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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<olor offset, rotogra-
vure or flexographic .
printing, Fold-Pak

_ guarantees a , ﬁ

L superior package.
For an added touch

CORPORATION

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

... A premier

pasta package
by%Fold-Pak.

Newark, New York 1451) )15-331 1200
Englewood Cliffs Sales Office |10 Chartotte Place, Englewood Cliffs. New jeriey 07411 Phone (201) S48 7800
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HISTORICAL HIGHLIGHTS

The Macarori and Egg Noodle
Manufacturers Journal was the house
organ of the Pfafiman Noodle Com-
pany, Cleveland, Ohio, in the early
1900's. This firm was onc of the lead-
ing macaroni-egg noodle manufactur-
ing companies at the turn of the cen-
tury, and Edwin C. Forbes of that
company was the managing editor of
their magozine.

Mr. Forbes campaigned prodigi-
ously through his editorial columns for
an organization of the macaroni in-
dustry 1o protect the interests of the
macaroni and noodle manufacturers in
America. In 1904 he succeeded in call-
ing the industry's first national conven-
tion. The convention was held in Pitts-
burgh on April 19 and 20, 1904. At
this meeting it was unanimously voted
to form the National Macaroni and
Noodle Manufacturers of the United
States, and a constitution and by-laws
were prepared and adopted.

Edwin C. Forbes was unanimously
chosen as the organization’s first sccre-
tary and his Journal named the official
organ of the group. Mr. Forbes secre-
tarial duties were more in line of
convention secretary and the collec-
tion of association ducs which were at
first $S but later raised. He served in
this capacity for some fifteen years.

The New Macaroni Journal

James T. Williams, chicl exccutive
of the Creamette Company, Minne-
apolis, scrved as president of the Na-
tional Macaroni Manufacturers Asso-
ciation from 1917 1o 1921, during
World War L

At that time he thought of launch-
ing a trade magazine for the macaroni
industry to be supervised and edited
by a permanent and paid sccretary of
the National Mzcaroni Manufacturers
Assocition. At the Minneapolis conven-
tion, July 9-10, 1918, he was author-
ized 10 recruit a full-time secretary,
whose salary was to come out of the
proceeds of the paid adventising to b
placed in an official magazine.

M. J. Donna was sclected on March
1, 1919 to bz the first permanent, full-
time secretary of the association, and
one of his first dutics was to work with
President Williams in organizing an in-
dustry magazine, which would be the
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M. ). Denne

voice of the association. The financial
returns from this venture would help
bolster the limited funds raised by
dues.

Mr. Williams worked tirclessly in
lining up advenisers while Mr. Donna
put all his efforts in preparing the edi-
torial material, so that on May 1§,
1919, the first edition of the Macaroni
Jcurnal was put in the mails, M. J.
Donna continued in his capacity as
cditor-in-chicf for over 34 ycars, tak-
ing over completely the task of prepar-
ing copy and handling advertisements,
until his retirement in June of 1953,

After World War 1l

Following World War Il the fecding
«f European civilians deprived of pasta
production from bombed out plants
during the war produced a lush expon
market. This was abruptly cut off with
the establishment of the Marshall Plan
in mid-1948 and led to the establish-
ment of the National Macaroni Insti-
tute for industry product promotion.
Robert M. Green was hired to coor-
dinate this effort and Theodore R. Sills
was retained to handle industry pub-
licity.

The 15B Rust Epidemic

During the 50's, product promotion
through the National Macaroni Insti-
tute crescendoed with accumulating
results and benefits. But then came the
problem of 15B rust attacking the pre-
vicusly discase resistant durum supply
and reversing the upward trend of
macaroni consumption.

Crash efforts by cereal technologi: «
and plant breeders, aided by all sc -
ments of the industry, developed nc v
strains of wheat that were rust r -
sistant. But even in 1961 there we.:
problems of shortages for the ma
type of wheat used for macaroni pr.-
ducts. Following an ill-fated industiy
meeling called to determine how short
the crop was and why the Govern-
ment’s carryover figures were un-
changed after a year's time, led 1o
the Federal Trade Commission charge
that the gathering was a conspiracy to
fix the prices of durum wheat.

Al that time durum growers organ-
ized themselves into a US. Durum
Growvers Association and worked for
the establishment of the North Dakota
State Wheat Commission which joined
otker state wheat commissions to form
*te Great Plains Wheat, Inc. to pro-
mote export trade. Today, exports take
more of the durum crop then the do-
mestic market.

The soaring 60's saw resumption of
macaroni popularity favored by many
related food item advertisers and com-
bination promotions. Industry units
got larger all the way from the mac-
aroni manufacturer to the supermarket
operator,

In the 70's there was a rise of con
sumer expectations, the developmen’
of the so-called consumer advocat
consumer specialists, etc. Governmer
tal regulations increased and comp:
tion for a share of the consumer's do
lar got tougher.

Japan invaded our markets with O
iental Noodles. Then in 1980 the floo
gates of subsidized ltalian imports o
ened creating severe marketing prol
lems.

Reorgaaization

In 1982 the Association adopted
strategic plan, changed its name !
National Pasta Association, hired Jo
seph M. Lichenberg as president an
chiefl executive officer, with headqua:
ters in the Washington, D.C. arca.

Rcbert M. Green continues as edi
tor-in-chief and now 65 ycars late
The Macaroni Journal continues to re-
port the happenings of this changing
industry and to provide a forum for
the news that affects it.
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Pasta! Today's All-American word for
fin. A powerhouse of nutrition in 2ll
s 1apes and sizes. High in energy-produc-
i g carbohydrates. Lower In calories than
n any popular weight-control foods. A rell-
ale source of iron and hard-to-get B-
complex vitamins. Pasta! Elegant enou sh
for gourmet tastes. Light enou
America’s new fitness generations.
Made best from Amber Mills Venezia No. 1
Semolina. Imperia Durum Granular or
Crestal Fancy Durum Patent Flour. Make
sure your pasta products are as fit as the
crowds they feed. Shape ‘em up w
Amber's pasta performing ingredients.

AMBER MILLING

Millg st Rush . Minn

~ General Offices at
St Paul Minn 55185 Prone (812) 841-3796

Pasta makes
fitness look

like fun.
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Pasta Market Beiling Over With Newfound Potential

Highlights from an Article by Christine Dugas in December Issue of Ad Forum

Pasta has been around in the West,
legend has it, since Marco Polo car-
ted the first noodle back from China
in the 14h century. That makes pasta
one of the more mature food producis
on the market. For the past five years,
the US. market has been acting its
age, showing virually no growth. But
the recent appearance of everything
from scallops to broccoli as garnishes
to pasta suggests that something is
changing in a business that, until now,
never strayed too far from spaghetti
and meatballs.

That something has caught the at-
tention of national food marketing
giants and fast-food chains in the past
several years. They have noticed ath-
letes fervently endorsing the bencfits
of complex carbohydrates in pasta.
They have scen a growing awarencss
that, in fact, pasta is low in calories
(it's the sauce that adds inches to the
waistline). And they are watching res-
tavrants in trend-sclling cities experi-
menting with novel ingredients that
transform a humble bowl of noodles
into haute—but sill checap—cuisine.

Those factors hold out the potential
of healthy increases in the current
per-capita consumptien of 11 pounds
a year, and heighten the allure of cre-
ating a national brand in a market that
remains almost  entirely regional.
Among the more likely candidates to
accomplish that task is CPC Interna-
tional, the huge food conglomerate,
which bought the C. F. Mueller Co.
from McKesson, Inc. for $125 million.
Mueller is the top producer of brand-
ed dry pasta. Coca Cola also entered
the market by swallowing Ronco, a
small manufacturer in Tennessee last
year. Hershey Foods is no newcomer
to the pasta market—it bought San
Giorgio Macaroni Co. in 1966—but it
has greatly augmented its activity in
the pasta business in the past five
years with the addition of Procino
Rossi Corp. in 1978 and Skinner Mac-
aroni in 1979. In 1980 Hershey con-
solidated its pasta operations into a
single entity. San Giorgia-Skinner,
and it is now the leading pasta produ-
cer with a 13% share of the $1 billion
industry (for both retail and institution-
al markets).
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Fast-Food Imterest

The fast-food industry may also
play a key role in more pasta to an
American public that now seems ready
for it. Frank Camey, who latched on-
to two of the fast-food indusiry's
more explosive trends with the found-
ing of Pizza Hut and Chi Chi's Mexi-
can restaurants, is now launching a
pasta chain called Pastifico. Several
smaller chains such as Spaghetti World
and Spaghetti Pot recently opened up,
and rumor has it that McDonald’s is
thinking of ndding pasta line—a report
the company declined to comment on.
“The exciting part is that a mature in-
dustry like pasta is picking up growth,”
says Joseph Viviano, president of San
Giorgio-Skinner.

That growth will come from emerg-
ing segments of the consumer market,
predicts a detailed study of the pasta
industry recently prepared by Find/
SVP, a research organization. The
health-conscious, the dietl-conscious
and the palate-conscious market seg-
ments represent the best arcas for
growth, but one of the beauties of pas-
ta is that it can be aimed at just about
any group if it bears the right sauce.
Find projects that the $50 million re-
tail pasta business and the $578 mil-
lion non-retail business together will
probably jump from no growth to
4.8% compound annual real-dollar
growth between now and 1990. Find
predicts that two national brands will
emerge by that time, but il marketers
make a greater commitmen: to pasta,

compound annual growth could go as
high as 9.6%.

FProblems

Despite the excitement about the
revitalization of humdrum pasta, how-
ever, problems also besiege the in-
dustry. “There are two sides to the
cquation,” says Seward Sweet, VP
corporate development at the privatc
ly owned, New Jerscy-based Buiton:
Foods Corp. “The demand side is ver:
positive, but there's a glut of com
petition on the supply side, along wit
an increasing level of imports.” Whil
U.S. pasta manufacturers are putlir
up a united front against the assau
from lalian imports, they are al
waging an ongoing battle for tu
among themselves that increasing
pits the small, family-owned past
companies against large, more sophi
ticated food conglomerates.

Nevertheless, some privately owne
companics such as Prince, Buitoi
and Golden Grain have managed 1
hold their own very well indeed. Am
despitc the marketing expertise an
capital that the large corporation
bring tv the pasta industry, a nu
tional brand has yet to emerge. “W:
cxpected a national brand severs
years ago,” says Morton Sosland, edi
tor of Millieg and Bakiag News. “It
not as casy as some large companics
imagined.”

“Everyonec wants 1o be the fint
onc to go national,” says Viviano,
“but they have found it will be a very

THE MACARONI JOURNAL

Braibanli

is a good customer of the airlines

Is there @ connection between airlines and pasta production lines?
There certainly is!
BRAIBANTI has a staff of more than

120 i
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 l
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 managers and

BRAIBANTI sales staff.

This is one of the many factors that has made BRAIBANTI the leading supplier
of pasta squipment. BRAIBANTI means:

— State of the art equipment and technology
— Reliability
— Guaranteed

Braibanh

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

Braibanhi
* SO E 42nd 0. - Suite 2040 * New York, NY 10165 * Phone (212) 682-6407/682-6408 * Telex 12-6797 BRANY *
7

technical assistance throughout the world.

Arnn, 1984
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expensive move.” Because of the high
cost of ransportation, one of the first
prerequisites of a national brand is
a nctwork of strategically placed man-
ufacturing plants. Once that is ac-
complished, a company has to be will-
ing to invest heavily in advertising
10 introduce the new brand in arcas
where regional brands have been
firmly entrenched for decades.

C. F. Mueller discovered the dif-
ficulty of dislodging local competition
when it invaded the Chicago market
in 1978, Mucller reportedly spent $5
to §6 million on advertising and pro-
motion in its first year to establish
itsell, but the brand never won sig-
nificant share. Strong trade ties be-
tween manufacturers and retailers
make shell space for pasta hard-won
real estate. To a large degree, those
trade ties have kept the industry frag-
mented, and even the nine largest
pasta marketers continue to divide the
85% of the retail market they hold
among 25 different brands, each with
its own profoundly regional skew.

Brand Loyalty

That's also the result of what some
marketers view as a decp-scated brand
loyalty—although others in the busi-
ness depend on price alone. “We
are finding pasta to be a loyal, habit
purchase,” says Hershey's Viviano.
“This brand loyalty is handed down
from mothers to children, and if the
quality is good, the consumer will have
no reason lo switch brands.” Pills-
bury, which picked up American
Beauty as its pasta arm in 1978, sces
only “pricc leverage™ as an influence
on the consumer, but ncither view ex-
plains why the brass ring of national
branding is proving tough to pluck.

“It’s very expensive to expand into
arcas where you don’t have distribu-
tion,” says William Barker, director
of marketing basic foods, at Pillsbury.
The impregnability of local brands,
in Pillsbury’s view, convinced the
company to hold off on any attempt
at national branding.

Ironically, onc of the fint com-
panies to launch a campaign for
national branding is Prince Co., a
privately-held company. Unlike the
food conglomerates that have shrunk
from transferring their strongest brand
names to the local companies they
bought, Prince is embossing its own
name on pasta packages in Minnesota,
where it acquired Jenny Lee Co. sev-

cral years ago. Prince’s stronghold is
New England, where it has 52% of
the market.

Even Prince realizes, though, that
the name switch must be handled gin-
gerly, and it has been introducing
package design changes in gradual
steps. In the last few years, the Jenny
Lee package design has come to re-
semble Prince’s, but the original Jenny
Lee colors were retained. “Sometimes
it works and sometimes it doesn't,”
says a cautious Joseph Pelligrino,
president. “So far, this is going well.”

Prince has directed its marketing
and advertising efforts  primarily
against the health and nutrition-
conscious segment of the market, and
has recently introduced a somewhat
controversial Prince Light spaghetti
to bolster that appeal. The controver-
sy erupted last spring when Consumer
Reports claimed that the product it-
sclf has no fewer calories—just that
the directions call for using a third
less spaghetti.

More Advertising Needed

Prince and other aspirants to a na-
tional title recognize that advertisiny
spending must rise significantly if the
market is to reach its potential. Pasta
advertising reached some $45 million
in 1981 (it fell slightly in 1982), and
cxpenditures are increasing some 10%
annually, according to Find/SVP. The
industry traditionally has relied much
more heavily on price-culting 1o the
trade as standard marketing proced-
ure, however, and that hasn't helped
tell pasta’s story one bit. “At this
point, most people in the industry are
promoting their brands by trade al-
lowances,” says Robert Vermylen,
vice president of A. Zerega's Sons,
Inc., a small New York company
founded by Vermylen's great great
grandfather 135 years ago. Antoine
Zerega's Brooklyn factory was the first
pasta operation in the US. and it is
still alive and well, but Vermylen con-
fesses, “If our business depended on
branded sales, I'd be very worried.”

Despite the savage pricing environ-
ment, there are encouraging signs that
advertising is assuming a larger role
in pasta marketing. Advertising ex-
penditures in the first quarter of 1983
for all pasta products rose 50% to
$21 million, according to the Find/
SVP study. A large pant of that in-
crease is probably attributable to
frozen pasta products, which are not

broken out scparately in the Firl
study. Nonetheless, increased adve -
tising from frozen pasta produc: ,
which Find contends are growing 20°

annually, and spaghetti sauce, whe :
a duel is currently taking place b -
tween Campbell and Chescbroug: -
Pond's, may confer secondary ben -
fits on dry pasta products in gener:

Import Problem

The bloodletting in  pricing isn't
about to end in the near future, how.
ever, and American manufacturers
point an accusing finger at the Italians
for that. At this point, import com-
petition has forced many US. com-
panies to budget more for price-
cutting than for a greater commitment
to advertising. “Italian pasta has been
with us for a long time, but two
years ago it began showing up 15¢ to
20¢ cheaper than domestic brands,”
says Hershey's Viviano, who is also
the chairman of the National Pasta
Association, The reason the lalian
imports are able to undercut the Amer-
ican brands is that the Halian
government is subsidizing its pasta
companies.

In two years ltalian imports have
taken nearly 12% of the New York
market. While only 10 million pounds
were imported in 1975, 75 million
will be imported from Italy this year
“We believe that the ltalians have the
right 1o compete,” says Viviano, “bu
they should play by the same rule:
as we do. At this rate they coul
totally destroy our industry.”

Last year the National Pasta As
sociation filed suit with internation:
trade authorities to put an end U
the subsidies. This year the Gen
cral Agreement on Tariffs and Trad
(GATT) announced its suppont fo
the U.S. position that the subsidic
should not apply to a processed agri
cultural product like pasta. Still, n
action has been taken.

In the absence of any regulator
shackles, some of the Italian import
have been aggressively expanding the
share and one even has national am
bitions of its own. De Laurentiis Im
ports, a venture started by Italian filn
producer Dino De Laurentiis, himsel!
thz son of a macaroni maker, is now
distributing its pasta brand in New
York, Los Angeles and San Francisco
By next ycar, De Laurentiis is plan-
ning for distribution in 15 states. The

(Continued on page 10)
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ASEECO offers much mora than high qualty. aulomated equipment.
ASEECO is also a service company whose years ol inlernational processing

expenence cCan provide you with:

@ Piant Engineering —Layou! and Mechanical
[ ] Eluclncr;l? Enqm"afm and Control Panel Design

@ Machinery Selection and Procurement
@ Evaluation of Sub-Contracts and Bias
@ Erection and Installation of Machinery
@ Piant “Stan-Up”~ and Final Adustment

@ Training of Operating and Maintenance Personnel

@ Service Atter Sale

PRODUCT TESTING:

ensure the proper apphcation and design of ASEECO products, aresearch and
;uwmuwumaaﬁwmm actual on-product lests 10 determne
Mmmw»mmmmmuwmm

machinery.
TURN-KEY PROJECTS:

mmnum.mmwo«w.msscomu

m,mnmm;msslmmm;n.mswmem
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, conducting trial and test runs and the supervision ol inial operations.

PROJECT FINANCE PLANNING:

ASEECO is prepared 10 assist chents in oblaining comprehensive project
financing. This assistance is inclusive ol counseing on the type ol financing bost
suited 10 your requirements and locating the source that can provide i.

Ask for the following literature.

Name

Tithe
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Pasta Market Potential
(Continued from poge 8)

brand is supported with radio spots
and newspaper coupons in a market-
ing thrust that emphasizes both the
product’s ltalian origin and quality
and its extremely low price.

It's tactics like that have soured
San Giorgio-Skinner on any immediate
plans for a national bid of its own.
“No one has the stomach or money
to be a national brand,” grouses Clif-
ford Larsen, VP-marketing of San
Giorgio-Skinner. “It’s a fight you can
win, but it's not worth winning.”

Despite Larsen’s gloomy outlook,
several factors suggest that marketers
may get their appetite back. For one
thing, [talian subsidies to exporters
may well be stymied or reduced by
legal action. For another, durum wheat
prices, which have been falling, are
forecast to stabilize within the next
two years. That would restore some
of the profitability to pasta and make
the battle to create a national brand
very much worth winning.

Pasta Importer Tries for

Product Promotion Report
by Elinor Ebrman

For fiscal year 1983 (October 1982
through September 1983), the Nation-
al Pasta Association’s public relations
campaign brought the pasta message
into millions of American homes, con-
tinuing to ruise the “pasta conscious-
ness” of Americans coast to coast.

The program achieved over 15,000

Bianl il

total budget of $304,000, these ir -
pressions cost only 19¢ pes thousan

Program highlights include plac -
ments in leading women's magazin
such as Good Housckeeping and 1t} :
Ladies Home Journal; use of stori s
by editors at UPI, AP, and NEA; n¢ -
work television placements on shovs
like CBS Nightwatch, Hour Magazir :
and the McNeil'/Leherer Report; di--
tribution of TV and radio PSAs 1
stations in major markets; cost-cflev-
tive publicity tic-ins with other food
companies and associalions; produc-
tion of pasta leaflets for distribution
in supermarket chains and independ-
ents; placements in Foodservice trade
publications with a potential impact
of almost 300,000,000 meals per day;
and the annual NPA Press luncheon,
which attracted 48 key members of the
press in 1983,

Objectives

@ Conlinue 10 increase consumer
awareness of pasta’s attributes, with
major thrust that pasta is not
fattening.

® Target low-caloric message to con-

Need a speeial
cnrichment
hiend?

Creating entichmenl blends for the
food indusiry is @ specially of the
STAR Squad, Paniplus’ unique Sales
Technical And Research team of
experls Heading this specialty 1s

Need itfast?

%ll.lhle
niplus
S'l‘AI?Squad!

inal product testing We'll analyze
your product to make sure is
enrichment meels your label
claims throughout its projecled
shell ile

Woods, Senior Vice President He's on top of

National Brand placements, resulting in over 1.6 bil-  sumers in 18-49 age bracket. hy:e's why he's your keystone 10 the market.

A sbsidiary of Nowth American lion potential impressions. Based on a (Continued on poge 12) special blend service With a sharp eye on the markel,

Systems of New Bedford Heights, Ohio irem. Lyle has expanded this specially
has announced plans to brokers around  The following table summarizes public relations results for the 1983 fiscal year: He pumps

trom simple flour enrichmen! to

the country to promote a line of im- And vitamins and minerals lo create pre-

systems covering 40% of US. TV

; : A Consumer News B essions . our include cereals, snack loods. dairy
{ poried Italian pasta with 537.00'0.000 magazines i B Pl'cf-',?‘m' 32";?;50.‘5. Gisa er::cr:mrenlu:l;?\::llﬁoﬁ'ﬁélh and confeclionery products. By

advertising campaign. The firm, d'Ame- mp;fm. 4941 1,106,918.86" j roductuploreq ny's specs IS anticipating the markel, we can

lia is a subsidiary of the same firm that  Electronic Media r your own comp: ¥ chcale of respond that much faster 10 your
‘ owns MrColl’ee network 3 10,550,00 uaranieed too. with a ce P, special blend requests And al
| Advertising in Supermarket News radio newsclips 10,c50 144,000,00 nalysis accompanying every Paniplus, our response speed is second
{ said: “Stock Up With laly's Finest. women'’s interest 564 6,600,00 lus blend — standard or custom aniv 1o m'" accuracy

A full nic of pasta made in ltaly, for  Foodservice 8 712,59 Te takes it m.‘"y "

g Al o e B e 15770 1,623,6319! yie coordinates the development of your He's the tip of the iceberg.
(e WHE SR SR SR AR PLUS Jlend, personally tracing ils process The STAR Squad runs deep' With every
{ pure spring water, ; Co-op publicist 10 cooperative publicity cfforts 2o .hp ch and development and Paniplus product, you getthe entire STAR
. “This special high-quality wheat is (newspapers and mag:zina) PHOUQR. 300N necessary. Lyle Squad as a bonus' the best lechnical and

grown only in a specific region of Italy.  Leaflet 200,000 copics distributed in juality testing W"'el' ;ei;::echn' alteam1o trouble-shooting help inthe business I'sa

‘When combined with pure spring waler ) supcrmarkets : wilstogether a quali bonus thal benelils everyone You Your

it produces a pasta with more body,  Video news releascs A 5“"‘“ . .b"":"‘ TN mplement the blend at your ,{ant customers. Remember, only Paniplus has

bstance and taste making d'Ameli pasta distributed to news '
samerioe to sy ofber BAt By Ametion; stations. Preliminary results show He docsn’t “now when o ql“lo the STAR Squad'
i . ~ y i a
_ “Now for the first time ever, a na- m Mgo?.m ?‘do&)“'d&%“ or Lyle, it's not t.g?\tr'r?:n?g&yd ?_,g,oal_e Call the STAR Squad enrichmenl experts
tional pasta program: Television PSA's 2 PSA's distributed 10100 sations m'ﬁg‘ﬁg Snoiher Paniplus Service -- toll-free 800/255-6637.
® Heary oatioll Sherisisg 00 gohis television Magasinc-fomaat diributcd by
IT,;pe--mm magazines and news- satellite to 3,400 cable TV station

® Attractive trade  promotions . - households
throughout 1984, Radio PSA’s 2 PSA's distributed to 2,100 stations
. . . via satellite
® A streamlined line (10 S.K.U.'s) NPA Annual Press Luncheon 48 editors and media specialists
of top Rllm‘ iems. in attendance mlm
® Auractive packaging and identi- *Audience impression potential based on placement with newspaper syndicates, -
fiable name.” Sunday supplements and major market dl‘:llcs ik 100 PANIPLUS ROADWAY / OLATHE. KANSAS 64081 / $13T81-0200
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Pasta Market Potential
(Continued from poge 10)

® Rcinforce merits of American-made
pasta to combat inroads to imports
and fresh pasta.

® Continue to focus on pasta as
America's favorite food.

Strategies

@ Implement News Burcau informa-
tion with theme of “Pasta Goes
American™ tying in with
emerging “American cuisine.”

@ Ultilize pasta diet cookbook as base
for electronic and print placements.

¢ Implement clectronic program to
feature one or more pasta cookbook
authors as spokespersons for net-
work appearances. Continue televis-
ion and radio newsclips, women’s
interest radio program.

® Arrange tie-ins with related
industries.

® Introduce pasta into home ccono-
mics and health classes with
cducational kit

Activities

® Burson-Marsteller Pasta Product
Promotion Program.

® Grocery Buyer Product Promotion
Flyer.

® Pasta Week Promotion,

® Food Marketing Institute — NPA
cooperalive consumer brochure
offer.

® School Food Service Convention
Pasta Bar cxhibit.

® Clearinghouse for consumer requests
(2000 4 per year).

@ Grocery Trade Pasta Presentation.

WIC Consumer Panels

People would like to cat more pasta
than they do now. They also would like
1o cat bread. What, then, deters them
from cating more wheat-based foods?

® “They're fattening for me;”

@ “They're not healthy for my

kids.”

“The first thing they tell you to cut
down on il you're dicting is bread and
spaghetti and things like that . . .",
they say,

These comments come from women
who attended one of four consumer
focus pancls conducied by market re-
scarcher Gerald Schoenfeld for the
Wheat Industry Council (WIC). The
WIC is attempting to gather consumer
attitude information in order to better
promote wheat-based foods. Schoen-
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feld presented the results of his focus
groups to the WIC Board of Directors.
Here is a report of his remarks.

“Al the heart of consumers’ deeply
ingrained convictions are these basic
ideas, expounded for decades by such
fad dict proponents as Dr. Robert At-
kins, by self-help books, or popular
magazines, and even by the family doc-
tor:

@ protein is better for reducing diets

than carbohydrates;

@ bleaching removes all the nutri-

tion from flour; and

® carbohydrates, or “starchy™ foods,

fill you up with “empty calories”
and any encrgy they might provide
is short-lived.

Other negative perceptions: Milling
removes most of the nutrition and en-
richment puts some back in the form
of “antificial chemical” nutrients; whole
wheat bread is far lower in calories
and higher in nutrition than white
bread.

So many so-called “authoritics™ have
expounded so much misi~{ormation for
so long, can there bec any hope of
changing America’s mind with the
truth about wheat products?

The consumer panels were conduc-
ted in Chicago, Illinois and Ridge-
wood, New Jersey. Panelists were mar-
ried women between the ages of 25 and
50, with one or more children living
at home. They had to do all or most
of the grocery shopping and food prep-
aration for the family and spend $100
or more per week on groceries. Twen-
ty-one concept ads were shown lo
these consumers covering a wide range
of product positionings and ideas. Re-
call was used to determine which po-
sitionings, symbols and ideas they re-
membered and which they were “most
interested in.'

Why the Change?

During each of the four panels, four
out of five panelists, after viewing the
ad concepts, said they now belicved
that bread and pasta are “good for
you", that they are more nutritious than
was thought, far lower in calories, a su-
perior source of encrgy, healthy for kids
and adults alike, and most important,
they felt they would buy, cat and serve
these products far more frequently than
before. What changed their minds so
dramatically? Four things changed
their minds . . . First, simply showing
calorie counts for breads, pasta, cer-
cals, etc. Panclists were happily sur-
prised. Currently, caloric information
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is relegated to tiny tyne on the back of
the package. Showing the calorie co mt
bold indicated confidence that the ¢ I
oric value is attractive and the act al
counts were 40%, 50% and 60% Ic -
er than might be expectied.

The variety and appetite appeal o
the wheat-based foods in the ads us-
playing caloric values surprised a.d
“4x¥i%ed panclists. “So much variciy,
¢ tyach choice, so few calories™, was
4pe ot frequent comment. For some
nacm, wheat-based foods are not of-
ten advertised with appetite appeal.
Thus, close-up depiction of thick and
toasty sandwiches, steaming bowls of
spaghetti, crunchy breadsticks, pizza,
and donuts, evoked such comments as
“It makes me hungry and now that [
know the calories and nutrition, it
makes me want to cat them all the
more . . . so much satisfaction, for so
few calories.”

Context of Fitness

Second, showing these products in
a context of fitness — family joggers.
Olympic athletes, and fitnesi-concem-
people made food purchascrs feel bet-
ter about serving while bread, pasta
and other wheat-based foods to their
children. When supported by the claim
that wheat's carbohydrates give long-
lasting and time-released energy, the
idea that wheat is fitness food was fur-
ther underscored.

Third, when symbols for such orgar
jzations as the American Heart Ass
ciation were displayed prominently
some concepts, they made all the clair
in these crmcepls more important a
move cogent. Endorsement by, or
least reference to, important indepe
dent health authorities is key to ope
ing consumer minds 1o the truth abo
wheat products.

Fourth, so many years of misinfc
mation — “bread is fattening”, “sp:
ghetti is empty calories”, “protein
better than starch” — so deeply o
trenched, is so much a pan of o
“common knowledge™, that care necc
1o be taken in the way argument an
information are presented. An emotion
al feeling helps us experience facts, no
just receive them. An expectant mothe
thiniing about healthy nutrition, -
grandfather sharing a sandwich witl.
his grandchild, the idea of America’
accomplishments . . . talk to our
hearts as well as our heads.

People want to buy, eat and serve
more wheat-based foods. They just

(Contoinued on poge 14)
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MADE IN US.A.

Immediate Service
Unquestionable Reliability
Finest Workmanship

Extreme Accuracy

Moaldori Dies — Made in US.A. of the finest materials,
craftsmanship and an unrelenting quality control policy
to provide you with trouble-free operation and
maximum production of highest quality products.

Cull or write now for personal atlention (o Your requirements.

D. MaLpAR! & Sons, InC.

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

America’s Largest Maocorsal Die Mahan Since 1903 — with Mensgemint Coatinususly Reteined in Same Femily.




WIC Consumer Panels

(Continued from poge 12)

need the information provided in the
right environment to feel better about
doing so, concluded Schoenfeld.

“While the conclusions reached by
Mr. Schoenfeld have guided the Na-
tional Pasta Association’s pasta pro-
duct promoiion program for some time,
it is comforting to have our direction
reconfirmed and to have more specific
marketing rescarch on which to base
our future direction,” said NPA's Joe
Lichtenberg.

The Nutrient Profile of
Pasta Debuts

Supermarket consumer affairs direc-
tors lunched on primavera with
scallops in Washington, D.C., Febru-
ary 10 — compliments of the National
Pasta Association. More than fony
members of the Food Marketing In-
stitute (FMI) Consumer Affairs Coun-
cil from supermarket chains asound
the country attended.

“This was the perfect opportunity to
introduce the Nutrient Prefile of Pasta,
pmduced by the NPA's Nutrition Re-
scarch and Education Commitice.
These consumer affairs professionals
develop and distribute the in-store com-
modity brochures and are the nutrition-
al information source for supermarket
customers. ‘The Profile will provide ba-
sic technical nutrition information for
the development of consumer mater-
ials,” and Darla Tufto, Commitiec
Chairperson. Joe Lichtenberg repre-
sented the NPA and olfered 10 work
with the FMI and individual super-
markels in developing consumer ma-
terials.

Christine  Filardo, Stop & Shop
stores, Boston, pointed out a recent
recipe in the February issue of Stop &
Shop's Consumerisms — Pork Stir Fry
with Linguine. The anticle entitled,
Tips for Making the Most of Your
Meat Dollars, says “no longer confined
just to ltalian dishes, pasta can be part
of many meat dishes.’

Betty Lafone, Harris-Teeter stores,
Charlotte, North Carolina, is sending
a rccently completed brochure on
pasta.

The fourteen page booklet The Nu-
trient Profile of Pasta, defincs maca-
roni and noodle products, discusses
caloric distribution comparing pasta
with other foods; reviews carbohy-
drates, protein, fat, vitamins, minerals;
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storage/cooking loss; and pasta in the
American diet. A half dozen tablcs
cover standards for enrichments of
cercals; nutritional composition of pas-
ta; amino acid content of pasta pro-
ducts; vitamin/mineral content of pasta
products; nutrient label; dictary advice
to the public; and cited references.
Copies of the booklet are available
from the National Pasta Association,
1901 N. Fort Myer Drive, Arlington,
VA 22209 for filty cents per copy.

“Prudent Diet"” Advocates
More Pasta

The National Institutes of Health's
Coronary Prevention Trial Survey con-
ducted over the past ten years with
nearly 4,000 men at 12 major medical
ceaters has furnished the first conclu-
sive evidence that lowering blood cho-
lesterol, whether by diet or drug, can
help prevent heart attacks. The Ameri-
can Heart Association has offered a
prudent diet or meal plan. It, in es-
sence, recommends shunning solid fats,
shunning cholesterol foods in order to
live longer,

NIH’s National Heart, Lung and
Blood Institute has begun planning a
vigorous national educational campaign
1o tell people 1o sec a doctor and get
their blood cholesterol measured and,
if the cholesterol level is too high, move
toward a prudent diet. The food page
cover story of the Sunday Washington
Post witien by Victor Cohn said “no
medical subject could be more impor-
tant than cholesterol and its relation-
ship to health.”

Heant and blood vessel discases rank
as the nation’s number one killer. Some
1.5 million Americans will suffer heant
attacks this year and a half million of
them will die.

The causes of heart altacks are often
what scientists call mulifactorial,
meaning that there may be more than
one cause. Smoking, hypertension, and
inherited tendencies may all play a fac-
tor,

But, almost everyone, most special-
ists are now saying. can bencfit from a
lower-fat, low-cholesterol diet.

“The American Heart Association
has for many ycars recommended to
the American population, both those
who are healthy and well and those
who have a heart and blood vessel di-
scasc., a diet aimed at lowering their
cholesterol levels. The key message
Trom this study is that if a!l Americans
would reduce their blood cholesterol

by 25% this would eventually lead to
a 50% reduction in the incidence of
coronary heart discase,” said Dr. An-
tonio Gotto, of Baylor University,
President of the American Heart Asso-
ciation.

The NPA has cooperated with the
American Heart Association previously
and will again offer assistance in the
promotion of the Mecal Plan as well
as to find if there are some cooperative
promotional opporiunities available.

Pasta is a perfect food for a low-cho-
lesterol fat-controlled dict not only be-
cause of its substantial nutrient bene-
fits and qualities, but also because of
its versatility in using with other rec-
ommended foods in the other four rec-
ommended food groups.

National Brands Gain
Private Label Magazine reports:

After reaching a new unit share high
of 24.7% in Ncaember, 1982, private
labels lost 1.7 points in unit share and
1.0 points in dollar share in the 12-
week period ending May 27, 1983,
according to a special September study
of the PL and generic industry by
SAMI (Sciling Arcas-Marketing, Inc.),
New York, N.Y.

Meanwhile, generic labels increased
18% in the ycar ending May 2Tth,
1983, representing supermarket sales
of $2.6 billion. However, focusing on
the 12-week period ending May 27,
1983, generic sales lost their momen-
tum, recording only a .1 point increase
in dollar share (1o 5.0% ), while unit
sales remained the same (7% ). This
was the first time since their introduc-
tion in the U.S. in 1977 that generics
failed to record impressive sales in-
creases.

In those stores who were not offer-
ing generics as of the period ending
May 27, 1983, national brands gained
share from regular private iabels in
dollars (.6 share points) and in units
(.9 share points)

The private label setback is being
attributed to major promotional cam-
paigns being conducted by national
brand manufacturers in an attempt to
regain substantial market share losses
to private labels over the past several
years, according to a spot-check of sev-
cral major retailers. These promotion-
al assaults aimed at reducing the price
spread between national brands and
private labels, include couponing, dou-

(Continued on poge 16)
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*Over 35 years of worldwide experience

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

e 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

@ Sanitary construction—all crevice
formula—automatically. Sanitary

free interiors and FDA approved

e Trouble-free silo discharge— epoxy coatings inside and out.

efficient, quiet, Turbo-Segment

® Regrind systems—complete stor-
Discharge Cones for any size silo.

age, grinding and feeding systems

for regrind.

® Dust-free Conveying Systems—
efficient utilization of both vacuum
and pressure conveying with large
filters and dust-free design
throughout.

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

AZO Inc.

PO. Box 181070
Memphis, TN 38118
(901) 794-9480
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National Brands Gain
,(Continued from poge 14)

ble couponing, special deals, two-for-
one offers, drastic price reductions,
elc. Most retailers were not surprised
by the losses recorded by private la-
bels. They pointed out that national
brand manufacturcrs have been deal-
ing and promoting their products for
ubout two years and that only now is
it finally paying off. Retailers also in-
dicated that these price reductions have
resulted in smaller profits for the name
brand manufacturers and that the price
cutting campaigns will bs declining
shortly, resulting in a comeback by pri-
vate label.

Generic and private label shares of
pasta in units were down .5 points,
from 19.7 10 19.2, May, 1982 vs 1983,

Advertising Helps Hershey

The 1970s were not great years for
Hershey Foods Corp. Early in the dec-
ade, it lost its spot as the No. | candy
scller to Mars Inc., and it suffered &
profit slide in 1977 when coca costs
tripled. Customers deserted Hershey
as the price of a candy bar shot from a
dime to a quarter. But the company
begain to diversily cautiously — cre-
ating nonchocolate candies, expanding
lis line of pastas, and buying the
Friendly lce Cream Corp. restaurant
chain. “We're not a high-flying com-
pany,” observed Vice-Chairman and
Chiel Executive William E. C. Dear-
dn. ‘We hope to be, you might say,
aggressively conservative,”

Mr. Dearden, now chairman, and
Fresident Richard A. Zimmerman step-
ped back after their cautious flurry of
acquisitions in the late 1970s to focus
on internal growth, But they were ag-
gressive enough that they more than
douhled both sales and eamings from
1978 levels, setting new records every
ycar. The pains continued in 1983,
when  industry  analysts  expect
carnings to pass $100 million on sales
of $1.7 billion. That would represent
a 9% jump in revenue in a year when
prices stayed flat while costs, including
a 20% increase in cocoa prices, rosc
steadily, ‘'l think we did rather
well,” observes Zimmerman, who was
named cEo on Jan, 1.

Jumping Into Marketing

One reason Hershey prospered is
that “they really jumped into market-
ing with a flourish,” says James Han-
lon, president of rival Peter Paul Cad-
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bury Inc. For a company that shunned
advertising until 1969, Hershey has
become a heavy hitter. Promotional
spending rose to $137 million, or
8.8% of sales, in 1982, from $76 mil-
lion, or 6.5% of sales, in 1979. “Our
sustained marketing eflorts have really
been important in these years,” says
Zimmerman.

Under Hershey, Friendly has be-
come “much more marketing-and new-
product-oriented,’ says Carl DeBiase,
president of Restaurant Trends, an
industry newsletter. It has tripled its
premotional spending, opened about
75 new units, and remodeled existing
outlets. Along with new entrees, such
as fried scallops and spaghetti, the
chain has launched a bevy of new ice
cream products, many using Hershey
ingredients, Says Chairman Dearden:
“Friendly scems to be a real growth
vehicle on a real roll now.”

With 10% of the pasta market, Her-
shey can expect increased competition
from imports and from the leading
(16% ) C. F. Mueller Co. line, which
was acquired last December by pow-
erful cpc International Inc. Still, Dear-
den insists, “we're gunning for No, 1"
in pasta. There are no such claims for
Hershey's two smallest units, Cory
Food Services Inc., a vendor of colfee-
break snacks, and international candy
and pasta operations. Their results
were “well below expectations,” a
Hershey official concedes. But the com-
pany says it still plans to expand over-
seas and denies rumors it will sell Cory,
whose industrial food services were hit
hard by the recession.

Hershey Record Sales

Hershey Foods Corporation an-
nounced record consolidated sales and
carnings for the ycar 1983. Net sales
for the year were $1,706,105,000 com-
pared with $1,565,736,000 in 1982.
Net income for the yecar was $100.-
166,000 compared with $94,168,000.
Eamings per share increased to $3.20
per common share in 1983 compared
with $3,00 per common share in 1982,
based on an average of 31,337,112
shares outstanding.

Net sales for the fourth quarter were
$464,164,000 compared with $417,-
907,000 for the fourth quarter of
1982, Net income for the quarter rose
to $30,266,000, or $.97 per common
share, compared with $23,627,000, or
$.75 per common share, for the same
period in 1982,

All shares and per share informa-
tion have been restated to reflect the
two-for-one stock split effected Sep-
tember 15, 1983,

“We arc pleased with our fourth
quarter results which reflect a particu-
larly strong finish by Hershey Choco-
late Company. During the 1983 Hal-
loween season, Trick or Treating re-
tummed to normal levels, contributing
to a strong fourth quarter, Strong
Christmas scason sales and a custo-
mer buy-in associated with the price
increase on Hershey's standard choco-
late bar lines also helped Hershey
Chocolate Company make significant
sales and operating income gains in the
fourth quarter. Friendly Ice Cream
Corporation and San Giorgio-Skinner
Company also contributed positively
to the fourth quarter results,” said
Richard A. Zimmerman, President and
Chiel Executive Officer.

“The Company's 1983 record per-
formance reflects excellent operating
results posted by our major divisions
tempered somewhat by higher net in-
terest expense and a higher tax rate.
In spite of intensified competitive con-
ditions, our three major divisions pos-
ted market share gains, volume
growth and increased operating mar-
gins," Zimmerman continued.

Chocolale - Ice Cream

“Hershey Chocolate Company ca-
pitalized on the continued strength ol
its established brands, led by Reese's
Peanut Butter Cups, Kit Kat and Her-
shey's Kisses, and the success of its
new product introductions to achieve
another yecar of record results, The
Company's sales increase is largely at-
tributable to unit volume growth, and
its significant operating income im-
provement reflects lower raw materials
costs, particularly cocoa, and manu-
facturing cfficiencies during 1983 as
compared with 1982,

“Friendly lce Cream Corporation
had an outstanding year. Strong sales
volume gains aided by good weather
and accompanicd by relatively stable
costs for food and labor resulted in im-
proved operating margins and income
for the year.

Pasta
“Despite strong domestic competi-
tion and competition from subsidized
imports, San Giorgio-Skinner Com-
pany achieved record sales, market
share and operating income.
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If you were at the North Dakota Mill,
you'd see one of the most modern
milling facilities in the world. You'd
see the latest equipment, the finest
lab facilities, and one of the best
fast loadout systems in the country.

You'd meet people who are con-

cerned with producing the consis-

tent quality of durum products
that make your pasta superior.
Place your order now for Dura-
kota No. 1 Semolina, Perfecto
Durum Granular and Excello
Fancy Durum Patent Flour.

the durum people

NORTH DAKOTA MILL
Grand Forks, North Dakota 58201
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Buhler-Miag, Inc.,
Minneapolis

In recent years, the U.S. pasta in-
dustry has experienced a revolution in
its structure. Many formerly family-
dominated znterpriscs are now pant of
large national companies. Thercfore,
it is only natural that the requirements
of today's pasta industry are shifting
to high-capacity, high-efticiency pasta
production lines.

Buhler-Miag is one of the leading
pasta equipment suppliers to the U.S.
market with machinery sales dating
back to the carly years of this cen-
tury. With its advanced technology
combined with inovative engincering
and manufacturing of machinery for
this industry, Buhler-Miag has met
these requirements and has insured
continued successful business relations
with the US. pasta manufacturers.
Over the last five years, Buhler-Miag
has installed the following pasta equip-
ment in the US.:

—5 high temperature long goods
lines, ranging from 1000-4000
Ibs/hr.

—-3 high temperature short goods
lines, ranging from 1000-4000
Ibs/hr.

—8 extruders

—several flour handling system and
auxiliary equipment.

Founded in 1860

The company was founded in 1860
when Mr. Adolf Buhler opened a
foundry in Uzwil, Switzerland. In 1876
the first grain roller mill was produced
and in 1903 the first machinery for
pastu was manufactured. In 1911 the
first Buhler equipment was sold to the
US. In 1924 Buhler established the
U.S. office in New York and six years
later, in 1930 the “American Buhler
Machinery Corporation,” the predeces-
sor of Buhler-Miag, Inc. was founded.
In 1972 Buhler acquired MIAG of
Braunschweig/West  Germany, the
leading German manufacturer of mill-
ing and conveying equipment. Buhler-
Miag, Inc./USA moved into new head-
quarters in Minneapolis in 1977.

Today Buhler-Miag employs about
9000 people all over the world. The
company is active in industries such
as grain milling, pasta, confectionery,
brewing, vegetable oil, animal feed,
tobacco, chemical, etc. Buhler-Miag
is not only dedicated to manufacture
first-class equipment but also strives
to assist their customers technically

and technologically. Beides the Milling
Schools in West Germany and Switzer-
land, Buhler is operating a Feed Mill-
ing School in Switzerland and has a
large training center for customers in
Uzwil. Large test factilitics in the Uzwil
plant enable the different divisions to
constantly improve their equipment
and find new applications.

Large Subsidiary

One of the largest subsidiary com-
panies in the organization is Buhler-
Miag, Inc. in Minncapolis, which em-
ploys about 230 people and has its
own manufucturing and testing facili-
ties. It also has its own pasta division
with factory-traincd engineers and ser-
vice people. All the planning and engi-
neering for complete plants is done in
Minncapolis, Buhler-Miag, Inc, sup-
plies complete pasta manufacturing
lines for short goods, twisted goods
and Nidi, including flour handling sys-
tems and auxiliary equipment, With
more than 50 years of experience in
this country and the close collabora-
tion with Buhler representatives all
over the world, Buhler-Miag, Inc. can
combine the knowledge of the require-
ments of the U.S. pasta industry with
worldwide experience and can help to
improve this industry.

The consumption of pasta products
in the US, is still growing and ex-
pected to increase in the years to come,
Buhler-Miag is dedicated to continue
to service this growing industry with
its leading know-how and quality
equipment.

Pillsbury Reappointments
In Consumer Foods Group

Three senior management reap-
pointments have occurred in the Con-
sumer Foods Group, effective January
15.

George McCarthy will relocate to
New Jersey to serve as exccutive vice
president, Hangen-Dasz Ice Cream
Company, He reports to Kevin Hurley,
presidentf Haagen-Dazs. Prior to this
sppointment, Mr. McCanthy was vice
president, general manager, Entrecs.

Tom Gartner replaces Mr, Mc-
Carthy as vice president, general man-
ager, Uatives. Most recently he was
vice piesicient, general manager, Basic
Foclv, ¥'e now reports to Tom Me-
Burw), group vice president, Refriger-
ated-¥icitn,

Jim Petersen fills the Basic Foods
position vacated by Mr. Gartner, mov-

ing from director, Operations Analysis.
He reports to Kent Larson, group vice
president, Dry Grocery.

Pillsbury Executive
Committee

The Pillsbury Company announced
Iwo major promotions in its executive
management.

Winston R. Wallin, fonnerly Presi-
dent, was promoted to Vice Chairman.
John M. Stafford, formerly President
of Pillsbury’s Consumer Foods Group,
was named Prosident of The Pillsbury
Company. Both promotions are cflec-
tive immediately.

In addition, Mr. Stafford joins Mr.
Wallin and William H. Spoor, Chair-
man and Chief Executive Ofticer, as
a member of the company’s Execulive
Office.

Mr. Spoor said, “The consistent
high level of performance of these two
men, their depth of knowledge about
our operations add the value placed on
their leadership abilities make them
clear choices for these new assignments.

“The two-man Executive Office has
served us well up to this point in time.
As we look to the future, our growth,
the increasing complexity of our busi-
ness and a more decentralized operat-
ing environment have caused us to re-
think the size, scope and role of the
Exccutive Office. A major rationale
for this restructuring is to allow Mr.
Wallin to concentrate on the broader
stratcgic and organizational issues that
importantly impact our growth.

“Operationally, Mr. Wallin will fo-
cus primarily on restaurants and Mr.
Stafford will be responsible for Con-
sumer Foods, International and Agri-
Products.

*The three of us will share major
strategic, policy and operating deci-
sions for the entire corporation.

“The Pillsbury Company is on the
threshold of a new era and this or-
ganization ideally positions us for the
future,” Mr. Spoor swd.

General Foods Completes
Ronzoni Acquisition

General Foods Corporation and the
Ronzoni  Corporation  jointly an-
nounced the completion of the trans-
action whercby General Foods has
acquired all the stock of Ronzoni Cor-
poration. The purchase price was not
disclosed.
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uct known

around the world.
Buhler-Miag is known

around the world as a leader

in pasta manufacturing equipment.

And Buhler-Miag is also

an international leader in milling

equipment and systems for
semolina and flour.

So if you want to take

advantage of worldwide expertise

in both industries, consider
Buhler-Miag. A company that

FERIT TR A e s

milling industries, as
it spans the globe.
Buhler-Miag condu::hls businefs
in over 100 countries throughou
the world. International
headquarters in Switzerland. U.S.
headquarters and manufacturing

facilities in Minneapolis, Minnesota.

Contact us forlrﬂ:r‘:\:'ﬁon
on our complete
pasta processing equipment.

-

£ ) (BUHLER MIAG)

_w PO Box 9497, Minneapolis, MN 55440

(612) 545-1401

59 Curlew Drive, Toronto, CANADA M3A2PB (416) 445-6910
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Update on World Durum
Production and Trade

Although durum typically represents
one-third of the wheat production in
North Dakota, it currently accounts
for only 5% of the total world wheat
production and trade picture. It takes
on almost a specialty crop status due
to its specialized uses in pasta products
and very limited use in bread products.

World durum production was re-
duced to 725 mil. bus. (19.8 mil. tons)
in 1983-84, down almost 20% from
the previous year, due largely to drouth
in the Mediterranean Basin (Southern
Europe, Northern Africa and the Mid-
die East) and acreage cutbacks in ma-
jor producing regions of the U.S. As
a result, world trade in durum is ex-
pected to total 173 mil. bus. (4.7 mil.
tons), down from the 179 mil. bus.
(4.9 mil. tons) traded in both 1981-
82 and 1982-83.

U.S. durum exports have picked up
again this year on increased business
to Mediterranean Basic countries. Al-
though export credit is usually asso-
ciated more with lower priced wheats,
the extension of credit to durum im-
porting conutries like Tunisia and Al-
geria will play an increasing important
role in expanding U.S. durum sales.
Canadian compeltition in the area has
increased due to potentially smaller
sales of Canadian durum to the USSR
this year.

U.S. Durum Situation
Tightens

The North Dakota Wheat Commis-
sion reports: The overall supply and
demand situation for U.S. durum indi-
cates a 31% decline in projecied
carryover stocks by May 31, 1984,
the end of the current marketing year.
A closer look at the free stocks situa-
iion indicates a substantially smaller
availability of free stocks of US.
durum as the end of the marketing
year approaches.

Current USDA estimates of durum
commitments to the farmer-owned re-
scrve and CCC ownership programs
may not reflect a totally accurate pic-
ture at this time due to delays in re-
cording PIK entitlements and other
changes in stocks. However, by any
interpretation the free stocks situation
is considerably tighter than it was a
year ago, supported further by a lower
than expected January durum stocks
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World Durum Production and Trade
= Million Bushels —

Production 79-00 20-81 81-82 22-0 83-4
EEC 150 173 159 153 140
Canada 66 71 109 114 99
u.s. 107 108 186 148 72
Argentina 7 7 7 4 5

World Total 774 844 910 894 725

Exports

EEC 3 3 n 21 12
Canada 58 80 85 99 88
u.s. 82 59 82 59 70
Argentina 3 5 — — 1
Werld Total 155 152 179 179 173

estimate, It now appears that a high
percentage of 1983-84 ycar end stocks
of US. durum will be tied up in the
reserve or other CCC programs. The
first new crop U.S. durum will begin
to be available 1o the market in mid-
May and June when a potential 13-16
mil. bus. of southwest durum will be
harvested in California, Arizona and
possibly Texas. Durum prices have not
yet reacted significantly to the tighter
U.S. situation while durum receipts at
Minneapolis continue to be adequate.

Despite a smaller 1983 Canadian
durum crop, Canada is reported to
have sold less durum to the USSR this
year and will have more available for
other markets in Wester Eurepe and
North Africa. Argentina has also been
actively pursuing a supply agreement
with Venezuela, the primary imponer
of US. durum and HRS in Latin
America,

Algerian Agreement

Algeria and the United States signed
an agreement on agricultural coopera-
tion, trade and technical assistance in
carly February, during USDA Secre-
tary John Block's market development
travel to North Africa. The agreement
followed USDA's latest blended credit
announcement of $160,000,000 to Al-
geria for the purchase of about one
million metric tons (37,000,000
bushels) of U.S. wheat. U.S, farm trade
with Algzria, one of North Africa’s
fastest growing markets, totaled $203,
000,000 in fiisscal year 1983, and
should improve substantially over the
next few years. The newest US. Agri-
cultural Trade Office is scheduled to
open in Algeria on March 1, 1984,
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Algeria is a major wheat import
market, consistently buying over
2,000,000 metric tons (73,000,000
bushels) annually in recent years.
USDA forecasts 1983-84 wheat im-
ports to reach the 2,700,000 metric
tons ( 100,000,000 bushels) level, with
1,400,000 mmt (51,000,000 bu.) be-
ing durum. Algeria exceeds even ltaly
as the world' largest durum importer,
particularly when ltalian re-exports of
durum semolina are considered—much
of which is sold to Algeria. Algerian
durum trade has substantial upside po-
tential given that semolina imports.
which approached the 500,000 mt level
last season, should begin to be re-
placed with durum wheat imports as
some of the estimated twenty new
durum mills now under construction
or in the planning stage begin to come
on line later in 1984, U.S. wheat sales
to Algena in 1982-83, all of which
was durum, declined to 586,000 m:
(21,500,000 bu.) from 843,000 mt
131,000,000 bu.) the previous scason
U.S. wheat sales this season presently
stand at 379,000 mt (14,000,000 bu.)
all of which is durum. Algerian durum
imports in recent years have accountec
for 27 to 30 percent of world durum
trade, which is forecast at 4,700,00(
metric tons (173,000,000 bu.) in
1983-84.

Price Situation

The US. Durum Growers in their
January newsletter state: “The durum
price was good for a time this past
fall but there are some things in the
world durum situation that are fright-
ening. An ltalian Company called
Italgrani has taken away U.S. markets

(Continued on poge 22)
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WINSTON LABORATORIES, INC. I

t is with pride that we call your attention to the fact that our organization established in
1920, has throughout its 64 years in operation concerned itself primarily with macaroni and
noodle products.

The objective of our organization, has been to render better service to our clients by specializing in

all matters involving the examination, production, labeling of macaroni, noodle and egg products, |
and the farinaceous ingredients that enter into their manufacture. As specialists in this field. solu-

tions are more readily available to the many problems affecting our clients.

We are happy to say that, after 64 years of serving this industry, we shall continue to explore !
ways and means of improving our types of activities to meet your requirements and help you pro- I
gress with your business. |

Yo £ (Wimikan
QUALITY SERVICES WE OFFER: |

constitute an invaluable service for firms of
any size.

¢ Guidance on record keeping for quality
assurance.

® Contract research projects on farinaceous in-
gredients, eggs. process water, finished pro-
ducts and food additives. All work is strictly
confidential unless other arrangements are
made.

* Pinpointing type and frequency of testing to
be done.

e Packaging and adhesive evaluation.

¢ Chemical characterizations of unknown
materials and analysis of plant effluent for
B.O.D.. C.O.D. or other EPA parameters.

e Methyl Bromide, EDB, Pesticide. and other
residue monitoring.

e Periodic F.D.A. plant sanitation audits telling
management how the plant rates. Includes in-
spection for OSHA, State Health Department
and FDA violations. Review of findings
with management with a prompt follow-up
by written report. Our recommendations

¢ Troubleshooting specitic problems with
workable solutions.

® Exact nutritional information by testing of
your particular product line including man-
datory and optional nutrients. Timely re-
analysis of your products according to FDA
requirements.

e ['rivate & rotessional consultations.

07660 201-440-0022

23-25 MT. VERNON ST. RIDQHIELD
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Price Situation
(Continued from poge 20}

in the Meditcrrancan region by ex-
porting Greek durum under EEC sub-
sidies. They just plain underscll the
U.S. The price was good this fall in
part due to a poor Greek durum crop.
Italgrani has a contract with Canada
for durum which they deliver to the
Mediterrancan region, ltalgrani also is
offering Southwest U.S. durum to ex-
port channels. They recently bought
a Texas plant breeding company and
a chain of line elevators in west Tex-
as. They are encouraging the produc-
tion of southwest durum so they can
export it. Right now ltalgrani is not
offering northern U.S. durum out of
the Great Lakes,

Southwest durum is becoming tough
competition in export markets because
of its low moisture, high strong
quality gluten, its cleanliness and low
dockage. Northern grown durum still
has the edge in higher protein. And
ltalgrani seems to be ignoring north-
ern durum right now.”

Northern Crops Institute

The Northern Crops Institute is off
and running. Since it opened its doors
on the 29th of April, 1983, it has
hosted trade tcams and representatives
from throughout the world. Sixteen
trade teams have visited the Institute
this past year. Eight of the teams
were interested in wheat or durum.
Four were interested in sunflowers,
two in barley, one in potatoes and
beans and one in buckwheat,

There are a number of short courses
planned for 1984, Of these at least
two will be durum oriented. A pasta
processing technology school will be
held during August for a group from
the Philippines. The National Pasta
Association has requested a five-day
training program which will include
study in the lab as well as in the
durum field.

Dr. Brenden Donnelly, Institute di-
rector, is looking forward to a busy
and successful year. Jerry Thuesen,
U.S. Durum Growers Association vice-
president, from Reserve, Montana, is
representing Montana on the govern-
ing board of Northern Crops Institute.

Wheat Notes

® A npew farmer owned reserve pro-
gram for 1983 crop wheat, contract VI
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has been established by USDA. The
release price will be $4.45 this year the
same as this year's target price but
will float at a level equal to the target
price in efect for upcoming years, but
never less than the 1984 level of $4.45.
Wheat from earlier crop years already
in the program will be eligible for roll
over into the new reserve for an addi-
tional 2 years. Approximately 400 mil.
bus. of 1983 crop currently under loan
will be eligible for entry as the regular
loans begin to mature in March.

® The European Economic Commu-
nity (EEC) in order to ease economic
strains in the system has proposed
raising agricultural support prices by
an average of only 0.75%. Prices for
cereal crops with the exception of
durum and rice are to be frozen in
1984 following increases of 3.0% in
1983 and B.5% in i982.

® A Canadian Wheat Board (CWB)
representative recently indicated that
Canada will scll wheat to any inter-
ested buyers, considering no market
sacred. The CWB official expressed
concern over the likelihood of the
U.S. flooding the world market with
wheat in the current buyers market and
indicated that Canada would rely on
long-term agreements and traditional
customers Lo survive price cutting prac-
tices of Australia and Argentina.

EDB Suspended

Ethylene Dibromide (EDB) was
suspended, cflective February 3, from
usc as a grain fumigant by the Envir-
onmental Protection Agency (EPA).
The EPA further recommended toler-
ence limits of 900 parts per billion
(ppb) of EDB in grain for human con-
sumption. 150 ppb in consumer pro-
ducts such as flour and mixcs that re-
quire further preparation, and 30 ppb
for ready-to-eat products. In recent
weeks, several states have initiated test-
ing procedures on grain-based products
for EDB residucs. Since prior to the
Feb, 3 EPA announcement there were
no government-recommended accep-
table levels for EDB in food products,
several states had actually ordered
grain products and mixes removed
from retail stores when sell-imposed
limits were ecxceeded, while several
others requested voluntary removal of
suspecied products. All fifty states are
expected to adopt the EPA recom-
mended tolerance limits. EPA is seck-

ing to remove current impediments
federal enforcement of its recommend.
ed tolerances, thus the states must im-
plement the EDB limits for the time
being.

Over 90 percent of the use of EDR
in the U.S. is as an additive to gasoline.
It is estimated that only about 9,000
tons of EDB is actually used as a fumi-
gant, with over 90 percent used as a
soil-injected pre-plant treatment. Con-
cerns over EDB levels in grain pro-
ducts stem largely from the previously
very common use of EDB as a fumi-
gant in grain mills. EDB was also com-
monly used as a fumigant on fruits
and vegetables, however, the EPA ban-
ned this use in Scptember, 1983,

In the export market, EDB’s quar-
antine-use is often required by import-
ing countries including the US. and
Japan. In grain-based products, scien-
tists generally agree that EDB residues
are generally reduced by up to 80 per-
cent in the cooking process. Recent
press reports suggesting that all or
most of the U.S. grain stockpile could
be contamuiated with EDB have been
cited as wholly inaccurate by govern-
ment officials, EPA Administrator Wil-
liam Ruckelshaus said February 3 that
only one to two percent of grain sam-
ples analyzed had EDB residues higher
than the 900 ppb guideline and that
“there will not be any necessity . . .
for any destruciton of grain." A USDA
study several years ago of on-farm
stored grain indicated only two per-
cent of the wheat and 0.5 percent of
corn may have been treated with EDB,
although the mixing of treated with
non-treated grain could increase those
percentages. Ruckelshaus said that
EDB residues in grain decline over
time, and that warmer weather and
acratiln hasten that decline.

durum

miller
tor qll

SCASONS

OSHA Grain
Elevator Standards

NPA General Counsel, Rick Silver-
mun, a partner in Collier, Shannon,
Rill & Scott commented on the recently
proposed minimum requirements for
the control of fires, grain dust explo-
sions and other safety hazards with
grain handling facilities. The standards
will apply to grain clevators, flour
mills and other types of mills, Silver-
man said,

“1 believe this proposed rulemaking
will be of interest to members of the

(Continued on poge 25)
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(Continued from poge 22)

National Pasta Association since it

provides an indication of OSHA's ap-

proach for regulating safety hazards
by dust.

i

Of greatest interest to NPA mem-
bers are the provision relating to the
control and elimination of dust. Em-
ployers must develop and implement a
housckeeping program designed to con-
trol and remove dust, thereby minimiz-
ing the fugitive dust accumulations on
floors, equipment and other
exposed surfaces inside grain handling
facilities. Employers may choose from
three options to achicve this goal: (1)
establish an action level of Y " layer
of fugitive dust averaged over a 200
square foot floor arca and initiate

i

matic dust control system. The option
of cleaning onc per shift was included
as the result of pressure from the Office
of Management and Budget (*OMB")
and the White House. It is extremely
controversial because it would permit
the accumulation of dust to hazardous
levels during a <hift so long as the
work area was cleaned once during
each shift.

Additionally, the proposal would re-
quire employers 1o develop and imple-
ment an emergency action plan wh_‘u:h
includes an alarm system, evacuation
procedures and employee training. This
plan may be communicated orally to

and need not be in writing.
Employers must train their employees
in the preveative measures and safety
practices for handling the hazards
posed by grain clevators. Contractors
hired to perform work at the facility
must be informed of the applicable
safety rules.

rs must develop and imple-
ment a permeit system for hot work and
for work requiring entry into bins,
silos and tanks. Other precautions in-
cluding atmospheric testing of the oxy-
gen level and the use of lifelines and
respirators must be undertaken before
an employee may cnter bins, silos and
tanks.

The proposal also contains a delayed
effective date (3 years) for small cle-
vator facilities. A small elevator fa-
cility is a grain elevator which has less
than one million bushel storage and

Arni, 1984

less than four million throughput dur-
ing the previous 12-month period.
Again, this is the result of a compro-
mise between OSHA and OMB. OMB
had advocated an exemption for small
elevator facilities.”

Avian Flu

The avian flu discase is a source of
concern for egg producers. “If the dis-
cas¢ can be contained within the four
states where quaranlines now exist
(Pennsylvania, New Jerscy, Maryland
and Virginia), we feel it can Le eradi-
cated within a few months,” said Ken-
ncth Klippen, Director of Member
Services, United Egg Producers, At-
lanta. “If it should spread to North
Carolina we would be panicky since
this is a very big poultry and egg pro-
ducing state.”

In an interview with Supermarket
News, Klippen contined, “In the winter
this discase is relatively dormant, but
in the spring it could be spread by flies
and rodents. In addition, fowl migrat-
ing north pose a real danger since they
are carricrs of many types of viruses.”

To date, the flu has claimed 6.5
million layer hens, which represents
2.5% of the nation’s layers. “For each
1% change in supplics you sce a 5%
chunge in wholcsale prices, so we csti-
mate the flu has raised wholesale prices
by 12-13¢ a pound.”

Pennsylvaia has been hit hardest.
Only last year it ranked second in US.
cgg production behind Califomia, now
it ranks seventh. Although Klippen de-
clined to predict how high retail egg
prices would climb, he said he doubted
they would reach $3 a dozen.

Egg Prices Soar

In the past nine months cgg prices
have more than doubled as a result of
production cutbacks and an outbreak
of avian influenza among chicken
flocks on the East Coast.

Net run shell eggs were quoted on
July 1, 1983 in the Central States at
$11.40 10 $12.60; $12.00 10 $13.20
in Southcastern States. By the first of
February, 1984 Central States quota-
tions were from $24.90 to $27.00 and
Southeastern States $27.00 to $29.10.

Processed cggs, dried and frozen
expericnced the same climb in prices.
Processors, noling some easing in avail-
ability of raw materials, were hoping
markets have peaked as end users were

cautious and many looked to alierma-
tive products.

Poultry and Egg
Institute Gone

The Pouliry and Egg Institute of
America has apparently disbanded.

Without comment or cxplanation,
PEIA directors voted to end operations
March 1 after about 60 years in busi-
ness, All telephones at its Rosslyn, Va.,
headquarters have been disconnected
and its office closed.

A poultry industry official who ask-
ed not to be identified said PEIA in
recent years had confined its activitics
to promoting exports, Since 1980,
foreign competition has cut U.S. poul-
try and egg exports more than 75%.

Plant Operations Seminar

The National Pasta Association
sponsors a plant operations seminar
with the theme “Manufacturing Qual-
ity into Pasta™ at the Hyaut Regency
Cambridge overlooking Boston, April
9-12.

The Hyutt Regency Cambridge is
convenicntly located in the area that
includes Harvard University, Massa-
chusetts Institute of Technology and
Boston University. Less than fifteen
minutes away are the heart of down-
town Boston, the Prudential Center
and Logan International Airport.

There will be a reception and din-
ner the opening night, April 9. Presi-
dent Joe Lichtenberg will report on
“Your Association in 1984,

Tuesday will be devoted 1o a tour
of Spaghettiville, the Prince Maca-
roni Company complex at Lowell,
with lunch scheduled at the famous
Prince Grotto Restaurant.

Wednesday features panel discus-
sions on “Marketing Goals vs. Pro-
duction Goals™ to examine how they
rclate and depend on cach other.
Panels will include raw material,
mixing/extrusion, drying, and finished
product testing.

Thursday forenoon program con-
siders Food and Drug Compliance.
Counselor Richard S. Silverman, part-
ner, Collier, Shannon, Rill & Scott
and a representative of the Food and '
Drug Administration will lead the dis- '
cussiops. Adjournment is scheduled |
for noon.
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No one mills more quality
durum than Peavey and
ConAgra. No one provides a
more depeisdable supply — the
right product at the nght hme
a the right price.

Thats why you can count on
Peavey and ConAgra — Ameri-
ca’s largest supplier of quality
Semolina and otber fine durum
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oday’s moms are satisfied with

child care arrangements, don't
feel guilty if they're working and have
families and fricnds who support their
chosen lifestyles. But they're also un-
der pressure and, if working, frequently
feel they're trying to do too much.

These are among findings of a ma-
jor national survey released by Fran-
co-American, a product line of the
Campbell Soup Company. The Franco-
American Study of Today's Moms re-
veals attitudes and behaviors of over
700 wives and mothers nationwide
who were interviewed by telephone in
March 1983 Among the issues ad-
dl::wd hsim: family health and nutri-
tion, child care, em I, and
houschold chores. gk

Women are exploring new lifestyle
options and continuing to embrace the
traditions of the past, the study indi-
cates. No longer does a woman's per-
sonal lifestyle choice — to work, 10
raise a family, to do both — necessar-
ily imply disdain fcr the road not taken.
The study reveals that women who are
combining family and carcer have a
growing respect for the challenges
faced by those who choose to stay at
home — and vice versa,

Bascd on responses of women who
said they “agree completely™ with at-
litude statements, a great number of
women believe it is possible to do it
all — be a good wife, mother and
worker all at the same time. Working
mothers are the most likely to feel this
way (70%) and the most likely to
report they frequently feel they're try-
ing to do too much (51% ).

Both working and non-working
women fecl they are under more pres-
surc than five years ago. Contrary to
popular belief, however, it’s not work
that creates most pressure — it's
motherhood. Sixty-eight percent of
mothers say they are under more pres-
sure, compared to 44% of working
and non-working married women with-
out children.

Cnly 28% of all mothers surveyed
belicve mothers who stay at home are
under less pressure than mothers who
have to work.

Both working and non-working
moms feel their family and friends
support them iln their chosen roles.
Both also report that husbands are tak-
ing an active role in pzrenting. But
there’s bad news as well.
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Attitude vs, Behavior

As with any major social change, at-
titudgs appear to be changing more
quickly than behavior. Despite a dec-
ade of consciousness-raising, new role
models and diminishing emphasis on
traditional male/female ste
women overwhelmingly report do
most household chores llnmsellvh:s.y

Here again, it's motherhood that
scems to mean the difference between
satisfaction and dissatisfaction. Only

37% of mothers, working and non-
working, are satisfied with the way
their houschold chores are divided.
This contrasts sharply with the atti-
tudes of 63% of non-mothers who arc
satisfied.

Although they may be doing things
differently than their,own mollfcn, to-
day's working moms don't feel guilty
about their lifestyles. Only 5% of
mothers with children under six and
10% of mothers of older children said
they feel guilty about not being as
good a wife and mother as their mother
was,

The disappearance of the proverbial
*guilt trip’ may be attributed to several
factors, the study indicates. An over-
whelming number of working mothers
who require child care say it is readily
available. Even mothers of children
under six, both working and non-work-
ing, say they arc satisfied with their
child care arrangement (91%),

In addition, few mothers (17%)
fecl guilty serving their families con-
venience foods and (41% ) o! mothers
of older children feel confident their
children can fix theeir own meals when
they're not around. Finally, only 16%
of working moms fecl household chores
are their responsibility,

Persomality Types

In addition 10 analyzing the re-
sponses of the total sample, Franco-
American performed a second analysis
using responses of mothers only,
Mothers who answered groups of at-
titude statements alike were grouped
together allowing a closer look at their
personal characteristics and opinions.
As a result of this analysis, six person-

ality types emerged:
® Happy Homemaker: Married with
children, the Happy Homemaker
fits everyone’s image of the tra-
ditional mom. She’s confident her
family gets the foods they necd.

Today's Moms Are Under Pressure-But They're Deing 0.X

In fact, she's satisfied with most
every aspect of her life and gets
a sense of achicvement from stay-
ing at home with her family,

® Petticoat Prison: Stuck at home
when she'd love 10 be working,
the Petticoat Prisoner doesn’t
want more time with her family,
She’s under pressure and virtual-
ly no one is willing to help,

® Nouveau Mom: This young pro-
fessional is taking time off from
the fast track to start a family.
She plans to go back to work but
would love 1o make it part-time.
For Nouveau Mom, motherhood
has its rewards — and its pres-
sures.

® Hf:hq Mom: You've scen her in
advertisements, you've read about
her in magazines. Thanks 1o a few
compromises, she's doing it all —
and loving it. She doesn't feel food
from scratch is more nutritious
than convenience foods. At work
and at home, Mighty Mom is
mighty satisfied.

® Sister Supersiress: She's off in a

million directions — working,
raising kids, keeping house — and
it's getting to be 100 much. Sister
Superstress feels constantly tom
and is vulnerable 1o guilty trips
when she tries to compromise.

® Mother Maturity: Her kids are

teenagers. If she’s working, it's be-
cause her family needs the money.
If she can afford it, she's staying
at home. Her kids heip out in the
kitchcn and she frequently relies
on convenience foods. Mother
Maturity is under a lot of pres-
sure, but she gets by with a little
help from her friends — and
family,

Statistical profiles of each person-
ality type are included in the study re-
port.

For a copy of the study write; The
Franco-American Smdy of Today's
Mormns, 3240 Prospect Street, N.W.,
Washington, D.C. 20007.

By exposing the true nutritional facts
about pasta products to the dietitians,
ADM Milling is keeping these food
planners fully aware of the fact that
pasta is “good food.”

THE MACARONI JOURNAL

Moms don’t feel guilty using con-
venience foods and would use them
more often if they felt they were nutri-
tous, according to a new study relcased
by Franco-American, a product line of
the Campbell Soup Company.

“The disappearance of the prover-
bial guilt trip is a major development,”
said market rescarch manager Diane
Stalker. Previous company rescarch
has indicated that women felt guilty
serving canned convenience foods be-
caus¢ question their nutritional
value. “We're still seeing the nutrition
concern, but women are apparently
beginning to feel they don't need to
spend hours in the kitchen in order to
be nurturing to their familics.

Based on responses of women who
“completely agrec” with atlitude state-
ments, working and non-working moms
have similar problems providing nu-
tritious family meals; they're in a rut
about what to cook; feel food labels
are uate; and have to worry
about their family eating junk food be-
tween meals.

Working moms have a special com-
plaint: 80% said they were concerned
about wot having enough time to cook.
To ease some of this pressure, 37%
of working moms are relying on con-
venience foods more they used to.

Coacerns Aboust Nutrition

Although canned convenience foods
fit nicely into a busy lifestyle, few mo-
thers (16% ) are convinced that they
are nutritious, Doubts about the nutri-
tional value ol convenicnce foods cause
some women |0 serve them less often
than they'd like. Thirty-nine percent
of working mothers say they would
service convenience foods more often

if they really felt they were nutritious.
Despite their doubts about the nu-
tritional value of convenience foods,
only 17% of working an non-working
moms said they fecl guilty using them.
To allay mothers’ concerns aboul the
nutritional value of its products, Fran-
co-American shifted the emphasis of
its advertising in carly 1983. Ads for
Franco-American products including
ti and Meatballs and “Spag-
hettiO'’s,” now emphasize their nutri-
tional quality. Using data from the U.S.
Department of Agriculture, Campbell
Soup Company and Michigan Statc
University, ads compare the nutritional

content of leading Franco-American
products to other goud foods,

“I's important to us that mothers
feel comfortable serving Franco-
American products,” said company
nutritionist Dr. Chor San Knoo. “We
want them to know they ¢an save valu-
able time and encrgy without sacrific-
ing quality.’

The Franco-American Study of To-
day's Moms reveals mothers with older
children feel confident their kids can
preparing their own meals are most
likely to make breakfast (57%) or
lunch (46% ) and to use frozen, can-
ned or prepackaged (69%% ).

Few married women report their
husbands arc prcparing more of the
family meals. Those that do help out
are most likely to be marricd to work-
ing women without children. Unlike
kids who cook, husbands are most like-
ly to prepare dinner (63% ) and to use
food from scratch or fresh food (B3%).

A D M Milling Is “Telling
Like It Is’ to Distitians

A D M Milling Company is “telling
it like it is"™ with regard to pasta being
a good, nutritious and non-fattening
food; and quite simply ADM thinks
that’s the best way of increasing per
capila pasta consumption in the U.S.

In order to help get the good word
out about pasta to thosc persons re-
sponsible for institutional menu plan-
ning; ADM Milling is running a series
of advertisements in the major technical
journal read by dictitians. . . . Journal
of the American Dietetic Association.

The ad currently appearing in the
Journal of the American Dietelic As-
sociation is very similar 1o a pasta ad-
vertisement that was published several
times in Macaroni Journal, except that
the wording was specifically rewrilten
to appeal to the dietitians. The copy
in the ad describes pasta as an excel-
lent source of carbohydrates and pro-
tein with a minimum of calorics. Also
in the 2d is a chant that visually dis-
plays the protein, carbohydrate, fat,
calorie and water content of pasta as
compared to rcgular and lean ham-
burger, Amcrican checse, Swiss cheese

and Parmasian cheese.

The Journal of the American
Dietetic Association is sent to 44,801
dictitians and nutritionists . . . of
which, 93% are dictitians, 5% are
food supersisors or dictetic assistants
and 2% arce dictetic technicians.
Seventy-nine percent of the recipients

recommended, specify or approve the
purchase of institutionally eaten food
products,

In other words, the readers of this
journal are responsible for the plan-
ning of many millions of meals cach
year at schools, universities, hospitals,
military bases and other institutions.

In less than 6 months, over 300
dictitians have already requested one
or more copies of the comprehensive
and informative data kit for dictititans
that was offered in the advertisement
. « . and more requests come in every
month. It's an excellent response for
an offer that promiscs to send (only)
technical literature to the reader, The
data kit is sent to recipients in a hand-
somely produced blue folder and in-
clades 1) pasta and breadstuffs (both
wheat based foods) nutritional charts
2) a reprint of a magazine article that
states pasta is in the “good™ group
of foods 3) a 16 page rescarch report
from the American Heart Association
4) reprints of ADM Milling ads 5)
pasta and breadstuffs posters.

To find out who reads the Journal
vf the American Dietetic Association,
a survey of Amcrican Dictetic Asso-
ciation members (all members receive
the Journal) was conducted and found
thut members had these demographic
characteristics:

Food Service Management/
Administrative Dicletians

Community

Generalist

Consultant




Pasta is in the
“Good Group™

New research shows pasta releases

the right complex carbohydrates
rewards us with better health, slowed aging
and built-in weight control.
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Pasta - let's tell it like it is.




ward the purchasing of wheat. It was festation by mill cleaning is levels. Up until this time they were

Insect Fragment Issue

llzlesn lh':t the obvious fl“ll:tl of the about one-third. simply guidelines which F.D.A. estab-
. wheat standards to include some e : lished informally and communicated to
‘ ' indication of the amount of insect con- 5"":;":,"'“ ratio for all mills was 0o oylaied industry. Prior to 1980
Flour millers are comtinuing their are here today is evidence of your com- outside of flour sacks. Flour buyers tamination was noticed. .7 fragments in 50 grams of

; : . the defect action level for insect frag-
The standard only specifies insect l:f“mr 'mm:f(hw;;(:k Insect 10 ments in flour was 100 fragments per
contamination if the insects are alive o ' 50-gram sample. In true bureaucratic
or the level of insect damage is enor- 6—The average insect fragment fashion, F.D.A. forgot or ignored all it

efforts 1o obtain changes in wheat mi:ment and your company’s conimit- tried to get millers to agree to replace
standards 10 properly reflect insect ment to the subject. The goal and re-  any shipment of flour scized because of
damage and provide an economic in- sponsibility 1o produce a wholesome infestation. Millers refused to do so
centive for producers o properly care and safe food product is a challenge since they had little control over ths

; : mous. Practically speaking, dead in- count for all flour samples in the lcarned about the variables which af-
for wheat, Tom Klevay, d'frmor of that everyone in the business of pro- condition in which flour is transported sects are ignored in the standard. De- study was 41.3 per 50 grams. fect the level of fragments in flour, The
technical affairs for Millers' National ducing, processing and packaging food and no control of the condition of the spite a miller’s effort 1o purchase only agency conducted a survey of the level

Federation, Washington, 1ld an Ad- must meet. Our country has a great customer’s storage facilities.

th Contaminaied Graia ff ts in fou i i
vanced Food Plant Sanitation seminar record in mecting this challenge. We e ol g A I b, e ot Sl

rmiit the marketing of wheat with  Afier completing the study in when the levels of infestation in wheat

sponsored by the American Institute must not lose sight of this achicvement 1940 — Major Change f:vcls of infestation u'mch make it un-  carly mo-;.plF.Df\. began i unilt': were much less than they are today. It's
of Baking. nor let our success breed complacency. In 1940 there was a major change suitable for milling. The level of insect tion program dirccted toward contami- 1O secret that the amount of wheat
In exploring this history and com- o in how to determine or evaluate infes- infestation in wheat is not considered a  nated grain as well as the sanitary con-  Deing stored on farms has increased
plexity of the insect fragment problem, History of Seizures tation. Instead of defining infested four quality factor by the Department of dition of mills and elevators. US.D.A. and the condition of much of the wheat

Mr. Klevay 1old the A.LB. seminar, In the first 30 years of this century, as flour containing visible live or dead
“The level of fragmenis has been in- there were scizures “off and on” of insects, a method of microscopically
creasing because the level of infesta- weevily flour. Evidence of the live in- examining flour for insect parts was
| tion in wheat which is being made sects or whole dead insects led to these  used. This is wiicn a count of insect
available to the milling industry has seizures. In the 1930's, Food and Drug fragments in flour started to be used
increased. The increase is the result of Administration reported that insect in-  as an indication of the conditions un-
larger carryover in supplies, more on- festation of flour ordinarily developed der which the flour was produced and
farm storage and failure of the wheat after the flour had left the mill, imply- the purity of the product.
standard 1o give a meaningjul indica- ing that the infestation occurred dur- In 1949, the first flour seized solely
tion of the level of insect infestation ing the transportation or storage. Also tecause of high insect fragment counts
in wheat.” during the 1‘{;iniu. it was revealed that  occurred. Prior to this time, excessive
Projects are under way, Mr. Klevay it was possible for inscct eggs and fragment counts had been alleged in
said, to improve the industry's ability lan:ac 1o pass uninjured through the various seizure actions, but it was in-
10 test wheat for infestation and deter- ¢ntire mill rolls system. During mill variably coupled with unsanitary stor-
mine whether the wheat is of millable insect infestation identificd the follow- age or plant conditions, or other facts

Agriculture. Yet infested wheat and took sieps 1o tighten sanitation require- has deteriorated. Based on their sur-
wheat not infested are in no way equal ments for government grain and inten- V€Y. F.D.A. lowered the defect action
in value 1o the milling industry. These sified educational cfforts of the exten- level from 100 to 50 insect fragments
failures have been pointed oul 10 sion service on clean grain. After oppo- PEf S0-gram sample of flour. We have
US.D.A. for some 3€ years, yet they sition by grain trade interests, both the requested F.D.A. to reconsider its de-
continue to defend their illogical posi- efforts of F.D.A. and US.D.A. were Sision but they have refused because
tion. watered down. Nevertheless, improve- 'hey say they have no data. 1 suggest

During the 1940's, the industry menis were made in the conditions ‘hat F.D.A. does not lack data but
sponsored several activities designed to  under which grain was being stored. rather lacks memory and fecls linle
improve understanding of the subject. In addition 1o government cflorts empathy for the operational limitation
This included a serics of three flour during the 1950's, there were several of manufacturers, It is worth noting
mill sanitation short courses sponsored  industry efforts designed to address the that the standard for insect fragments
by the Federation, the Association of different aspects of the problem. This ' MOt 3¢t because of any health con-
Operative Millers and American Insti- included more studies, formation of €™ for fragments.

: s ; tute of Baking. In 1950, the Federa- special committces and several national  The Department of Agriculture is
Kquam,-, ;%Tmb ‘rthl‘ ds.,, ::u, ing sources of mill infestation: ::I;;dlr h:::r;"d;l:ﬂy relied upon to sus- ||lon and F.D.A‘_. designed 'nml con-  grain sanitation cunfefcnces. To ad- currently in the process of r\:\'i?ing the

; uhﬂmhrr '::ﬁ:, flo “: m!y b:o mn:":'fm: ;_whel 'mn, , ” i <2l mclhod A ducted an extensive study to: dress the problem of discrepancics be- wheat standards. The Federation has
all wheat which complies with the de- - l:u.l i ;le:ﬁ:r “ sect fragments had shortcomin l'm I—Determined the relationship of Ween various laboratories on insect asked on four separate occasions that
fect action level for wheat,” he odded 3_: n:led Inlesu‘:i e the beginning. It was & miscon':eplion insect infestation in wheat 10 the !F2Ement counts, a scrics of six frag- changes be made in the standard to
“Food and Drug Adminisiration has J—S:c':nd hand bags and machin- that the numﬁcro{ Giisci 4 A fragment count in the flour made Nt counter schools were held  better reflect the sanitary condition of
e aexebanie in. 6 ufort-mnd and bags machin- o e & gt indicllionlolwlhc ke from it. throughout the US . N }\h.l_:at. UI;IS_.D.A. has refused to cven
i udy.” ery. s > . ! In the 1960's very little activity invite pu u:n_;mme_nt on the subject.

review the results of the study. n N tary condition of the mill. Shortly after 2—Evaluate the effectivencss of mill ook In the 1970's F.D.A The USD.A's ownership of lar

1 Text of Mr. Klevay's presentati To control infestion the report gave  the method for identifying insect frag- leaning equipment and i place. In the 1970°s F.D.A. tight- e Lo Isap ge
S o 200 e following suggestions: bes R & e cleaning equipment and proced- ened its defect action level for wheat, 9uantities of commodities and the po-
follows, in part: . f oo e il ‘;M": “: b M*H ; ures. The defect action level for wheat is litical might of the grain handling in-
The title Bill Pusley, director of e o el R e <A e 3—Determine the incidence and 32 insect-damaged kemels per 100 dusiry have clicctively kept the prob-
;n‘.;:.mlm m’;’muﬁwA‘:BJin: 2—Clean out and perform spot fu- ments in flour was the wheal. level ol insect infestation in com- f:::;“: l‘;ﬁn&napcprdm; a‘m “"h“ in “Malﬂflmmﬂb:i:ls ;ml;ﬂzgl::
9 i i < reial wheat ived at ining greater than y debaied.
Fragments and Defect Action Level— ML 0 SOmyeg 49 At shorkaming of the ekl resentative flour mills over a 12, this level of damage may not be used The consequences of a eterioration in
Is It Getting Better or Worse?™ If it is of counting inscct fragments was the month period. for food use. Wheat with this level of he quality of wheal because of inscct

{ fair 10 answer a question with a ques- 3—Install drag type conveyors. wide variability in results from variou:
| ton, 1 ask you, would I be here if Out of the hundreds of seizure cases 1abs. Since it is a visual examination
things were getting better? only two or three times were mills People scc different things. What o

I will try to explain the history be- charged with being a source of con- Analyst sces as an insect fragment, an-
hind the subject of inscct fragments in tamination. Up until the 1940's most ©ther might sce as a bran particie. The
flour. In addition, I will try to answer scizures amounted 1o comparatively subjectivity of the method continues
the who, what, why and where of in- small amounts of flour, But in 194] 10 cause problcms today. Since the test

damage cannot be milled to meet the fnfesunion are passed on to the milling
Some of the major findings were:  current de”*-t action level for flour, industry and its customers.
LI : Compliance with the wheat defect ac-
: mﬂde:’:'n;:’::‘r ll;u:;;: :: tion level is rarcly checked. Therefore, Pertinent Questions
wheat, and the area of the coun- wheat with higher levels of damage Let's look at the who, what, why and

e and stored.  Makes it into commercial grain market-  where of the inscet fragment issue.
iy whees i bs.grown - ing channcls for food use. Because of -

i 0 : _ . . i First, where do insect fragments
sockTr ats. By this 1 mean: F.D.A. scized 160 rail cars of flour. At data docs nos consider the size of the 2—Levels of infestation vary with the failure of the U.S. wheat standard By &

“.h:f'mdo iaid fr ts come the time, this was the largest food prod- fragment, onc large [ragment is the the time of the year because of 1o indicate the level of infestation or ‘-;'{lmﬁ ot That i‘:ﬂ:“'hc wheal,
fkom? o uct seizure in history. The frequency 3aMe as one very small fragment. harvesting and marketing of the grade wheat based on the degree of in- i IEE ENGTIOVE i Witenl. kit wiote

new crop wheat. scct damage, the insect-damaged wheat on-farm storage have resulted in very

7 A . high levels of insect infestation in
. finds its way into food
3—The number of insect fragments | I‘I: d:spiley efforts of the r;d":ﬁm stored wheat. The number of fragments

in m i! CIO‘!CIy l’dllcd 1o ‘h‘ pumhlle m!y Whtll which is of suit- "hkh make ‘hcir way il“o the nol" he.

o and i of Therefore, the test does not give an
Why are fragments there? mke""m-‘",",',,'mm m::mm ummquwm actual indication of the amount of in-
Whe is being done about them? weevil-conscious. When flour was ¢! fragment matter but a count of

Who is responsible for the fragment  geized, destruction or loss fell upon Maller.

levels increasing? the owner at the tlime of scizure. Flour ~ Once it was recognized that the “"“fh:"mc". ::’l:h “:r’:eﬂal’ O able milling quality. cause of the sanitary condition cf
Sanitation is essential to the milling buyers began rejecting shipments when whea. was the source of fragments, COVIVAME. i IE ; In 1980, F.D.A. undertook an efforr il are insignificant.
and baking industry. The fact that you a few live weevils were found on the the industry turned its attention 10- 4—Overall reduction in internal in-  to formalize many of its defect action (Continued on page 36)
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(LB (1) DRYING OF PASTA AT TEMPERATURES UP T0 226 F

offers “V.H.T.” (Very, High Temperature! preduction hines allowing a drying of pasta at temperatures up

1o 266 F with better results A better quality pasta

plant cperation cost reduction

* BETTER PASTA QUALITY:

mproved resistance to cooking and also
excess of over cocking

improsed bacterniological ¢« nditions
improved storage hife

reduction cost «n breakage

PRESS

] TRABATTO|»

better utilisation of production facilities and

* PLANT PRODUCTION COSTS ARE REDUCED:

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

Izss space needed (our production lines with equa’
preduchion capacity are mcre compact)

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

present production (n less time you will be saving
hundreds cf production hours per year!

adjusting time soved when changing over frem one
product to the other

nomiux

The V.H.T. BASSANO ROTALIX

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

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

M

BASSANO PRESS constructed with

® Volumetne or ponderal dosing unity optionall with electiong contr

® Vocuum mining unit with controlled opeming plesiglass doun

® Compresson strem with continuous sarigble speed and with iow specd
re start

® Optional thermo-regulcted cash and head

® Retrgctoble mask fur pQita cutting with electeimg contio! 10 gine v w
length 7 mm 10 100 mm 'l 32 to 4

® Lt conseyur for rapid set up ot the mould

These presies ate pre-gisembled wn our plant un g cesthel cnd rigwd hreme

e MacaroNT Joursag

CLIMATISATION
REGULATION

VHT drying 1s obtained by op
timization of the ventilating and
hygrothermic circuts

The heating 1s controlled by an
electronic regulator The air ex
traction and steam injection al
low us to maintain optimum ch
matic conditions

[
}

The V.H.T. BASSANO TRABATTO
Easy frame construction glloming 1otg!
access to the elementy located nude
the frame

Frame gnd blocde suspenuon are onte
Iy fited «n metallc contruction

VHT metallic paneh are  wpend:d

tur eawy ond rap:d opening
Two apeed motor aith eatermal lucation

|

v

T
TRABATTO

COOLING SYSTEM

BASSANO

Mery o comprehensise Line
1 equipment and machinery
with all the fllow g guvet

® Efhiciency w cont

® Simple and resvtant
design

® Eowy cleaning and
mantenante

ACB Industries Inc.

APRIL, 1984

BASSANO

Food Processing Machinery Division

277 Fairtield Roud

Fairfield, NJ 07006

Tel. (201) 882-0380
Telex: 130233
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Insect Fragment lssue
(Continued from poge 11)

Why are the fragments there? Frag-
ments are there because insect infesta-
tion is inherent in the production and
handling of wheat. They are in the
flour because the technical ability to
remove infestation from the wheat is
limited. The level of [ragments has
been increasing because the level of
infestation in wheat which is being
made available to the milling industry
has increased. The increase is the re-
sult of larger carryover in supplies,
maore on-farm storage and failure of the
wheat standard to give a meaningful
indication of the level of insect infesta-
tion in wheat.

What is being done about them? The
milling industry companies continue to
atiempt to purchase the cleanest wheat
which can be milled to meet the speci-
fications of the customer. The industry
is continuing eflorts to have US.D.A.
change the wheat standards so that
there is an indication of the insect
damage and an economic incentive to
properly care for wheat. In addition,
projects are under way to improve the
industry's ability to test wheat for in-
festation and determine whether the
wheat is of millable quality, Also, work
is being done with Kansas State Uni-
versity to determine whether legal flour
can be made from all wheat which com-
plies with the F.D.A. defect action level
for wheat, F.D.A. has agreed to coop-
crale in this eflort and review the re-
sults of the study.

The final question is, who is respon-
sible for the fragment levels increas-
ing? This is a multiple choice question.
You sclect the answer you believe is
correct:

(a) God.
(b) Government.

(c) Producer improperly caring for
wheat.

(d) Grain industry.

(¢) Milling industry.

() All of the above.

(g» Some combination of the above.

Chesebrough-Pond’s
Increased Earnings

Chesebrough-Pond's Inc. achieved
its 28th consecutive year of increased
camings and sales in 1983, Ralph E.

R S O gy

Ward, chairman and president an-
nounced.

Chescbrough's net income for 1983
increased 2.1 per cent t 0$127,878,000
or $3.58 per share from $125,265,000
or $3.56 per share in 1982, Sales for
1983 advanced 3.8 per cent to $1,685,-
417,000 from $1,623,190,000 for
1982, with all scven domestic divisions
contributing 1o the increase,

For the fourth quarter of 1983, net
income rosc 35,3 per cent to $29,840,-
000 or B4 cents per share from $22,-
061,000 or 61 cents per share for
1982, Fourth quarter sales, at $43,-
680,000, were 11.5 per cent higher
than the $388,869,000 in 1982's
fourth quarter.

‘While our full-year results were on-
ly marginally above those of 1982, we
took important steps during the year—
in terms of increased marketing invest-
ment, ncw product development, fa-
cilities improvements and cost controls
—to a position oursclves for higher
growth levels in 1984 and beyond,”
Mr. Ward said. He added that the com-
pany increased its worldwide market-
ing investment by 10.8 per cent in
1983, with further increases planned
in 1984. For 1983, Chescbrough's
marketing investment amounted to
15.8 per cent of sales compared with
14.8 per cent of sales for 1982,

Beyond the increased marketing in-
vestment, other factors limiting the in-
crease in net income for 1983 were:
declines in major foreign currencies
relative to the U.S. dollar, a slow re-
covery from recession in many coun-
tries around the world and lower op-
erating profit in the Bass and Prince
divisions, Mr. Ward noted.

“Given continued moderale econo-
mic growth, we llok at 1984 and be-
yond with confidence and optimism,'
Mr. Ward said, ‘and we expect 1984 10
be Chesebrough's 29th corsecutive
record year."

Packaged Foods Division

The successful introduction of Ragu
Chunky Gardenstyle spaghetti sauce,
launched in September with the most
extensive marketing program cver in
the spaghetti sauce calrgory, was the
year's highlight in the P.<kaged Foods
Division. This new Ragu product dem-
onstrates the division's determination
to further strengthen the Ragu brand's
leadership position in this fastgrowing
category. The marketing program for
Ragu Chunky Gardenstyle sauce will

T
g

increase in intensity during the first
half of 1984, Also in 1983 the division
expanded its presence in the home piz-
za category wti hthe introduction of
the Ragu Pizza Quick boxed pizza kit.
Overall, the division’s marketing in-
vestment for 1983 was 10.8 per cent
higher than 1982 and is at record lev-
cls again in the carly months of 1984,

New Ragu Spaghetti Sauce

Spaghetti sauce with the fresh taste
and chunky texture of large picces of
vegetables has now been introduced in
new 100% natural Ragu® Chunky
Gardensiyle Spaghetti Saucv.

Introduced in November, the new
sauce features chunks of tomatoes
and large pieces of green peppers,
mushrooms and onions, in a thick to-
mato sauce scasoned with Italian herbs
and spices.

Ad schedules include Fumily Circle,
Woman's Day, McCall's, Good House-
keeping, Sunset, People and Bon Ap-
petit.

Three varicties will be available:
Green Peppers and Mushrooms, Mush-
rooms and Onions, Extra Tomatoes
Garlic and Onions, All will be parity-
priced with Ragu Truditional and
Homestyle Spaghetti Sauces and will
be available in 153, 32-ounce and
48-ounce jars.

About the new varicties, Ragu com-
ments that Green Peppers and Mush-
rooms is an exclusive vegetable com-
bination among national spaghetti
sauce brands. The Mushrooms and
Onions has onions and 2% times morc
mushrooms than any nationally avail-
able commercial mushroom flavo:
spaghetti sauce. And the Extra Toma
toes Garlic and Onions has 25%
more tomato chunks than other Gar
den-stylc varicties, plus extra garlic.

New label graphics were designec
for the new varieties, with each indenti-
fied by a colorful montage of its
unique vegetable combination on
buff-colored background. Red and
green stripes circle the label and tam-
per-proof cap,

Ragu points to consumer research
indicating 90% of home-made spag-
hetti sauce users, and over hall of
commercial spaghetti sauce users, add
vegetables to their sauce.

Chunky Gardenstyle will be intro-
duced with what is described as the
largest marketing support program in
the history of Italian food sauces.

PoP—
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One Minute Manager

Putting The One Minute Manager
To Work, the management blueprint
long awaited by millions who have
adopted The One Minute Manager's
“three secrets”, is now available at
bookstores. It is predicted to be the
cabbage patch book of the publishing
industry for 1984,

Worldwide acceptance and the im-
mediate demand for Putting The One
Minute Manager To Work, by Ken
Blanchard and Robent L. Lorber, gives
testimony 1o the universal American
management technique first introduced
three years ago in The One Minute
Manager.

The One Minute Manager, a nation-
al best scller in hardback for over a
year and a hall and now number one
on the paperback charts, has changed
and simplificd the character and prac-
tice of American-style management.
The beok hi2s been purchased by over
two and a [ Il million Americans and
is now in print in 16 languages.

In Putting The One Minute Manager
To Work, Blanchard and Lorber pro-
vide disciples of the Onc Minute Man-
ager's style with specific skills which
will positively influence the profession-
al and personal lives of millions at
home and on the job.

Putting The One Minute Manager
To Work, provides techniques for goal
setting praising and reprimands. The
book demonstrates how managers and
others can apply these concepts, on a
systematic, day-to-day basis to achieve
tangible, bottor line results.

According to Gordon W. Anderson,
president of Santa Fc Intermational
Corporation, ‘The concepts presented
in Putting The One Minute Manager
To Work are guiding all our multi-
national work force. It is making a
significant difference in our perform-
ance.”

Ken Blanchard

Blanchard, an internationally known
author and lecturer, is professor of
Leadership and Organizaional Behav-
ior at the University of Massachusetts,
Amherst. Heading his own San Diego-
based human resource development
firm, Blanchard Training and De-
velopment, Inc., he serves as a con-
sultant to AT&T, The Chase Manhat-
ten Bank, Holiday Inns, Inc., IBM,

" and The Southland Corporation,

among others.

38

vides readers with immediately useful
managerial techniques. William A,
Andres, chairman of the board for the
Dayton Hudson Corporation, said,
“Putting The One Minute Manager To
Work deserves a praising. It's straight
forward, concise and works!"

Robert Lorber

Lorber is known in international
business circles as an innovative expent
in performance improvement. He
heads his own company, RL (Note: no
periods between initials) Lorber and
Associates, Inc., headquartered in
Orange, California. He has successfully
implemented productivity systems for
such clients as Pfizer, Koppers, Norton
Simon Inc., Saga, Kaiser Resources,
Lid., and Atlas Hotels.

*“By utilizing the concepts of Purring
The One Minute Manager To Work,
we not only increased productivity,
significantly improved safety and ab-
sentecism, but most importantly, de-
veloped more effective communications
throughout the organization,” stated
Robert A. Elliot, former president and
chief executive, Shiley, Inc., subsidiary
of Pfizer, Inc.

Elliot concluded, “If you can only
read two books this year, read this one
twice!"™ Putting The One Minute Man-
ager To Work is published by William
Morrow and Company.

Costs of Employee Turnover

The costs of employec turnover in-
volve many variables, some of which
are difficult to estimate. In pgeneral,
however, there are two major cats-
gories of expenses: direct costs and in-
direct costs.

Direct Costs

Direct costs are those costs that are
casily measurcd. They usually involve
the time spent by all staff involved in
the separation and subsequent hiring as
well as the costs of food, materials,
supplies and services used. In general,
the direct costs are:

I. cost of hiring and training cach
new employce

® the interviewer's time to inter-
view the applicants plus time
spent in completing forms

® advertising cxpenses

® cost of supervisors', instruc-
i

® wages paid to the 1w em
ployee in excess of his/he:
value to the operation; spe-
cifically, the time required by
the new employee to learn the
job and

® poor performance and wastec
food and supplies during the
leamning process

. cost of overtime work required
from regular employees 1o main-
tain required level of production
and service while the new em-
ployce lcarns the job

3. production loss until the new em-

ployee is able to produce or per-

form at the required standard

® maximum loss created by no
replacement and

® cfficiency loss until a work
group adjusts to a new mem-
ber

4. loss of production due to acci-

dents, which usually are more fre-
quent for a new employee

5. expense of equipment and facili-

ties that are not used during th:
training period and

6. increase in unemployment insur-

ance premiums.

"~

Indirect Costs

Indirect costs are those that are hid-
den and, although intangible and im-
possible to compute accurately, can
often be many times higher than direct
costs. The indirect costs are:

1. lost customers caused by the in-
ferior quality of -.xd and/or
service (If you are ¢ -derstaffed
because of employee turnover o
are busy training new employees
to replace those lost, it is ver
difficut to maintain quality stand-
ards. Also, keep in mind that
every dissatisfied customer can
discourage his friends and asso-
ciates from dining at your estab-
lishment.)

2. low employee moral created by
a worker while still employed but
in the process of quitting

3. stress suffered by managerial and
supervisory stafl when there is a
constant flow of scparations and
replacements and

4. remaining workers' built-in re-
sistance to and resentment of new
and untrained workers. (Obvi-

tors’ and other time ously, this temporarily eliminates
Written as a parable, Putting The spent in orientation and train- a cooperative effort by employees
One Minute Manager To Work pro- ing of new employees in your operation.)
THE MACARONI JOURNAL
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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.”

ArriL, 1984

CALL
DEMACO FOR
ANSWERS.
(212) 963~6000

pnemaco

A YITAL LINK IN THE FOOD CHAIN
DEFRANCISCI MACHINE CORP, 280 WALLABOUT STREET BROOKLYN N Y 11206 TWX 710 584 2449
WIESTERN REP.: Hosking Co, Bos F, Libertywille, IL 60048 — (312) 342-10)!




30 Ways to Motivate Employees

From the National Restaurant
Association

1. Send every new employee a kelter
ol welcome.

2. Write down company policies as
they are made, and distribute them to
all employces, along with loose-leal
binders for storage.

3. Plan the work schedule two, three
or four months in advance rather than
every week.

4, Give immediate feedback, whether
positive or negative, on job perform-
ance.

5. “Rchire” employces periodically.
Sit down with tkem. Go over achieve-
ments and problems. Set goals for the
future.

6. Pay employces a base wage plus
an additional amount each time a task
is performed correctly.

7. Pay a greater proportion of health
insurance proportion of health insur-
insurance, life insurance and pension
benefits fo remployees who have work-
ed longer for you.

8. Give a bonus or wage increase 1o
an employec who saves you money by
taking on an extra duty.

9. Put an extra $5 in ~sc ¢ tip jar
on an especially hectic day.

10. Reward useful employee ideas
with cash or public praise.

11. Don't guess what employees are
thinking. Take written surveys; hold
meetings; talk to them individually.

12. Ask employces to take their va-
cations in several installments during
the year rather than in one chunk (re-
laxed employecs are more productive).

13. Promote from within. When em-
ployees lack the skills for a new job,
help them gain the necessary qualifica-
tions.

14, Combine several different tasks
to create a job with more variety.

15. Avoid reprimanding employees
in front of customers.

16. Offer bonuses for perfect attend-
ance.

17. Use preshift meetings, not only
to convey information, but also to
praise specific employees who have
performed well.

18. Be firm, professional and consist-
ent in disciplining workers for poor
performance.

19. Consider offering employees a
stock option or profit sharing plan,

40

20. Give the chef or cook a bonus
for inventing a recipe that becomes a
regular menu item.

21. Pay double wages during vaca-
tions to help cover loss in tips.

22. Offer part-time employees the
chance to participate in group insur-
ance programs, cven if they must pay
all or part of the premiums themselves.

23. Invite employees to sign up for
a frec course in customer relations,
trends in food and wine, accounting
and so forth.

24, Consider adding an alcohol
abuse or health maintenance program
to your benefits package.

25. Give an employee the day off on
his or her birthday.

26. Include familics in parties occa-
sionally (they will be more sympathetic
the next time the employee has to work
late or on a weekend).

27. Help employecs welcome in the
New Year with a bonus based on the
profits from the old year.

28. Give employees a hall day off
for Christmas shopping and an occa-
sional afternoon off during the summer
to go to the beach.

29. Encourage young people to save
part of their camings by starting a
“thrift plan” under which the company
maiches worker contributions up to a
certain point,

30. Train munagers to motivate em-
ployees and reward them for good re-
tention rates.

Industrial Replacement
Value Cost Trends

The rale of inflation in industrial
machinery, equipment and building
costs—while increasing between the
fist and sccond halves of 1983—
still remain relatively low, according
g.on“ survey released by the Kemper

Toup.

For the six-month period ended
December 31, 1983, machinery and
equipment costs increased an average
of 1.19 percent, compared to 0.96
percent during the first half of 1983
and 1.00 percent during the second
hall of 1982. Industrial building costs
ros¢ an .verage of 2.94 percent in
the June through December, 1983
period, primarily because of rising
labor costs. This ratc compares with
an increase of 2.09 percent during the
first six months of 1983 and 2.23 per-
cent during the second six months of
1982,

Although apprehensive about in
terest rates, the companies surveye
remain optimistic about the econom)
and predicted increases in machinen
costs wil' average 0.23 percent pe:
month during the first half of 1984
or 1.40 percent through the next six
months. The companies cited rising
labor and material costs along with
increased manulacturing capacity in
making the prediction.

Those surveyed anticipate building
costs will rise about 0.40 percent per
month in 1984's first hall, or 245
percent in the next six months. They
expect labor costs will continue to
rise while material prices will remain
relatively constant.

One of the world's major industrial
insurers, Kemper develops these cost
trends through biannual surveys of
more than 300 North American manu-
facturers. The trends are calculated
by use of a weighted index, corrected
for productivity and include an in-
stallation factor. The cost trends in-
dicate overall percentage increases in
the cost of buildings erected and ma-
chinery fully installed, for various
industries.

“This information aids companies
in determining the present worth of
their facilities for insuranc: purposes,”
says Carl C, Chrappa, Kemper's high-
ly protected risk property valuation
and appraisal manager.

A special section of the survey,
North American Industrial Building
Cost Location Factors, compares the
value of industrial buildings of similar
construction in 116 North American
cities, using Chicago, IL, as a basc
at 100, Some of the cities comparc
as follows: Boston, MA—106; Nev
York City, NY—113; Atlanta, GA—
91; Dallas, Texas—97; Los Angeles
CA — 113; Toronto, Ontario — 109
Montreal, Qucbec—99; and Van
couver, British Columbia—116.

Also included in this edition o
the industrial s are cost trend:
for Australia, Belgium, France, Ja-
pan, Singapore, the United Kingdom
and Federal Republic of Germany.
In comparison to the US., the an-
nual industrial cost trends were high-
er for Australia, Belgium, France and
the United Kingdom; lower in Japan
and Singapore; about the same in the
Federal Republic of Germany.

Single copies of the survey resulls
are available by writing: Carl C.
Chrappa, HPR, B-7, Kemper Group.
Long Grove, IL 60049,
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Salvatore Di Cecco, 103 Buyview
Ridge, Willowdale, Ontario, Canada,
M26 1E3, Tel. (416) 441-3093. Telex
No. 06-986963.

Sixty years of his life directly in-
volved in the maracroni production and
sales on two continents have insiilled
in Mr. Salvatore Di Cecco a unique
knowledge and affection for the mac-
aroni industry.

From ltaly

Bormn in Palena, Abruzzo, laly on
the 13th day of February, i915 in a
family that had been macaroni man-
ufacturers for two generations, he
quickly developed a keen devotion for
his family busincss. With great in-
terest, he learned the skills of his father
and uncles, and at the young age of 18
years, he was already production man-
ager of the world-renowned Filli De
Cecco Macaroni Plant in Fara San
Martino, Italy. He remained there un-
til the age of 28 by which time he
had been in charge for several years of
both the macaroni plant and flour mill.

From 1943 forward, Mr. Salvatore
Di Cecco went on Lo build, operate
and manage a scrics of successful mac-
aroni plants starting first in the Re-
public of San Marino, then Modena,
and later Rome. His innovation skills
linked him very closely with all Euro-
pean manufacturers of macaroni manu-
facturing and packaging cquipment
who promoted his involvement in the
consulting field. Although a macaroni
manufacturing entrepencur himself, his
interest to promote and perfect the
macaroni industry made him a greatly
sought-aflter and respected consultant
and promoter.

In 1959, he was retained as a con-
sultant by Count Matarazzo of Brazil
1o supervise, restruciure, and improve
every fucet of Count Matarazzo’s gi-
gantic Brazilian macaroni industry. In
1960, Mr. De Cecco decided to trans-
fer his whole family to 7= -sda and
accepted the position of ,..nt man-
ager of the newly created Romi Foods
Lid. in Toronto where he remained
until 1970.

Sales Agent
For the last several years, Mr. Sal-
vatore Di Cecco has operated his own
business as North American sales agent
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of the most prestigious and advanced
producers and manufacturers of equip-
ment for the macaroni industry. Ad-
hering to his desire 10 improve and
perdect the production procedures of
his customers, he has left the sales
motivation always secondary (o his de-
sire 1o help and to gain the gratitude
and respect of all members of the mac-
aroni industry. He represents the Ric-
ciarclli, Grondona-Nimet, Niccolai,
and Brambaii firms in North America.

Ricciarelli

Ricciarelli is the renowned manu-
facturer of packaging equipment and
Bologna-Style stamping machines. Well
established in this field for over 150
ycars, it has always been the trend-
setter in innovation and cfficiency. lts
machines are designed for durability,
minimum and simple maintenance,
speed, precision, and acsthetic appeal
of the finished product. It covers the
range of packaging all products from
form flm to cartons. It provides ma-
chines for the full packaging process
including loading, transporting, weigh-
ing, packaging, bundling, ctc. Riccia-
relli equipment has alrcady been intro-
duced on a large scale in North Amer-
ica and prospective purchasers are in-
vited tc: obtain references from all of
Riciarelli's clients which include: The
Creamette Company (Winnipeg and
Minneapolis), Primo Importing, Lan-
cia Bravo, Skinner Macaroni, Viviano
Macaroni Company, Gioia Macaroni,
A. Zerega & Sons, Catelli Primo L.,
Foulds, In:.,, Romi Foods, Gattuso,
Unico Foods, Ravarino & Freschi, and
the Pillsbury Company (American
Beauty). Western Globe, Major
Italian, Dcl Monico, Zerega, San Gior-
gio, Facchin, Naples Macaroni, Lo-
retta, Ronzoni, Anthony, Prince and
Catelli.

Grondoana-Nimet

Grondona-Nimet has been manu-
facturing pasta production machinery
since 1948, Its technicians have always
been innovative and avant-garde in the
pasta producties machinery ficld. For
example they introduced the press
cylinders real and true cast iron and
stainless stecl masterpicces, where the
cooling chambers are directly obtained
from the casting. This type of construc-

Salvatore Di Cecco

tion, in addition to presenting excep
tionally robust characteristics, permits
the treatment of the pasta during ex-
trusion at the right and constant tem-
perature level, thus obtaining better
quality pasta presenting at all times
the best organoleptic characteristics.
Another technological innovation was
the realization of the long pasta
spreader, selfadjusted by the desvent
speed of the pasta itself. This inno-
vation permitted the reduction of pro-
duction trimmings obtained during the
leveling operation. Another among the
numerous technological innovations
introduced some years ago, but still
very relevant and important was the
adoption of scparate floors in the three
or five floor long pasta drying lines.
This type of construction offers the
guarantee of being able to manufac-
ture differcnt pasta shapes in succes-
sion and obtaining for each shape the
same degree of controlled dryness and
therefore a high quality product. In
successive years the scparation of the
drying floors for long pasta permitted
the introduction of the technology for
the high temperature controlled drying
method with excellent results: this tech-
nology was later transferred and has
for scveral years also been applied to
the drying lines for shortcut pasta.

Full Line

Grondona-Nimet carries the full
gamut of short, long, and special shape
pasta production lines, Short cut past:
lines are made with belts or the rota
tion apparatus systems or combinatio!
of the two. All lines have a modula
design that adapts itself 1o all the par
ticular requirements and specification
of any given pasta manufacturer.

Grondona-Nimet's highly efficient
modern, and productive shop is locatec
in Turin, Italy. Its pasta productior
lines arc the most modern and reliable
It is backed by a tradition ol promp
and dependable service and most at
tractive prices.

Brambati
The Brambati firm, also a family
operation, has been in business for
at lcast fifty years. It is highly spe-
cialized in the manufacturing of sys
tems for the pncumatic conveyance

(Continued on poge 53)
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IF YOU

WANT YOUR PACKAGING SYSTEM
TO ENTER AND
MAINTAIN AN EDGE
IN THE ERA OF ELECTRONICS

AND COMPUTERIZATION

GO TO

GARIBALDO RICCIARELLI sas.

PACKAGING MACHINERY FOR THE
PASTA INDUSTRY SINCE 1843

SALVATORE & ALESSANDRO DI CECCO
EXCLUSIVE NOXTH AMERICAN SALES AGENTS
103 Beyview Ridge, Willawdele, Ontario M2L 1E3, Canoda
Tel. (416) 441-3093, Telex 06-986-963
Alternste Telephone No. (416) 898-1911
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BUYERS'

The following firms support the industry’s trade association as associate members and/or

as advertisers in the Macaroni Journal.

DURUM PRODUCTS

A D M MILLING Co., Box 7007,
Shawnee Mission, Kansas 66207,
Manufacturers of Comet No. |
Semolina, Romagna Durum Gran-
ular, Goldenglo Fancy Durum
Patent Flour, Palermo Durum Pat-
en Flour. Sec ad pages 30 and 31.

AMBER MILLING, P.O. Box 43594,
St. Paul, Minnesota 55164. Tele-
phone: (612) 641-3796, Manufac-
turers of Venezia No. 1 Scmolina,
Imperia Durum Granular, Crestal
Durum Fancy Patent Flour, and
Kubanka Durum Flour. Sce ad on
page 5.

CONAGRA-PEAVEY, Onc Central

Park Plaza, Omaha, Nebraska

68102. Manufacturers of King Mi-

das No. | Semolina, King Midas

Durum  Granular-King  Midas

Durum Fancy Paten Flour, Uno

Durum Patent Flour, Sales Office,

: Minneapolis. William H. Grady

b 1612) 370-7837; Sale Office in New

York: Tom Shaughnessy (914)

428-7750; District Office in Glen

Ellyn, IL 60137: )312) 858-7680.
See ad pages 26-27.

GENERAL MILLS, INC., Sperry Di-
vision, Bakery Flour Sales, Westemn
Region, P.O. Box 10-730, Palo Alto.
California 94303. Manufacturers
and distributors of Royal and
Golden Durum Granulars: Sperry
Macaroni Flour; Gold Medal Sem-
olina No. 1; Exalto Durum Clears;
Gold Medal Durum Flour. North-
em California and Pacific North-
west call: Jean Hassell, Marketing
Manager (415) 327-0372; Southern
California call: Don Anderson (213)
583-4335.
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INTERNATIONAL MULTIFOODS
CORP., Durum Product Division,
Muliifoods Tower, Box 2942, Min-
neapolis, Minnesota 55402, Manu-
facturers of Duregg Egg Noodle
Mix, Como No. 1, Semolina, Capi-
tal Durum Granular, Capital Fan-

' cy Durum Patent, Ravena Durum
! Patent, Bemo Durum First Clear

ity e A gy s i T
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and Naples Durum Second Clear.
Duregg (TM). General offices in
Minneapolis. Principal durum mills
in Baldwinsville, New York, and St.
Paul, Minnesota. See ad on back
cover,

NORTH DAKOTA MILL AND
ELEVATOR, Grand Forks, North
Dakota 58201. Manufacturers of
Durakota No. 1 Semolina, Perfecto
Durum Cranular, Excello Fancy
Durum Patent Flour, Nodak Dur-
um Patent Flour, Red River Dur-
um Flour, and Tomahawk Durum
Flour. General Sales Office: W.
Leo Cantwell, Director of Market-
ing (701) 795.7228; V. M. “Skip"
Peterson, Sales Manager (701) 795-
7224, See ad page 17.

PENDLETON FLOUR MILLS, INC.
P.O. Box 1476, Pendleton, Ore.
g7801; Phone (503) 276-6511.
Durum products. Mr. Dan Breland.

SEABOARD ALLIED MILLING

Department of CARGILL, INC.
P.O. Box 9300, Minncapolis, Min-
neapolis, Minnesota 55440; (518)
447-1700, Albzny, New York, John
La Spina; (615) 698-4432, Chat-
tanooga, Tennessce, Dan Dough-
erty; (612) 475-6127, Minneapolis,
Minnesota, Lin Lundgaard, VP Na-
tional Sales. Sce ad pages 23-24.

EGGS

BALLAS EGG PRODUCTS CORPO-
RATION, 40 North Second Street,
P.O. Box 2217, Zanesville, Ohio
43701. Sales office in New York
City. Packers of pasteurized frozen
and spray dried high color yolks
for the noodle trade.

BENDER GOODMAN CO,, INC. 5
Worth Street, New York, NY
10013. (212) 431-5700. Liquid,
dried, and frozen eggs for the pasta
industry.

BROWN PRODUCE CO., INC,, Fa-
rina, Illinois 62538, (618) 245-3301,
has been servicing the macaroni-
noodle industry for over twenty-

GUIDE

five years with a full line of colored

yolk and whole eggs, special
blends made on request. Products
are marketed under the brand name
of Bake-Rite and distribution is
coast to coast. The company is fully
integrated with its own feed mills,

production, and storage facili-
ties and able to quote your short
or long term needs.

CUTLER EGG PRODUCTS INC.,
612-30 Sed Avenue, Philadel-
la, Pa. 19140. Mr. Harold M. Cut-
er—Sales Telephone: Area Code
(205) 585-2268. Packers and distri-
butors of fruzen eggs and egg solids.
Processing plant: Industrial Park
Road, Abbeville, Alabama 36310.

EGG CORPORATION OF AMERI-
CA, 583 Broadway, P.O. Box 119,
Westwood, N] 07675. “Total sup-
pliers of eggs to the Macaroni In-
dustry.” * Shell ® Liquid ®* Frozen *
Dried * Blends. Seasonal or High
Color.

HENNINGSEN FOODS, INC., 2 Cor-
porate Drive, Whitc Plains, New
York 10604. (914) 694-1000, Man-
ufacturers of Free Flowing Egg Yolk
Solids, Free Flowing Whole Egy
Solids, Dehydrated Chicken, Beef
Ham, and Turkey products. Sale:
offices in each of the major cilics ir
the United States, Western Europe
Japan, Mexico and South America
Technical assistant available. Sam
ples sent on request. For informa
tion, contact: Vito J. D'Agostine
Kit Henningsen, Rich Reynolds »
White Plains; West Coast—Mik:
Nolan at (714) 861-7216. Sce a
on page 37.

MONARK EGG CORPORATION
601 East Third Street, Kansas City
MO 64106; (B16) 421-1970. Wt
offer Dried Whole Eggs, Dried Egy
Yolks, Dried Egg Whites, standan
and [ree flowing.

NATIONAL EGG CORPORATION,
P.O. Box 608, Social Circle, Georgia
30279. Telephone: (404) 484-2652.
Egg Yolk Solids, Free Flow. Whole
Egg Solids, Free Flow.
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MILTON G. WALDBAUM COM-
PANY, Wakeficld, Nebraska 68784.
Phone: (402) 278-2211. (800) 228-
8176. TWX 8106235000 Waldbaum,
WAFL. Dean Hughson, Product
and Export Manager. Egg Proces-
sor. Fresh w fresh liquid

frozen e eggs or egg
yolks, egg white, whole egg. egg yolk
solids, Spesis' package size avail-
able, Dark cyor whole eggs and
egg yolks available on contact. Ex-

perienced exporter. See ad on page
57.

CHEESE

COMMERCIAL CREAMERY COM-
PANY, S. 159 Cedar St., Spokane,
WA 99204. Manufacturer of dehy-
drated products, specializing &:
powdered sauces for pasta. Tewve-

(500) 747-4131. Toll free
(800) 541-0850. Telex: 326439, Hud
Gilmartin, President; Dr. Judy
Kintner, Technical Director.

MANUFACTURING
EQUIPMENT

A.C.B. INDUSTRIES INC., Fairficld,

New Jersey 07006, markets in the
USA and Canada “Bassano™ V.H.T.
(very high temperature) long and
short pasta drying equipment. The
use of V.H.T. allows our equipment
10 dry pasta in one fourth the time
than conventional dryers new on the
markel. The results are an excellent
quality product with improved bac-
teriological conditions, improved
storage life, reduction cost in break-
age, power and energy reduction,
less floor space needed. time saving
elc.
Luke Dupras is our Sales Manager
in the USA and Canada. Luke is a
graduate in Food Technology from
L Universite de Montreal, is a pro-
fessional member of the Institute of
Food Technologists and a member
of the National Cercal Chemists.
You can contact him at (201) 882-
0380 at A.C.B. Industries, Inc. 277
Fairficld Rd., Fairfield, NJ 07006
for more information on A.C.B.
Bassano pasta drying equipment and
V.H.T. Sce ad pages 34-35.

i ASEECO CORPORATION, 3100
| Bandini Boulevard, Los Angcles,
California 90023. Engincers and

manufacturers of complele storage
sysiems for noodles, cut goods and
specialty items. Product Lines:
Aseeco overlapping bucket lifts
(elevators), belt conveyors-sanitary,
accumaveyors, vibratory conveyors
and scalping screens, modular dis-
tribution ratory and
belt, selectomatic bin storage sys-
tems, automatic continuous blend-
ing systems. Services: Engineering
and plant layout for complete maca-
roni plants from storage to ware-
house. Supervision and installation
of all equipment. See ad page 9.

AZO, Incorporated P.O. Bx 181070,

4128 New Getwell Road, Memphis,
TN 38118 (901) 794-9480. AZO
Incorporated has over 35 ycars of
worldwide expericnce in flour han-
dling systems. AZO fcaturcs: Com-
puter controlled contiruous hiend-
ing systems to assurc that accurate
biends of different flours and regrind
are fed 1o each press. Each press can
receive a different formula — auto-
matically. Trouble-free silo dis-
charge — efficient, quiet, Turbo-
Segment Cones for any
sic silo. Dust-free Conveying Sys-
tems — efficient utilization of both
vacuum and pressure conveying
with large filters and dust-free de-
sign throughout. Centrifugal sifters
—no dust, no vibration, low main-
tenance. Different sizes available to
handle from 1 to 50 tons per hour.
Sanitary construction — all crev-
ice free interiors and FDA approved
epoxy coatings inside and out. Re-
grind sysicms — complete storage,
grinding and feeding systems for
regrind. Experienced engincering
staff, If you are building a pew
plant or modemizing an existing
one, put our stafl of experts to
work for you. See ad page 15.

DOTT, INGG. M., G. BRAIBANTI &
COMPANY, Toschnind 1,
20122 Milano, Italy, U.S. and Can-
ada Office: Braibanti Corporation,
60 East 42nd Street, New ‘fork, New
York 10165, Phone (212) 682-8407,
Telex 12-6797 BRANY NYK. Manu-
facturers of completely automatic
lines for producing long, twisted
and short goods. Production lines
pounds of b 1 gt gt

uct Y.

- tlcd flour hmdl'"dlngd;sye:tm.

All types Irnch.lly machines, in-
cluding ravioli and tortellini. Free
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consulting service for factory lay-
outs and engineering. Sce ad page 7.

ZAMBONI, Via G. Verga, 3 40003

Casalecchio de Reno, Bol

Italy. US.A. and Canada ce:
Braibanti Corporation, 60 East 42nd
Street, New York, New York 10165,
Phone: (212) 682-6407, Telex 12-
6797 BRANY NYK. Manufacturers
of coiling machines, ravioli ma-
chines, nesting machines. Carton-
i;ﬁ. weighing and bag packing ma-

BUHLER-MIAG, INC,, 1100 Xenium
Lane, Minneapolis, Minnesota
55440; Telephone (612) 545-1401.
Planning, engincering and consult-
ing for complete pasta factorics,
Manufacturers of complete pasta
processing lines:

— for short goods; , shakers,
dryers, coolers, bins as well as
belt storage systems.

— for long goods; presses, spread-
ers, dryers, coolers, cutters, stick
and cut product storage units

— for twisted goods; , twis-
ters, dryers (also Nidi machine)

Specialty Processing Equipment:

— steamer (for instant product)

— extiuders for snack foods

We also offer a complete line of
laboratory equipment, and a die
washer for every size and shape
of die used in the pasta indusiry.
Buhler-Miag's engineering and
manufacturing staff can supply you
with complete semolina and flour
bulk handling systems including
dust control equipment.

Sales offices at 580 Sylvan Avenue,
Englewood Cliffs, New Jersey
07632; phone (201) 871-0010. Sec
ad on page 19.

MANUFACTURING
EQUIPMENT

DEFRANCISCI MACHINE COR-
PORATION, 280 Wallabout Street,
Brooklyn, New York 11206: Full
range of automatic lines of machin-
ery for both short cuts and long
goods including lasagna, from 250
to 5,500 Ibs/hr. Full range of high
temperature  drying  equipment.
Automatic long s cutters, aulo-
cutters, Dic washers, dry cgg feed-
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ow do you like
our eggs?”

m ke a special effort to prepare your eggs
pty you want them. When it comes to baking
ik , cookles, cakes, doughnuts, and making
s, pasta, mayonnaise, and salad dressings,
b ne through with the products you require ac-
n3 to your particular formulas. We go out of our
it serve you eggs the way that meets your
ual specifications. And whether it's SPRAY
MEN, SPRAY DRIED YOLKS, SPRAY DRIED
DI.E EGGS, or any of our FOUR SPRAY DRIED )
JS, we guarantee you'll be pleased with our eggs, )
ality control, and our service. You can have your eggs |
y you want them, shipped to you In poly-lined 50 '
d boxes or larger drums. And we can provide you with
whites, yolks, or whole eggs shipped to you in selected
rature controlled tank trucks. You have only to call or
us. And tell us how you want your eggs.
ONAL EGG PRODUCTS CORPORATION
on 608, Social Circle, Georgia 30279

: 404/664-2652
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ers, hydraulic tube cleaners and con-
veyors. Direct canning spreaders for
filling spaghetti at a pre-determined
quantity directly into cans. Fresh
pasta presses for resturants. Con-
centric extrusion dies. Twenty-five
pounds per hour Laboratory Extrud-
ers. Pilot and production extruders
for snack foods and cereals. See ad
page 39.

SALVATORE & ALESSANDRO DI

CECCO, 103 Bayview Ridge, Wil-
lowdale, Ontario M2L 1E3 Canada.
Exclusive sales representatives for

Ricclarelll S.aS.: Auto-
matic Packaging Machinery in car-
tons, cellophane, polyethylene, or
laminated film for long and short
cut pasta, cereals, rice, dried vege-
tables, coffee, cocoa, nuts, dried
fruits, spices, eic., automatic load-
ers, bucket conveyors, clectronic
microprocessor  weighers, check-
weighers, stamping  machines,
noodle machines, case packers, tap-
ing machincs, bucket conveyors, co-
ders & printers, and summing de-
vices; Gromdoms-Nimet: high tem-
perature completely automatic long

a lines, short cut pasta
lines with belt or rotating apparatus
dryers or combinations thereof, in-
dividual presses, shaking pre-dry-
ers, dryers, spreaders, strippers,
stick-recovery sysiems, conveyors
and bucket clevator, ctc.; Trafile
Ricciarelli-Niccolal S. m. ¢ pasta
dies, die-washing machines; Bram.
bati: systems for storage and pneu-
matic conveyance and blending of
semolina and flour, storage for nood-
les and short cul pasta, dry pasta.
Sce ad on page 43.

FOOD ENCINEERING CORPORA-

TION, 2765 Niagara Lane, Minne-
apolis, Minnesota 55441. Phone:
(612) 559-5200. Manufacture, as-
semble and service a standard line
of short goods pasta processing
equipment, including Dryers, Cool-
ers. Vibratory Conveyors, Bin Stor-
age Systems, Continuous Belt Stor-
age and accumulating systems and
other related equipment. Also sup-
pliers of Dryers, Accumulating
Systems, Vibratory Conveyors and
other processing machines and
equipment for many other food in-
dustries. Mr. Ralph D. Burgess, Jr..
President. Mr. Donald Lyman,
Sales Technical Manager.
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MICRODRY CORP., 3111 Fostoria
Way, San Ramon, California 94583.
Multistage drying-pasteurizing us-
ing microwave techniques now
proven with nearly all types of
pasta. Enormous savings in energy,
slmf and time. Also noodle cutters,
die washers, belt storage systems.

MORGAN & ASSOCIATES, 6507
Twin Oaks Drive, Kansas City, MO
64151. (B16) 741-8096. Custom
designed and built conveyor sys-
tems for spaghetti. See ad on page
51.

D. MALDARI & SONS, INC., 557
Third Avenue, Brooklyn, N.Y.
11215. Phone: (212) 499-3555. Ex-
trusion dies for ., cereals,
snacks, pretzels, animal feed, R &
D in non-related food fields. See
on page 13.

TANZ, INC. 2271 Sheridan Road,

Zion, IL 60099. Quality extrusion
dies. See ad on page 49.

PACKAGING EQUIPMENT
AND SUPPLIES

CLYBOURN MACHINERY PAX-

ALL, 7515 Nonth Linder Avenue,
Skokie, lll. 60077. Phone (312)
677-7800. Vertical Cartoning equip-
ment with volumetric or net weight
filling. Horizontal cartoners for long
long macaroni products

Sales Offices:

PAXALL FOOD MACHINERY, 505
W. Algonquin Road, Arlington Hts.,
11l. 60005. Phone: 1-800-323-2253.

PAXALL CLYBOURN MACHIN-
ERY, 45 U.S. Hwy. # 46, P.O. Box
836, Pine Brook, NJ 07058. Phone
(201) 227-9377.

PAXALL CLYBOURN MACHIN-
ERY, 8 Tory, Irvine, CA 92714,
Phone: (714) 552-4414.

COOLEY SALES, INC., Suite 112,

6025 Martway, Shawnee Mission,
KS. 66202, (913) 362-68120, is a pack-
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aging consulting organization spe-
cializing in supplying printed flexibic
films such as polypropylene, poly-
ethlenc and their various laminations
to the Pasta Industry. Colley Sales.
Inc.’s program is designed to work
as a staff function to your purchas-
ing department. Support systems in-
clude:

1. Analysis of existing film struc-
tures and sizes with recommenda-
tions and techniques that result
in improved market appearance
and lower total packaging cost.

5]

. Complete ant department for new
graphic designs and/or changes.

3. New film research and package
development.

4. Mini-Max invenlory ordering
systems with a raw stock and
finished goods inventory program
that virutally eliminates out of
stock problems.

5. Exccllent communications re-
sponse to important cveryday
questions, such as “when can
you ship it?”

The extruders and converters that
we represent are commitied to ag-
gressive service and have high stand-
ards of quality and dependability.
Ask the major macaroni manufac-
turers that Cooley Sales, Inc. sup-
plies why they have used our sup-
port functions for over 50 years.
The answer is contribution to profit.
Sece ad page 41.

FAUST PACKAGING CORPORA-
TION, 145 Oval Drive, Central
Islip, N.Y. 11722. Creators and man-
ufacturers of multi-color cartons
and promotional material for mac-
‘;:“&i;m'e products and frozen
f

P

FOLD-PAK CORPORATION, Van
Buren Strect, Newark, New York
14513. Eastern Sales Office: 110
Charlotte Place, Englewood Cliffs,
New Jersey 07632 Fold-Pak Cor-

ration specializes in the manu-
acturing of folding cartons for the
macaroni and frozen food industry.
Manufacturing Capabilities: Offsct
Printing from 2 to 6 colors, Roto-
gravure and Fl c Printing.
Die-Culting, g machines

iContinued on poge 50)
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Quality Extrusion Dies
for the

Macaroni Industry

o DESIGNING
« MANUFACTURING
o SERVICING

WE'VE MOVED TO LARGER FACILITIES TO SERVE v(i} BETTER

TANZ, INC.
2271 Sheridan Road
Zion, lllinois 60099
(312) 872-9630

: formerly Guido Tanzi Inc.

ArniL, 1984
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Morgan & Associates

Morgan & Associates, founded in
January, 1960, has been working as
a consultant principally in the Pasta
and Snack Foods Industry during these
ycars. The principal operation of the
company has been to design and build
special labor saving devices and ma-
chines that result in increasing effi-
ciency while at the same time reduc-
ing the cost of labor by automation.

For over twenty years we have prin-
cipally engaged in the design and con-
struction of spaghetti conveying equip-
ment, that, through a serics of electric
cye controls, completely and auto-
matically delivers spaghetti from the
Dryer to the packaging machines.
Rarely is it possible for us to exactly
duplicate a system, since we continu-
ally have to design the equipment to
fit into an existing layout. We work in
arcas many times where “Straight
Line™ conveying is not possible, Some
times it is necessary to design special
equipment such as “S” curves, etc. to
convey spaghetti around a comer or
an offset in order to move the product
into position so that it can be further
conveyed into the packsging equip-
ment. Then through the use of bucket
clevators and horizontal conveyors
(stainless steel buckets) and chimneys
and spaghetti cutters, we can move the
product from the Dryer into the pack-
aging machines. With this equipment,
we can move around curves or go at
right angles, etc. so that the packaging
machines can be located almost in any
position away from the Stripper.

Vensatility

The equipment is especially versa-
tile in that we can direct different
products from two different or more
Dryers into the same packaging equip-
ment. This is accomplished with the
use of two paraliel horizontal con-
veyors, cach of which receive spa-
ghetti from its respective Dryer. Then,
for ¢xample, depending on how the
electrical control pancl is set at any
one time, the product from Dryer “A"
can be directed to packaging equip-
ment “C." Then by turning the switch
at the control panel, the product from
Dryer “B" can be directed into the
same packaging equipment “C.” Pack-
aging cquipment “C” can be one or a
scries of packaging machines, depend-
ing upon your needs.

This system is completely controlled
by the requirements of the packaging
equipment, and ils limitations are
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based upon the limits of the Stripper.
Through a series of electric cyes as
the packaging equipment “calls™ for
more spaghetti, it automatically oper-
ates the horizontal conveyors, the
bucket clevators, cic., and “calls” for
one more stick of spaghetti from the
Stripper. The system draws off prod-
uct from the Stripper only as fast as it
is being packaged. Since the system is
completely automatic, one machine or
a number of packaging machines, can
be in operation at the same time with-
out adjustments to the controls. Also,
a bulk station can be included 1o draw
off 5-10 or 20 pound quantitics or
whatever quantity is needed of cither
10 inch or 20 inch product.

Mainienance and Spare Parts

Maintenance is at minimum, con-
sisting mainly of occasional attend to
standard roller bearings, etc, All gear
drives, cluiches, brakes and electrical
motors and controls are basic stand-
ard equipment and can be purchased
in your location. Unfortunately for us,
we couldn't take our wives to Mac-
Donalds once a year on the total
volume of spare parts sales.

Other Equipment

Other equipment includes various
widths and lengths of chimneys to
bring your product from one floor to
another, or for shorn distances with
or without proportioning equipment at
the bottom. Air operated cutlers arc
designed to cut spaghetti to any desig-
nated length and place it in scale hop-
pers, if necessary.

Regrind

A regrind unit is available that will
accept any length of spaghetti or short
goods product from a portable hop-
per, and without using high speed or
noisy equipment, the product is broken
into pieces approximately V& inch
in length so that it is suitable to be
pneumatically conveyed to any loca-
tion in your plant. This equipment is
equipped with a variable speed drive,
so that it will produce at the rate
from 250 Ibs. per hour to over 2,000
Ibs. per hour.

Research and Development
Many companies today do have spe-
cial problems or nced special equip-
ment to keep their labor costs at a
minimum. We are a low overhead com-
pany with the availability of complete

machine shop equipment and tech |

nology, so that we can design an
build all types of special equipment fo
your needs.

Buyers’ Guide
(Continued from poge 48)
and special Bnishes back up ma
m equipment. Hazhmlr;
ging Systems: In-depth engi
neering analysis to help assure you
of the most efficient n,lnm-
is fol )

the md‘:eﬁ‘udinduwium

available for your packaging needs.
See inside front cover.

PACKAGE MACHINERY COM-

PANY, 330 Chestnut St., East§

., MA 01208, (413)
525-6441, Manufacturers of auto-
matic packaging equipment since
1913. Package Universal and high-
speed wrapping machines. Trans-
wrap vertical bag forming, filling
and scaling machines. Eagle auto-
matic net weighing scale systems.
Dyna-Pak case positioning and case
packing machines for bagged pro-
ducts. Sales Offices: 513 W. Mt
Pleasant Ave., Livingston, NJ
070039 (201) 8901; 1709 Ogden

Ave., Lisle, IL 60532 (312) 960- §

305; 4100 Executive Park Dr. Cin-
cinnati, OH 45241 (513) 506-5055.
4340 Campus Drive, Suite 214
Newport Beach, CA 92660 (714
979-3887. Sales Agents: Cappes
McCall Co., 814 Sandiown Rd., Ma-
rictta, GA 30061 (404) 422-850C
Edward A. Wagner Co., 9876 Mon
roc Dr., Dallas, TX 75220 214
357-9456; Jacco, Inc., 3101 Mer
cier, Kansas City, MO 64111 (816
5310033, See ad page 45.

SMURFIT DIAMOND PACKAG-
ING CORPORATION, 401 Alton
St, Alton, IL 62002. Packagin;
Products Division, 407 Charles S
Middletown, OH 45042 (513) 422
2772. Creators and producers of
multi-color labels, folding cartor
and Di-Na-Cal heat transfer labels
Sales offices in 19 principal citics
offer nationwide package design
service and marketing consultation.
Six manufacturing plants arc stra-
tegically located coast to coast.
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CUSTOM DESIGN

—AND BUILT -

COMPLETELY AUTOMATED

‘"CONVEYOR
SYSTEMS''

FOR
SPAGHETTI

FROM STRIPPER *
% % TO PACKAGING

INCLUDES:

Bucket Elevators

Horizontal Conveyors

Chimneys — 10" or 20"

90° or 180° Curves
I‘sll CUN..
Cutters

Special Equipment For Your
Needs Designed and Built

If No One Can Do It
Give Us a Trylll

MORGAN &
ASSOCIATES

6507 Twin Oeks Drive
Kenses City, Missouri
64151

Phona (816) 741-00%
Serving the Industry over 22 Yeors

Arnir, 1984

THE BEST
PASTA STARTS
WITH THE
BEST EGGS

We have been trusted suppliers 1o
the pasta industry in the U.S. and
abroad for nearly 30 years.
There's a reason for the
reputation. Manufacturers know
they can rely on the quality of
Wakefield Eggs . . . and they
know they can depend on us to
deliver when and where they need
our products. Our customers are
sold on our service. Can we be of
service o you?

CALL DEAN HUGHSON
TOLL FREE 800-228-8176

Mllmnﬁwm

TWX (910) 623-8000 WALDBAUM WAFL
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FORTIFICATION

PANIPLUS, 100 Paniplus Roadway,
Olathe, Kansas 66061, (913) 782-
8800. Call the STAR Squad enrich-
ment experts for precise enrichment
blends of vitamins and minerals toll
free (800) 255-6637. Sce ad page
1.

VITAMINS, INC,, 200 East Randolph
Dr, Suite 7960, Chicago, lllinois
60601. Phone: (312) 861-0700.
Manufacturers of enrichment in-
gredients used by macaroni manu-
facturers and flour millers. Also
manufacturers of protein supple-
ments including defatted wheat
erm and milk proteins of high
ﬁlologlul value. Sales representa-
tives: East, Louis A. Viviano, Jr.,
P.O. Box 374, Phainficld, NJ 07061
(201) 754-9031; Midwest and
Other Locations, Jack W. Rogers,
Chicago, llinois, 60601 (312) 861-
0700.

SERVICE

HOSKINS COMPANY, P.O. Box F,
Libertyville, 1L 60048, Phone (312)
362-1031, TWX 910-684-3278. An-
swerback: HOSKINS LIBY. Sales
representative  for  DeFrancisci
Machine Cor% (DEMACO) in Can-
ada and the Western United States.
DEMACO manufactures  pasta
production lines. Sales representa-
tive for Aseeco, manufacturer of
finished goods conveying and stor.
age systems for noodles and short
cut macaroni,

ROSSOTTI CONSULTANTS ASSO-
CIATES, INC,, 158 Linwood Plaza,
Fort Lee, New Jersey 07024; (201)
044-7972. Charles C. Rossotti,
President; Jack E. Rossotti, Vice
President. Professional Consultants
in ali phases of the Macaroni In-
dustry, including Packaging, Sales
Promotion, Marketing, Merchan-
dising and buying and selling of
macaroni Plants. See ad on inside
back cover.

\WWINSTON LABORATORIES, INC.,
25 Mount Vernon Street, Ridge-
field Park, N.J. 076680. Our labora-
tories, with 63 years of experience,
continue to fulfll a vital need of
every Pasta producer — Evaluation
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of product quality, Quality starts
with the selection of the hest raw
materials free of incidental addi-
tives such as pesticide residues,
pathogenic bacteria, and extrane-
ous matter. Also a continual check-
ing of your egg solid content of
noodles and your enrichment con-
centrations are necessary to insure
pn:rer nutrition and compliance
with Federal requirements. Have
questions concerning nutritional la-
beling? Know what records must
be maintained to substantiate your
product claims. The Winston Lab-
oratories Inc. — Specialists in the
Chemistry & Bacteriology of Ma-
caroni and Noodles. Marvin Win-
ston, Director. Prompt and Effici-
ent Service since 1920, Phone (201)
440-0022, See ad on page 21.

Rossotti Consultants
Associates, Inc.

Rossotti Consultanis Associates, Inc.
at 158 Linwood Plaza, Fort Lee, New
Jersey 07024, are the successors to
Rossotti Lithograph and Packaging
Corporation, which was established in
1898.

Since the beginning of the Rossotti
Companies, they have concentrated
heavily in servicing the macaroni in-
dustry — not only in the United States,
but Canada and Europe. Actually, the
Rossolti organization covers practically
every aspect of the macaroni industry
from the conception of a brand and
trademark for a new product, right
through 10 the marketing, sales pro-
motion, trademark and brand identity,
advertising, dasign and graphics, mer-
chandising, new products development,
machinery and equipment, and public
relations, With the continuing changes
in the industry, including mergers, ac-
quisitions, consolidation and new peo-
ple and new ideas coming into the in-
dustry, Rossotti has kept up with the
times,

The creation of the proper brand
names and supporting trademarks has
been an important activity within the
Rossolti organization. That is why Ros-
sotti feels that a lot rides on the right
brand name and supporting trademark
for any product in the macaroni indus-
try and products allied to the industry.

Rossotti, therefore, is in a position
to offer consulting services by long
experience and concentration in the
macaroni industry. Preliminary con-

sultations are madc without any ob
ligation. All contacts are made on &
strictly confidential basis. The Rossot.
ti organization has been an Associatc
Member of the National Pasta Associa-
tion since its inception. They are con-
sidered a leading consultant in all
phases of the macaroni industry.

Martina on Pasta

Martina Navratilova, tennis cham-
pion, said some fine things about the
nutritional and low csiorie values of
pasta in a Chicago Sun-Times story
about the change in her diet. The year-
old clipping was sent in by a member.

Reporter Len Zichm asked the ques-
tion, “Now that you've become num-
ber one, pictures of your first days on
the tour are being widely circulated.

They suggest a major transformation
of your body. Was there one?"

Martina responded, “Until 1 saw
*60-Minutes,’ 1 didn't know how fat |
was. It was all baby fat. Everybody
changes. It's just that | was in the
public eye. I've been ecating mainly
pasta the last two years and losing
weight doing it. | don’t have any red
meat, oils, fat or sugar. In addition to
tennis, | play a lot of basketball and
workout by running wind sprints.”

Anniversaries

Pictured in International Multi-
food’s house organ “Impact” were

Darrell Runke, Assistant Chairman of §

the Board, celcbrating 35 ycars of
scrvice and Sal Maritato, Division
Vice President for Durum marking 25
years.
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Salvatore Di Cecco

(Continued from poge 14)

and blending of semolina and four
storage for noodles and short-goods
macaroni products, and dry pasta mill
grinders.

Niccolai

The Niccolai firm is a long-estab
lished ltalian manufacturer of dies and
die washing machines. It makes dies
of all shapes and specifications in
bronze-aluminum or other high-resist-
ance alloys. Its dies are manufactured
with interchangzuble bronze, glass
and/or teflon cantridge inserts with
special inoxidur treatment on the cut
surface. Premoulding insents are in
bronze and the pins im stainless steel.
Compensating plates and safe die filters
are made in stainless steel. It is a
patent holder of automatic cutting ap-
parata. Its die washing machines can
contemporancously wash round and
rectangular dies. Parts that come in
contact with water are all in cither
stainless steel or bronze and the ma-
chine is equipped with ccologic water
recovery and decantation tanks and
may be purchased with or without
pumps.

For any further information or as-
sistance you are invited to contact Mr.
Di Cecco without any obligation on
your part.

Less Spent on Food

Consumers in the U.S. spent 11.6%
of their disposable income at food
dores in 1982, the third straight year
o decline, according to an industry

B inalysis published by the Food Insti-

ute, a nonprofit information and re-
wrting association in Fairlawn, N.J.

According 1o Perspectives on Food
Jistribution: Driving Forces Behind

E he Nation's Largest Industry, consum-

s spent 11.8% of their disposable
sersonal income at food stores in 1981,
ind 12.4% in 1980.

The report, which analyzed figures
rom statistical sources including the
Jurcau of Labor Statistics, the Depan-

§ ment of Agriculture and the Consumer
§ Price Index, looked at all aspects of

food production and distributioi.

Consumers are cating morc meals
outside the home, according to the
report. They spent 5% of their disposi-
ble incomes on food outside the home
in 1982, and 4.8% in 1981,

Arnit, 1984

Average employment at food-indus-
try wholesalers of groceries and re-
lated products decreased slightly in
1982 from the previous year—650,-
80O, compared with 663,600 in 1981
and 655,300 in 1980.

For food stores, employment aver-
aged 2,153,400 in 1982, compared
with 2,130,800 in 1981 and 2,089,400
in 1980,

Retail food prices rose 3.4% during
1982, Acconding to the report, 79%
of the increase was because of o rise
in the farm-to-retail spread, or the dif-
ference between the farm value of
preducts and their retail prices.

Breakdown in Costs

The breakdown costs in the food
dollar in 1982 was as follows: Labor,
32¢ farm value, 28¢; other costs, 8.5¢;
packaging. B¢; intercity transportation,
5¢; before-tax profits, 4.5¢; rent and
deprecintion, 4.5¢; fucls and electricity,
4¢; interest (net), 2¢; advertising, 2¢,
and repairs, 1.5¢.

Of cach dollar spent for food caten
at home, farmers receiver 34¢; proces-
sors, 30¢; wholesalers, 9¢; transpon-
ers, 6¢; and retailers, 21¢.

According to the report, food prices
rose more than one-third between
1978 and 1982,

Changes in 10 Years

Changes have taken place in food
expenditures in the past 10 years, as
consumers grew more price<conscious,
changed their product mix, looked to
private-label goods (including generics)
and used more coupons,

Avcrage weekly houschold expendi-
tures for food in 1980-81 were $50.50,
compared with $33.11 in 1972-73,
uccording to the Bureau of Labor Sta-
tistics.

During the period between the two
surveys, prices for food at home in-
creased an average of B4.6%, while
food prices away from home increased
about 95.7%.

According 10 the report, il consum-
ers had not changed food spending pat-
terns in the "70s, and had they been
able to match increased food prices
with higher expenditures (which they
did not), the $33.11 figure of the
carly '70s would have grown to $62.16
by 1980-81 The actual spending,
$50.50, is 23% less than the projected
figure,

The average expenditure for the
1530-81 period varied by household

incomes; houscholds in the $5.000-
6,000 income range spent an average
of $34.69 weekly for food, while those
with incomes over S30(Kii spent an
average of $S81.61 a week, In addition,
lewer-income families spent more on
cereals, pork, poultry, eggs, milk and
eream, while higher-income home pur-
chased more beel, scafood, processed
dairy products and prepared food.

Although consumer food spending
increased 52.5% in all U.S. urban
arcas in the past decade, spending rose
by greater percentages in the South
and West, uccording 10 Bureau of
Labor Statistics figures cited in the
report,

The report also cited age differences
as a factor in food spending. For ex-
ample, houscholds headed by persons
in the 35- 10 44-year-old age group
spent an average on $69.50 a week for
food at food stores and restaurants.
That figure is 38% above the average
$50.50 weekly expenditure of all con-
sumers.

That “prime group™ spent an aver-
uge of $47.28 weekly for food w
home, 38% above the average for
all consumers, and 10% more than the
group  spending the  next  highest
amount—the 45-54 age group.

The $360 billion spent at food out-
lets lust year was spent primarily
food stores—70.2% of the wtal. Of
that total, 65.7% was spent at grocery
stores, including supermarkets.

USDA Rated Food
Industry Lubricants

Handy reference wall chari identi-
fies H-1 lubricams which are com-
pounds used on equipment and ma-
chine parts where there is potential
exposure to edible products and H-2
lubricants which are compounds used
on  equipment  and  machine  parts
where there is mo possible contact
with edible producis. This sixty-five
product wall chart cnumerates indus-
try standards, viscosity, applications,
features and benefits of lubricants off-
ered by Keystone. Included in this
information are  maintenunce  hinty
such as lubricant selection, storage,
upsage grease and oil applications,
bearing care, hydraulic systems and
air compressors,

For more information, please con-
tact: George Arbocus of Keystone,
21st and Lippincont Streets, Philade)-
phia, PA 19132 Call Toll Free K00
344-2241,
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SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY SINCE 1898
OBJECTIVES: BUILDING A CONSUMER FRANCHISE
FOR YOUR BRAND
A LOT RIDES ON THE RIGHT BRAND NAME AND SUPPORTING
TRADE MARK.
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PRODUCT Anp PACKAGE
We have experience in these areas
ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Ploza
Charles C. Rossotti, President Fort Lee, New Jersey 07024 Jock E. Rossotti, Vice President
Telephone (201) 944-7972
Established in 1898
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