gra.!-
uate of the University of Tenness ¢
and has made the flour milling a: d
grain industry his career,

Pillsbury Sales

The Pillsbury Company announc 1
that quarterly sales exceeded $1 billi 1
for the first time in its history in 1 ¢

Joha D. Morvick
THE MACARONI JOURNAL
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'ond quarter and net camings and
mings per share set new records for
: period. The results reflect continu-
i 1 strong operating performances from
business groups.

Sales for the second quarter of fiscal
84 were §1.124 billion, a 14 percent
it :rease over sales of $986 million for
1 + second quarter of fiscal 1983,

Net carnings for the period were
$52.1 million compared with $30.7,
million, an increase of 70 percent,
Earnings per share for the two periods,
alter reflecting the 2 for | stock split
cffective in November, 1983, were
$1.20 and $0.71, respectively.

Net camings for the second quarter
of fiscal 1984 include a net gain of
$2.8 million (six cents per share) on
the sale of Stokely-VanCamp common
stock acquired in July. Net earnings for
the second quarter of last year included
a charge of $8.2 million (19 cents per
share) for the writedown of assets in
the company’s Burger King Restaurant
subsidiary. Excluding these two fac-
tors, nct earnings increased 27 percent.

For the first six months of fiscal
1984, net sales were $2.05 billion
compared with $1.79 billion. Net carn-
ings this year were $86.9 million ver-
sus $36.3 million for the same six-
month period in the prior year. Earn-
ings per share were $2.00 and $1.30
respectively.

tew Corporate Executive
(:roup at CPC International

A seven-member corporale exccu-
! ¢ group has been established at CPC
| ternational, Inc., which James W.
! ¢Kee Ir., chairman and chicf execu-
t e, said “will provide added strength
i the corporate level in guiding the
« 'mpany’s businesses, evaluating and
t viewing business strategies, and
!indling other matters which affect
! ¢ company as a whole.”

In addition to Mr. McKee, the com-
1 ittee includes James R. Eiszner, presi-
v:nt and chiel operating officer, and
e hey cxecutives who were named
«rporate  executive  vice-presidents,
'r. McKee said that the five officers
tamed to new posts as corporate ¢xec-
utive vice-presidents will have other re-
sponsibilities as well.

The five are Gene A. Burns, who
continucs as chiel financial officer;
Wolfgang Hesse, who is chicl admin-
trative officer; Richard W. Sicbrasse,

FEsruany, 1984

prosident of the HBest Foods North
America Division: Osvaldo ). Pran.
chairman of the Corn Wet Milling
Division, and Paul Craven, who will
provide guidance to operations in Asia,
Africa and the Middle East.

Mr. Hesse will be relocating from
Europe to the company’s Englewood
Cliffs office, where Mr. Prant and Mr.
Craven will also spend a substantial
portion ol their time.

Mr. Hesse currently is group vice-
president and president of CPC Europe
and a member of the board of dirce-
tors. He jointed CPC in 1952 and held
positions in Germany and Switzerland
before being named head of all con-
sumer product operations in Germany
in 1966 and country manager in Ger-
many in 1969. He has been group vice-
president and president of CPC Europe
since 1979,

Mr. Burns is senior vice-president,
chief financial oflicer and a member of
the board. He joined CPC in 1957 as
a financial anafyst and subscquently
became assistant comptroller, assistant
w the president and vice-president,
finance. He was clected to the board
of directors in 1977 and became seor
vice-president, finance. in 1982,

Mr. Sicbrasse, currently group vice-
president of CPC International  and
president of CPC North America, was
in the Best Foods group for 14 years
in marketing and administration. He
has been in his current post since 1978,

Mr. Pratt has been group vice-presi-
dent of CPPC International and presi-
dent of CPC Latin Amwrica head-
quartered in Bucnos Aires since 1980
and a member of the board since 1978,
He jointed the company’s Argentine
afliliate, Refincrias de Maiz. SALCF.,
in 1954 as assistant manager and be-
came managing director in 1960, He
became president of CPC Latin Amer-
ica in 1967 and a vice-president of
CPC International in 1968.

Mr. Craven is a vice-president of
CPC International and has been presi-
dent of CPC Asia, headquartered in
Hong Kong, since 1970. He joined
CPC in the United Kingdom in 1947
and held various positions in both gro-
cery products and corn wet milling. He
joined the International Services Group
in 1959 as joint head of international
marketing services working with aflili-
ates in Europe, Africa and Asia. CPC
Asia was formed in 1966 when Mr.
Caraven became its director of con-
sumer products. He was named exceu-

tive vice-president of CPC Asia in
1968, president in 1970 and a vice-
president of CPC in 1972,

RHM Pre-Tax Profit Up

Pre-tax profits of Ranks Hovis Mc-
Dougall P.L.C. increased 25% over
the prior year in the year ended Sept.
Y, while sales gained 2.4% over fiscal
1982, “The increase of £9 million in
pre-tax profits was due 10 good flour
milling results and significant improve-
ments by most other arcas of the
group’s UK. busincsses, particularly
the packaged cake and grocery,” said
P.W.J. Reynolds, chairman, in Lon-
don.

“In our overscas business, Cercbos
Pacific Limited improved on its fore-
cast and the previous year, in the US.,
we maintained market share and vol-
ume but due to an unusually competi-
tive market, margins and profits were
down.”

RHM's operations in the US. in-
clude a sizable pasta manufacturing
division, Ravarino & Freschi, Inc.,
Gioia Brave, and Merlino's Macaroni,
Inc.

Ragu Leases Plant

The Packaged Foods Division of
Chesebrough-Pond’s Inc. announced it
has leased a Tillie Lewis Foods facility
in Stockton, California to process to-
matoes and tomato paste for use in
Ragu food products.

The facility, located at Watkerloo
Avenue and D Street in Stockton, is
leased by Chescbrough for three years
cffective Dec. 1, 1983, The lease in-
cludes an option for Chesebrough to
purchase the plant.

“Leasing this facility is consistent
with our continuing efforts to maintain
control over the major portion of the
raw matcnals used in manufacturing
Ragu Products,” according 10 Gerald
Chruscicel, vice president of manufac-
wring for Chesebrough’s  Packaged
Foods Division, which includes Ragu.
“While outside supplicts are still im-
portant to us, the growth of our busi-
ness means we need more intemal
processing capacity 1o maintain  the
balance between raw  material  we
process ourselves and those we buy
from outside supplicrs,”™ he said.

Sales in the ltalian food sauce cate-
gory have tripled since 1974 and now

‘Continued on poge 34
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CLERLL ) ORYING OF PASTA AT TEMPERATURES UP TO 226 F

offers “V.H.T." Very High Temperature! production lines allowing a drying of pasta at temperotures up

to 266 F  with better results
plant cperation cost reduction

* BETTER PASTA QUALITY:

improved
excess of
improved
mproved

reduction

resistunce to cooking and also
over cooking

bacteriological conditions
storage Life

cost n breakage

PRESS

TRABATTO

A better quohty

pasta better utihsation of production facilities and

¢ PLANT PRODUCTION COSTS ARE REDUCED:

power-energy reduced frem 10 to 20% (depending on
conditions)

l25s space needed (our production lines with equa!
production capacity are more compact)

time saving (drying periods are three to four times
shorter)

present production (in less time you will be saving
hundreds of production hours per year)

adjusting time saved when changing over frem cne
product 1o the other

noniux

The V.H.T. BASSANO ROTALIX

VY.H.T. panels have inside insulation and
outside metalic overs.

These Rotalix are totally of metallic con
struction and pre-assembled i our plant
on monoblock frames reducing set up time
on site l

e e

BASSANO PRESS constructed with

® Volumetng or ponderg! dosing unity 'ophiongll with electrong contro s

® Yocuum mining unit with controlled opening plesiglass docry

® Compresyun strem mith continuous sariable speed and with low specd
e 1gnt

® Qpticngl thermo.regulated cask ond head

® Retroctobic mase for posta cutting with electronic contro
length 7 e to 100 mm (1 32 104}

® Lift conveycr for rapid set up of the mouid

These presses cre pre-citembled n our plant on g agesthetc ond + gud trome

o gise ¥eu

e Macaros) Joursal

—
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CLIMATISATION
REGULATION
VHT drying s obtained by op

timization of the ventidating andg
hygrothermic circuits

The heating 1s controlled by an
clectronic regulator The air es
traction and steam njection al
low us to maintaim optimum ch

matic conditions

The V.H.T. BASSANO TRABATTO

Easy frame
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for easy and rapd
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t cyuipment
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ACB Industries Inc.

Fruruary, 1984

BASSANO
Food Processing Machinery Division
277 Foirtield Road
Foirtield, NJ 07006
Tel. (201) 882-0380

Telex: 130233
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total over $600 million nationally.
Ragu sauces command a 50 per cent
share of the category's sales.

Multifoods Earnings

Intemational Multifoods Corpora-
tion announced third quarter net carn-
ing of $13.6 million, or $1.67 per
common share, on sales of $285 mil-
lion. Eamings included approximately
50 cents per share from the previously
announced disposal of the Mister Do-
nut franchising business in Japan. The
gain from Japan more than offset the
impact of devaluation of the Venezue-
lan bolivar, which reduced earnings by
28 cents per share. Currency gains dur-
ing the quarter were negligible. For the
same period a year ago carnings were
$12.3 million, or $1.50 per share, on
sales of $301 million.

For the ninec months ended Nov. 30,
1983, net carnings were $24.8 million,
or $3.03 per common share, on sales
of $783 million. The gain of 50 cents
from disposal of the Japanese franchis-
ing business, combined with currency
gains of 43 cents per share during the
period, substantially offset a reduction
of 98 cents per share due to bolivar
devaluation. During the comparable
period @ year ago nel earnings were
$25.7 million, or $7 i1 aer share, on
sales of $827 millios.

Bolivar Devaiuation

President and Chiel Operation Ofli-
cer Andre Gillet said, “Devaluation of
the bolivar was & major factor under-
lying a decline from last year's salcs
and earnings in our Consumer, Indus-
trial and Agriculture segments, al-
though volume and camings in local
<urrency were up sharply in Venczuela.

“In the Consumecr area, earnings
from Canada increased substantially
over last year for Bick's pickles and
relishes, Robin Hood mixes and cer-
cals, and pouliry meats, offsctting the
cost of marketing efforts to protect our
dominant share of the family flour
market. In the United States we achiev-
ed good overall volume growth, and
increascd earnings from Smoke Craft
specialty meats, Kaukauna Cheese, and
Robin Hood and LeCrosta mixes.
Strong competitive pressure continues
to adversely affect peanut butter op-
crations. In Venezuela, consumer flours
performed very well.”

Industrial Segment
Discussing the Industrial segment
Gillet said, “In the United States, eamn-

k2
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ings gains in bakery and export flour
were offset by results from grain mer-
chandising, durum and bakery mix op-
crations, where industry margins re-
maincd weak. Canadiun results were
relatively unchanged. Flour and mix
volume was very strong in Venezuela.

“In our Agricullural segment,” Gil-
let continued, “animal feed results were
off in the United States. Lynks seed
comn turmed in a good performance as
shipments were carlier than in prior
years. U.S. pet foods had a disappoint-
ing quarter, although volume trends
lead us to expect an improvement by
year-end. Feed and poultry operations
in Venczuela were strong.

“Earnings increased in the Away-
From-Home Eating segment due to the
gain from Japan,” Gillet said. “Results
from Mister Donut in the United States
were extremely strong as established
shops saw good volume improvement,
and we had our best quarter for new
shop openings in five years. Restaurant
operations were down for the quarter
and efforts to improve customer counts
are continuing.”

Looking Abead

Looking ahcad, Chairman and Chief
Exccutive Officer William G. Phillips
said, “We are confident our strong Ca-
nadian and Venezuclan operating re-
sults will continue in the fourth quar-
ter. Further, in the United States sev-
eral important seasonal profit centers
look especially strong. While the im-
pact of Venczuelan currency fluctua-
tions by year-end is uncertain, we ex-
pect that for the full year we will match
last fiscal year's record earnings.”

Minneapolis - based International
Multifoods is a diversificd food com-
pany operating principally in the Uni-
ted States, Canada, Venczuela and
Mexico.

Record Volume for
Harvest States Cooperatives
Grain marketing and processing ac-
tivities of Harvest States Cooperatives
generated total revenues of almost $2.4
billion in the fiscal year ended May
28, 1983, Allen D. Hanson, president,
told the cooperative’s annual meeting
at the Minncapolis Convention Center.
Noting that the year's revenues were
up $11.9 million from the previous
year, Mr. Hanson said the year's grain
volume of 530 million bushels estab-
lished a new record. That volume,
along with a general tightening of op-

rations enabled Harvest States 1
achicve a net profit despite adver:
itions in the agricultural econom

he said.
“We sec our increased bushe
handled as a real vote of confidence !

our members and we are grateful 1. ¢ §

their support,” Mr. Hanson said. “Th a
kind of continued commitment enabl.+

us to broaden our marketing strength |

10 serve our members even better.”

Expanded membership and facilitics [

in the Pacific Northwest, now tied in

with the cooperative's historic strength H
in the Midwest, also creates additional [}
optimism, Mr. Hanson said. Harvest §
Cooperatives was created this past sum. |
mer by combination of North Pacific §
Grain Growers and Grain Terminal §

Association.
“With our multiple export locations,

we are positioned to effectively and §

efficiently market member-ownens
ptu'ducu," he said. “We expect this

regional cooperative to grow and pros- |
per because of the strong clements and |

support from our membership in the
future.”

Of the 529,800,400 bushel of grain
shipped by farmer members through
Harvest States Cooperatives, North
Dakota led with a total of 140 million
bushel shipped to the cooperative. The
year's total was up 20% from the pr.-
vious year,

ConAgra Earnings

‘ConAgra’s record (first half) car -
ings reflect the company's balance a- |
diversification. . . Although our : -
ported results in fiscal 1984 will 1 1
fully reflect ConAgra's increased ca: -
ings power, we continue to expect 1 -
ord camings for the full year.'
Charles M. Harper, ConAgra, Inc

Roman Meal Natural
Foods Line

Roman Meal Co. has introduced s
new 1l-item Natural Foods line
products into selected western mark: (s
as a first step toward a national ro -
out. The line includes whole wheat
crackers with no salt added: lavo:h
(Middle East-style) crackers; wheat
germ crackers, multigrain hot cereal:
hot cereal with oats, wheat datcs.
raisins and almonds; whole-grain wheat
hot cereal; bran and raisin cereal:
multigrain pasta elbows, spaghetti and
lasagna, and a whole-grain baking mix-
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Braibanli

is a good customer of the airlines

Is there a connection between airlines and pasta production lines?
There certainly is!

BRAIBANTI has a staff of more than

120

technicians, installers and supervisors
always available to assist its customers.

Any day of the year, a BRAIBANTI specialist is flying and enroute to a pasta factory !
in some corner of the world to:

— Erect a pasta line

= Commission and start-up a new line

— Carry out periodic inspections of an existing line
— Provide the customer with the necessary assistance.

120 qualified technicians always on the move, always available to serve the

customers, always ready to supplement and assist the local
BRAIBANTI salss staff. SRR

This is one of the many factors that has made BRAIBANTI the | di I
of pasta equipment. BRAIBANTI means: sading supplier

— State of the art equipment and technology
— Reliability

— Guaranteed technical assistance throughout the world.

Braibanti

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

.corponﬂon <‘

G0 L. 42ad S¢. - Suite 2040 » New York, NY 10165 « Phone (212) $82-6407/682-6408 + Telex 12-6797 BRANY »
Fesauany, 1984
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Rexham Diagnostic
Control System

The Rexham Machinery Group has
announced the introduction of its Diag-
nostic Control System, or DCS, a mi-
croprocessor-controlled system which
continually monitors and controls
operations of the Rexham Boxwrap
Model HS Display Cartoner.

The DCS, according to Rexham
Product Manager Lynn Danicl, is a
standard feature on the Boxwrap Car-
toner and is the heart of the machine's
programmable logic control. The Box-
wrap Model HS automatically erects
single or twin-row display cartoners,
collates and inserts pouches, and scals
the filled cartons.

The DCS is a solid-state, operator-
friendly, electronic-control system that
is programmed to scan to Boxwrap’s
operating functions. Designed to moni-
tor all of the fuctions continuously, it
can pinpoint more than onc problem
and display them scquentially. 1f a
malfunction occurs, the DCS auto-
matically stops the machine and an
error code number corresponding to
the malfunction appears on the dis-
play panel.

The operator refers to the list of
error codes and immediately deter-
mines the specific location of the prob-
lem. The operator can then quickly,
efficiently, and safely correct the mal-
function. Opcrations are resumed by
simply pushing the reset and start but-
tons.

The Rexham Machinery Group
manufactures packaging machinery,
including cartoners, fillers, scales, ver-
tical and horizontal form-fill-scal pack-
agers in Durham, North Carolina and
Sarasota, Florida. For more informa-
tion contact Mr. Mer Rusch, Rexham
Machinery Group, 5501 N. Washing-
ton Bivd., Sarasota, Florida 33580.
Phone (813) 355-7141—TWX 810-
864-0419.

System Can Detect Metal
In Food Through
Metallized Packaging

A metal detection system from
Britain, designed for screening small
packaged products on food processing
lines, is said to be the first that can
spot minute patticles of nonferrous
and ferrous metals in food even when

it is wrapped in metallized packaging
16

Renhem Diegnestic Contrel System

film. Measuring 27.9” long < 27.2"
wide X 367" high, the Compact
is one of the smallest detectors of its
kind.

The system can be incorporated in
existing wrapping. filling and pack-
aging lines. Three detector head sizes
can detect metal particles as small as
0.024"

Products are conveyed at 39.4%/sec
along a rope belt on a stainless steel
conveyor located in an open frame-
work that allows trouble-free clearing
and minimizes food and bacterial traps.

A detector head has a coil system
bonded 10 a stainless steel or alumni-
num case to protect it from vibration
and the ingress of water when the unit
is hosed down. If a metal particule is
detected, a signal is shown on an easy-
to-read meter. The detector coil ac-
tivates an air blast to blow the prod-

uct off the conveyor and into a lock-
able reject bin.

An chkectronic tester checks the sys-
tem once every second and illuminates
a continuous or fashing light if there
is a fault or loss of scnsitivity. The
system can also be configured to shut
down in the event of a fault. A wt
or dry sclector switch and produd
compensation control enable the
equipment to handle products with
high moisture contenis.

The unit will operate off any normal
clectrical supply.

Inquirics are welcome by the US
agent.

British Co.: Cintex Ltd., Unit 2.
Trident Indusiria Estate, Blackthor
Road, Colnbrook, Slough, Berksh
SL3 OAX England. Telephone: Co -
brook (02812) 5261. Telex: 8481-§

US. Ap~i: American Microt: b
Inc. (Contaci: Mr. Terry Kinse ).
1321 Maiden Lane, Racine, WI 5303
Telephone: 414-637-0130.

Petition to Revise
Box Specifications

The Fibre Box Association and
Fourdrinier Kraft Board Group of .« ¢
American Paper Institute, jointly i »
nounced that they have filed petitic 1
with the Rai' and Truck Classificati n
Committees requesting the cstablic v
ment of a set of specifications whi b
could be used as alternates to the aur-
rent Rule 41 and Item 222. Both tx¢
present and the Altemnate specifica-
tions would exist side-by-side for 2
three year period while box users, bos
makers, carriers and paperboard mills

(Continued on poge 18)
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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.

¢ Trouble-free silo discharge—
efficient, quiet, Turbo-Segment
Discharge Cones for any size silo.

¢ Dust-free Conveying Systems—
efficient utilization of both vacuum
and pressure conveying with large

filters and dust-free design
throughout.

AZO Inc.

RPO. Box 181070
Memphis, TN 38118

® 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.

® Experienced engineering staff. If
you are building a new plant or
modernizing an existing one, put 3
our staff of experts to work for you.
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Revise Box Specifications

(Continued from poge 16)

test the concepts involved. In making
the industry’s proposal, the Associa-
tions stressed this trial period portion
of their recommendation.

Essentially, the intent of the pro-
posal is to update the specification
which serve as the “bibk” of the cor-
rugated box industry. The alternate
specifications move the emphasis from
today’s requirements which relate al-
maost entirely to a box’s ability to re-
tain its contents. The allernate set of
requirements while continuing to re-
late to a box's need to retain its con-
tents, emphasizes today's need for a
compression  related requirement in
the basic specifications.

In making the proposals, the Asso-
ciations requested that public hearings
be scheduled. It is anticipated that a
Hearing by the Uniform Freight Class-
ification Committee will be held in
Chicago and a Hearing by the Na-
tional Classification Board of the
Motor Carricr Industry in Washington,
DC. For information as 1o the exact
time and place, the two committees
should be contacted. Their addresses
are as follows:

National Classification Board of the
Motor Carrier Industry,

1616 P Street, NW,

Washingion, DC 20036,

(202) 797-5324.

Uniform Classification Committee,
222 S. Riverside Plaza

Chicago, 1L 60606,

(312) 648-7948.

Packaging Subcommittee for
National Conference for
Food Protection

Dr. Aaron Brody, Manager of Mar-
ket Development for Container Cor-
poration of America, has been tapped
to chair the protective packaging sub-
committee of the National Conference
for Food Protection. set for next May
in Washington, D.C. Dr. Brody was
chosen on the recommendation of the
Society of Packaging and Handling
Engineers, the only major packaging-
related organization among the 90 gov-
emment and private industry groups
involved in planning the Conference.

To participate on his subcommittee,
Brody has appointed Harriet Oyler of
Nabisco Brands, Inc.: Dr. Earl Mont-
gomery. director of emergency pro-

a8

grams, USDA-FSIS; Dr. Bruce Harte
of the Michigan State University
School of Packaging; and Dr. Robernt
L. Winslow, manager of the food tech-
nology division of Safeway Stores, Inc.

The subcommittee will develop and
present a paper focusing on tamper
evident/resistant packaging for foods
and on the integrity of packaging, par-
ticularly the microbiological integrity
of newer packaging systems such as
aseptic and retort pouch.

The National Conference for Food
Potection is expected to attract more
than 400 participants from around the
United States to the Hyatt Regency
Crystal City in Arlington, Virginia,
May 9-11, 1984.

Dr. Brody has ¢atensive expericnce
in food packaging, having worked for
Mars, Inc. and General Foods Corpo-
ration before joining Container Cor-
poration's Marketira and Rescarch
Center at Valley Fa'ge. For his pro-
fessional accomplisaments in  food
technology and packaging, he has been
clected a fellow of the Institule of
Food Technologists and of the Pack-
aging Institutc/USA. He has also re-
ceived the Industrial Achievement
Award of the Institute of Food Tech-
nologists and the Braverman Award
of the Technion-Isracl Institute of
Technology.

Author or co-author of more than
100 publications, including five books,
Brody serves on the industry advisory
committees of the School of Packaging
at Michigan State University and the
packaging program of the Depariment
of Engincering Management at the
University of Missouri.

He holds a baccalaurcate and doc-
torate degrees from the Massachu-
scits Institute of Technology and an
MBA from Northeastern University.

Port Jersey Distribution
Addition

R. Russo, President of Port Jerscy
Distribution Services has announced
the signing of an agreement to lease an
additional 150,000 square fect of
warchouse space within the Port Jersey
Industrial-Marine complex, Bayonne
and Jersey City, New Jersey.

The public warchouse company
presently occupies 1,000,000 square
feet on 34 acres within the industrial
park located on the Bayonne, Jersey
City boarder line. The facilities are
shared with it's companion company

Port Jersey Transportation a comn n
motor carricr operating 160 pieces of
equipment through the North E «
The two companies combined emp
more than 280 people.

Specializing in the grocery indus y,
Port Jersey scrves such customers as
Golden Grain Macaroni, Hunt Wes: on
Foods, Johnson & Johnson, Moron
Salt, Supermarkets General Corpora-
tion, Tri-Valley Growers and Wake-
fern Foods. The company has been a
pioncer in the development of a con-
solidation program, whereby, small.
less than truckload shipments are com-
bined into full truckloads destined to
major grocery receivers. The concept
results in considerable savings in man-
power, equipment and fuel.

On a typical day Port Jersey receives
and ships more than 250 truckloads
and 20 railcars of food and grocery
products. This volume makes the firm
the largest public warchouse specializ-
ing in the grocery industry, in the
North East.

Casa Maid Promotes
“Pasta Power"’

The kids are in for a treat! The Casa
Maid line of Hanover Brands, Inc.
introduces to the School Foodservice
Industry, “Pasta Power,” a merchwn-
dising program for their new authertic
Italian stuffed shells.

Hanover Brands can back up its
exciling “Pasta Power" program w th
1op quality and still meet three nec s
sary requirements for school lunch s:
nutrition, budget and taste. Th s
stuffed shells are filled with 2.75 =
of commodity program cheese, pro' &-
ing the protein required for sch ol
lunches and still allowing school fo J-
service dircctors to keep within 1 :if
budget. They are also an authentic . o

delicious Italian pasta whick kids I <. §

Hanover Brands, Inc. has b
known as a leading food processo: in
the castern U.S. since 1925, Its rc v
tation for quality has encompassc 3
vast line of frozen and canned v
tables as well as a varicty of fro on
entrees. The Casa Maid line also off ‘1
Cannelloni, Lasagna, Half Moon R vi-
oli, Round Ravioli, and Manic 1t
which are all equally delicious.

Stuffcd Shells presented as “Pasta
Power” will be a wonderful aid @
school foodservice operators and to
all scgments of the foodservice It
dustry.
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¢ No Dust
¢ No Vibration
¢ Low Maintenance

¢ Different Sizes for 1-50 tons
per hour

» Easily fits into any system
e Sanitary Construction

WINSTON

LABORATORIES, Inc.

EST. 1920

Consulting and Analytical Chemists, specializing in

all matters involving the examination, production

and labeling of Macaroni, Noodle and Egg Products.

1—Nutritional Anolysis

2—Egg Solids ond Color Score in Eggs and
Noodles

3—Bacteriological Tests for Selmonelle, etc.
4—Semolina and Flour Analysis
5—Micro-analysis for extroneous matter
6—Vitemins end Mincrals Enrichment Assays
7—Pesticide plus Fumigant Anolysis
8—Packoging and Adhesive Evoluations

MARVIN WINSTON, DIRECTOR
P.O. Box 36!, 25 Mt. Vernon St.,
Ridgefield Park, NJ 07660
(201) 440-0022

ut o feather in your Cap!
Send o copy to o key man.

The MACARONI JOURNAL
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PALATINE, ILLINOIS 60078

Please enter one year subscription

O $14.00 1 $17.50 Foreign
Cali or write:
AZO Inc. Nome _ .
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(901) 794-8480 Address
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Gioia Doubles Production,
Reduces Costs with New
High-Speed Cartoner
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"IF YOU
WANT A PRETTY
PAINTED MACHINE,
GO TO THE
SMITHSONIAN.
IF YOU
WANT A STAINLESS
STEEL FOOD MACHINE,
GO TO DEMACO.”

CALL
DEMACO FOR
ANSWERS.
(212) 963~6000

pnemaco

A VITAL LINK IN THE fTOOD CHAIN

ERLTT RSN 11alol PR LANLIN 0 TN LTI T

DIFRAKCISCI MACHINE CORP AT WA ARD."
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Clybourn Cartoner

(Continued from poge 40)

all smooth operation with consistently
accurate product insertion and minimal
product loss.

“The cartoners are sturdy units and
contain certain details, such as over-
head compressors, that insure proper
loading. We expect this line tn last
long time,” Gennett adds, “Fased on
our cxperience with our other Cly-
bourn models.”

PLANT OPERATIONS SEMINAR
Beston, Messechusetts
April 5-12, 1984

A Pasta Primer
(Continued from poge 28I

from semolina and water. Semolina is
the golden, sugar-fine lour made from
the heart of durum wheat, the hardest
and purest of wheats. (Pasta products
are also called macaroni, which is con-
fusing because macaroni also is a type
of pasta.)

Unless it is made at home — by far
tastiest way — all first-class pasta is
made the same way. A healthy mixture
of finc semolina and water is kneaded
into a smooth dough that is passed
through picrced metal discs called dies.

42

The dough emerges from the dies as
solid rods — spaghetti, When a steel
pin is placed in the center of cach die,
the dough emerges as hollow rods —
macaroni,

Eggs are added 10 the semolina and
water mixture for noodics, ravioli, and
the tiny pasta used in soups, pastinc.
Egg noodles are made the same way
except that rather than the dough pas-
sing through the dics, it is pressed
through rollers in sheets and then cut
into the desired shapes. Pasla can be
boiled, baker or stuffed.

Among the countries where pasta is
rumored to have originated, ltaly's
claim clcarly is the strongest — des-
pite the apocryphal story about Marco
Polo discovering spaghetti in China in
the 13th century., What the explorer
himsell wrote was not that he discover-
ed noodles in China but that he had
encountered noodles, “which are like
ours.”

Although pasta has retained its do-
minance in [talian cuisine, variations
circle the globe. Examples: Chinese
wonton, Polish pierogi, Jewish kre-
plach, the spaetzle of central Europe,
Japan's chuka soba (quick-cooking
wheat strands).

The first recorded mention of pasta
in America came when Thomas Jef-
ferson imported pasta and a device for
making it. A visitor reported that Jef-
ferson's favorite foods were macaroni
and Parmesan cheese.

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

“Pasta Primer"—basic background
piece. How to Shop, How to Store.
How to Cook Pasta.

“Nuiritive Values of Macaroni,
Spaghetti, and Egg Noodle Products”,

What's Your Favorite
Pasta Restavrant?

As a pasta connoisseur your non i
nation for a favorile pasta restaurz i
will.win a kit of pasta recipes that ¢ n
be sent on to them or used in ay
way you sce fit.

You are asked to take a few secon Iy
to mark the ballot below and mail it
into the Macaroni Journal. The nonii-
nations will be tabulated and you will
be sent the quantity recipe kit.

Do it now!

You'll notice our forms have spaces
for you to recommend youy favorite
pasta restauranis. Please list the city
and rate in each of the four categorics
according to this scale.

of Food

4 = One of life's greal meals

3 = Excellent—worth the money

2 = Good meal—I'd go back

| = Was disappointed
Amblence

4 = A once in a lifetime joy

3 = A place to remember

2 = Average, cmphasis on food

1 = Not their strong point
Service

4 = You feel like a king and quecn

3 = Excellent

2 = As good as most

| = Maybe it was a bad day

Price
(Entree Ouly, Excloding Wine,

Spirits, Tax aad Tips)

4 = Very expensive—enltree ove'
$20.00

3 = Expensive—entree $11.00-
$20.00

2 = Moilerate—entree $6.00-
$10.00

| = Inexpensive—entree under
$5.00

MY FAVORITE PASTA RESTAURANT
The Meacareal Journel

Mail to: P.O. Box 1008, Palstine, IL 60078

Restouront City Food Service  Ambience  Pric
L. —cs O O
2, — O O a
3. - = O O
4. . O O (] i)
R - (]} O O t]
Your Name Firm:
Street: Suite No.: ——
City: State: Zip: - et
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ROSSOT

T

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY SINCE 1898

FOR YOUR BRAND
TRADE MARK.

OBJECTIVES: BUILDING A CONSUMER FRANCHISE
A LOT RIDES ON THE RIGNT BRAND NAME AND SUPPORTING

4 | wl

MARKETING
SALES PROMOTION
ADVERTISING
DESIGN AND GRAPHICS
MERCHANDISING

TRADE MARK AND BRAND IDENTITY ——
NEW PRODUCTS DEVELGPMENT

| 1

MACHINERY AND EQUIPMENT
PUBLIC RELATIONS

PRODUCT Anp PACKAGE

We have experience in these areas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

158 Linwood Plaza
Fort Lee, New Jersey 07024
Telephone (201) 944-7972

Established in 1898

Chorles C. Rossotti, President

Jock E. Rossotti, Vice President
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