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by Fold-Pak
of course

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

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

n richly deserves
roL ... A premier

pasta package
CORPQORATION by Fold-Pak.

Newark, New York 14513/315-331-3200
Englewood Cliffs Sales Office: 110 Charlotte Place, Englewood Cliffs, New Jersey 07611/Phone (201) 568-7800
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by Charles B. Riter, Riter Marketing Research, Baltimore, MD
At the N.P.A. Winter Meeting

Amcricnn'a habits as they relate to
eating, shopping and dieting are
changing,. More importantly, the
American consumer has scrious mis-
conceptions about wheat-based foods,
and in particular pasta products,

Here are the results of our 12 month
study of food, nutrition and dieting,
The findings that we're about to dis-
cuss were compiled from 3,366 re-
spondents . . . balanced in terms of
age and sex characteristics and can be
considered representative of most U.S.
households,

We believe it is the most compre-
hensive study of American attitudes,
habits, perceptions and myths that has
been done in recent times. The study
was funded by a grant from Universal
Foods, and was designed and conduc-
ted by my company, Riter Marketing
Research of Maryland, in conjunction
with Market Facts of Chicago.

The recently completed baseline
study on “Food, Nulrition and Dieting"
focused on the attitudes and behavior
of your consumers towards pasta pro-
ducts, Before we discuss some of the
highlights I'd like to discuss the objec-
tives of this study, how it was develop-
ed and how the results can be effective-
ly utilized by each of you.

The purpose was to provide the
wheat-based food industry, and in par-
ticular pasta manufacturers and mill-
ers, with a base of information about
how current ond potential consumers
perceive and use your products. The
study explored the following:

® Eating and dieting habits;

® Adtitudes and knowledge about
nutrition; and

® Perceptions, misconceptions and
usage of specific foods, specifi-
cally:

— dry spaghetti

— dry egg noodles

dry macaroni

tuna noodle casserole
macaroni salad

macaroni and cheese
spaghetti with meat sauce
fresh pasta.

Consumer Attitudes Toward Pasta 1

Results of a National Study

The study was designed so that we
could look at the results by specific
key consumer groups; including

® Sex,

® Race,

® Regionality,

® Income,

® Dictary behavior,

® Concern with nutrition, and

® Exercise regimen.

And in particular, the study allows us
to look at heavy, light and non-users
of:

® Spaghetti;
® Egg Noodles; and
® Macaroni.

It further provides information on such
issues as;

® Consumer perceptions and atti-
tudes about spaghetti, macaroni
and egg noodles, as well as vnd
dishes such as tuna noodle casse-
role and spaghetti with meat
sauce;

® Familiarity with fresh pasta;

® Exposure to the fresh pasta sec-
tion of the grocery store; and

® Ownership of pasta machines.

How the Survey Can Be Used
By You and by the Industry

With the results of this survey, you
have available one of the most compre-
hensive studies ever conducted on the
consumption of pasta products.

The opportunitics for its benefit and
use in your industry and individual
companies are limitless, As an indus-
try, you can use the results as the basis
of marketing, advertising, promotional
and nutritional education programs
that are designed to increase the con-
sumption of many of the pasta pro-
ducts, Of equal importance, this study
can assist your cfforts to address the

various  misconceptions  consunicH
have about your products, The resu'§
indicate that consumers would like 1§
cat more pasta than they do now, b
common misconceptions about pusis
are limiting consumption, i
Additionally, as independent pos3
manufacturers, you may use this infof
mation to develop new products,
identily new markets, and tn prepa
new advertising appeals.
At this point let me review the high
lights of the study as they relate to:

® Attitudes and knowledge abou§
nutrition,

® Perceptions and misconception .{
toward selected pasta products,

\

4
® Usage of selected pasta product-
® Familiarity with fresh pasta, a i
¥
® Ownership of pasta machines. [

Now, let’s begin with American augieh
tudes about nutrition . . . b

Only onc in five shoppers is
tively interested in nutritional informjilira.= -
tion on food labe's. In fact, more congl’
sumers arc concemned with the pri i
ingredients and dating than the nutiil
tional information on food labzls. 4]

=

Parcent Who Pay Attention
Baose: Total Sample B
52% [

Bakery Dating .
Unit Pricing* I5% l’
Ingredient Information 28% 8

20%
* Based on thosa exposed to unit priciy;

Nutritional Information

The average consumer consid:ri@
himself well informed about nutritios3
and is becoming more concerned witt
nutritional labeling ns he gets old:i
Interestingly, adults without childm:
show a greater concern about nutritior A

How much can you afiord to
spend for energy?

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

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

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

Contact us forinformation

on our complete line of
pasta processing
equipment.

=%

information than those with children

We also found that parents perceiv @8
their teens as being almost as informet:

=

about nutrition as they — the parent
— are, They also believe their tecn{
agers, particularly boys, eat what ther s

THE MACARON! Journa Y, 1984

{ BUHLERMIAG)

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

(612) 545-1401
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Consumer Attitudes
(Continued from poge 4)

want and are not concerned with nu-
trition. This is significant in light of all
the nutritional education programs that
have been targeted towards teenagers
in recent years.

We found that consumers say they
arc more concerned than ever about
nutrition . . yet they generally ignore

PROPORYTION WHO PAY A LOT OF
ATTENTION TO NUTRITIONAL
FOOD INFORMATION

Total Semple 20%
Fevatved o Shsomtes %
Women 23
Men 14
Age of Respondent

Under 25 15
25 to 34 9
35 to 44 20
45 to 54 20
55 to 64 23
65 ond over 25
Prasenca of Children

Children in Household 18
No Children 22
Size of Household

One 21
Two 21
Three to Four 19
Five and over 19
Rece (Women)

White 22
Non-White 26
A | Housshold I

Under $10,000 19
$10,000 to $14,999 20
$15,000 to $19,999 17
$20,000 10 $29,999 21
$30,000 ond over 22
Geographic Region

East 20
North 14
South 19
West 23

Q. 17 —Do you find that you pay a kot
of attention, some ottention, or no real
attention to the nuritional labeling on foods?

nutrition information on labels and do
not use this information as a basis for
selecting one product over another.
When consumers do read a food label,
they look for infonnation about con-
tent — that is, the amount of sugar,
calories, salt and additives rather than
nutritional values,

One of the reasons why Americans
ignore the nutrition information on
labels may be because of the language
that is used to present this information.
You, as pasta manufacturers, under-
stand such terms as “fiber”, “minerals”
and “carbohydrates”, Yet, only one out
of two consumers we surveyed say ilicy
arc familiar with these terms and their
meanings. The other half readily admit
that they don't understand what the
terms mean.

FAMILIARITY WITF. NUTRITIONAL
AND INGRED'ENT TERMS

Base: Tael Semple (3366)

i, = % Very Familis
"wuht.:m/'au:l; e

NF, = % Not Familiar
With Term/Meaning

Word V.F. N.F.
Vitomins 79 1
Caffeine 78 1
Starch 66 |
Vegelable Shortening 65 2
Animal Fat 60 2
Meot Protein 58 3
Corbohydrates 55 3
Fiber 54 3
Minerals 53 3
Enriched Flour 53 2
Empty Calorles 3% 25
Vegetable Protein 35 10
Soy Protein 25 17
Nitrates/Nitrites 23 16
Amino Acids 22 20
Whey 2] 19
Trace Minerals 19 30
Complex Carbohydrates 18 24
Nutrient Density 7 44

who claimed some familiarity with r

Table excludes no cnswer and rheipondenu
i s

Q. 15 — For eoch term please indicat
how fomilior you are with the term and i'r:
meaning.

Another, more relevant example,
the term “enriched flour” which colg
fronts consumers when they purcli
many wheat-based foods, such as pa

When we asked consumers about 1§
meaning, we learned that to many
term eariched flour conveys a divers
of additives, most of which are perc:ig
ed as positive, although they have
been added, F

This clearly illustrates the confusid
and misconceptions which surrou
many of the words used on food puci
aging, It further ‘explains why o
90% of the population would prei!
the use of generic terms on food lab!
ing, and why so few consumers reg’
larly make use of nutritional lzbels of
food products.

FAMILIAR V/ITH GUIDELINES*

Yery Semewhet Nu

Americon Heort ;
Association 24 43 67/
Americon Concer A
Society 23 42 65§
Weight Watchers 21 40 61
Dept. of
Agrciulture 14 41 55 Lo
U.S. Surgeon iy
General 17 35 52
American Diobetic '
Assn, 12 21 kE) -
Nutri-Systems [ 20 29 B

Cambyridge Diet 8 20 20
Notl. Institute

of Health 5 20 25 |58
Scarsdale Diet 6 18 248
American Dietetic o
Assn, 6 13 19
Notional Acodemy B

of Sclence 4 10 14 S
Pritkin Diet 3 9 128
Diet Center 3 8 "ne

mzulsio#t'y —with other progroms all {8

o'

Q. 53 — How fomiliar are you with thil
uuidlllm;ublilhcd by each of the folior g
ing group: i
We also found that consumers, b
and large, are not very familiar with
various guidelines concerning heufl
and nuirition. While many people hai
heard of vorious programs, such 2
Weight Watchers, American Cance
Socicly, American Heart Associatior
U.S.D.A. and The U.S, Surgeon Gesi
eral, the vast majority don't knosil
what the guidelines really are.
three programs that people knew
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Braibanli

is a good customer of the airlines

e ot =

e I T
= .

Is there a connection between airlines and pasta production lines?

There certainly is!
BRAIBANTI has a staff of more than

technicians, installers and supervisors

always available to assist its customers.

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

— Erect a pasta line

— Commiission 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 equipment. BRAIBANTI means:

— State of the art equipment and technology
— Reliability
— Guaranteed technical assistance throughout the world.

Sraibanti

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

®
(R §

E. 42nd S¢. - Suite 2040 « New York, NY 10165 o Phone (212) 682-6407/682-6408 « Telex 12-6797 BRANY o
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Consumer Attitudes
(Continued from pogz &)

most about are the American Cancer
Socicty, American Heart Association
and Weight Watchers. And, only about
one in four of the people questioned
claimed they were familiar with these
programs . . . and even fewer people
have and follow their guidelines.

Concerning nutrition and dieting
needs, we also found out that consu-
mers feel they need to cut the following
from their diet:

— starch,

— fat,

— carbohydrates,
— sugar,

— calories,

— caffeine, and
— salt.

And, these products in particular
they feel they should cut out: candy,
snack cakes and white bread.

In contrast, consumers felt they
should increase consumption of the fol-
lowing:

— fiber,

— bulk, and

— vitamins/minerals.

Products they feel they should in-
crease usage of are:

— vegetables,
—- fresh fruit, and
— wheat bread.

There are serious misconceptions
about most foods. Hov :ver, we would
like to focus on the misconceptions
shared by many Americans relating to
selected pasta products.

The actual calorie content of pasta
products is one of the most serious
misconceptions. Despite a high level
of interest in counting calories, most
consumers overestimate calories in
food products, sometimes by as much
as six times the actual content. This
table shows consumer estimates for
various products, and while differences
exist the overall conclusions are the
same, consumers do not know the ac-
tual calorie levels of foods.

T

PERCEIVED CHANGES NEEDED IN
OUR DIET

Need More

Fresh fruit +56
Vegetables +43
Fiber +43
Vitamins/Minerals +40
Poultry +24
Milk +22
Vegetable protein +21
Bulk +20
Wheat bread +20
Trace minerals + 8
Meat protein +3
Amino ocids +3
Whey +1
Eaos 0
Rice 0

L=

Red meat —n B
Potatoes —15 R
Vegetable oil -—22 1§
Maocaroni —26

Spaghetti —26

Vegetable shortening —29

White bread —3i6 §
Carbohydrates —38 [
Animal fat —50 i
Starch —56 [
Caffeine —62 §
Colories —45 [
Condy —69 14
Salt —9 8
Sugar —72

Let’s focus on pasta products. The
perceived calorie level in a five ounce
serving of macaroni with cheese is
seen as 350 calorics vs. the correct level
of 269 . . . that's nearly 34% greater
than what's true.

Similarly, five ounces of spaghetti
with sauce is scen as containing nearly
one-third the correct luvel — 300 cal-
ories vs. a reported 391,

This is especially important to you
since calories are one of the things con-
sumers are trying to cut back on, and
consumers including current users per-
ccive pasta products have more calor-
ies than they really do.

We asked consumers to identify the
major ingredients of various pasta pro-
ducts. In terms of ingredients, spag-
hetti and macaroni are seen as essen-
tially identical. Consumers accurately
list the ingredients as flour, egps and
salt. However, it is also important to
note that about one in four consum-
ers sec preservatives and additives as
one of the major ingredients in pasta
preducts . . . another misconception.

When we asked consumers what
pasta products provided to the diet,
the most frequent answer was starch.
As we noted earlicr, one out of wo
consumers feel they need 1o cut back
on starch in their diet.

The other two ingredients which
spaghetti, macaroni and egg noodles
are seen as providing to diet are (a)
carbohydrates and (b) salt,

CONSUMER PERCEPTIONS OF
MAJOR INGREDIENTS IN
SPECIFIC FOOD

Spa- Maeca- Eg
ghetti roni Noc

{ {D (D
r:z. Pock.  Pe P
Ingredients  oged) oged) aged
Sugar 4 5 :
Yeast 7 8 d
Whey 9 9 7 &
Milk 10 10 1§
Vitamins/ A
Minerals 17 16 118
5.
Shortening 26 26 21 |8
Preservatives/ k
Additives 26 25 24 E‘,
Water 30 30 21 g
Salt M 34 3
Egas 40 4 61 (8

Flour 79 79 7'

Again, carbohydrates, starch, sif8g
and sugar are what most consumers fe¢; g
they need to reduce in their diet. Uni
fortunately, starch, carbohydrates an’i
salt are the clements which consumen

belicve spaghetti and macaroni p bt

vides.
(Continued on poge 10)
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Computer controlled continuous
blending systems assure that
accurate blends of different flours
and regrind are fed to each press.
Each press can receive a different
formula—automatically.

1 to 50 tons per hour.

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

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

AZO Inc.

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

Y, 1984

*Qver 35 years of worldwide experience

® Centrifugal sifters—no dust, no
vibration, low maintenance. Differ-
ent sizes available to handle from

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

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

@ Experienced engineering staff. If
you are building a new plant or
modernizing an existing one, put
our staff of experts to work for you.
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Consumer Attitudes
(Continued from poge B8)

g
WHAT PASTA PROVIDES IN DIET PASTA GROUP g ' (I “ I "“l

Speghetti
Sample Frequently
Base Tetsl Serve
(3366) -
Starch 79% B3%
Carbo-
hydrates 58 58
Salt 45 47
Vegetable
ortening 33 29
Vitomins/
minerals 32 38
, Minerals 23 27
Vegetaoble
protein 17 15
Fiber 14 17
Complex
carbo-
hydrates 13 17
Troce
minerals 13 13
Em
c%'l:flu 13 12
Sugar 12 12
Nitrates 10 7
Animal fat 7 8
Amlino oclds 5 7
Meat protein 3 3
Caffeln 2 ¢

. ~
| §
e e milley

Not Nel . ’ AR,
Sarved Totsl  Fraquently  Served Total Fraquently Servi I’( " « I I
Recently Sample Serve Recently Sample Serve Recon
(1350) (3364) 832) {1307) 13346) {794) (1534) LY > »

76% 79% B4% 74% 77% 80% 75'% hL;‘h( )Ilh

56 57 59 54 57 61 55

44 44 45 42 45 49 42

34 34 34 32 36 38 k!

29 3 35 25 35 k1 k]

18 22 24 17 24 29 22

17 17 18 15 17 18 16

14 14 17 13 14 17 15

" 13 14 n 12 1" B

13 13 14 12 15 20 14

13 13 n 13 12 12 13

12 12 12 12 12 13 12

12 10 10 10 10 12 9

7 7 8 ] 8 10 8

5 5 5 4 7 8 []

2 3 3 3 3 5 5

. 1 ' ! | 1 1

Q. 27 ~~ For eoach product listed ocross the top below, please X" all the things you feel that food provides

whether or not you, personally, eat jt.

On the positive side, consumers see
the price/value of your products very
favorably, With the exception of the
more natural products, pasta products
are rated above many other products
such as red meat, pizza and white
bread,

PRICE/VALUE PERCEPTION
TOTAL SAMPLE

Encal-
lent Good Totel
Egas 4] 43 a1
Milk 37 4] 78
Potatoes 32 43 78
Fresh fruit 36 38 74
Rice 20 50 70
Wheat bread 18 46 64
Enriched
flour 15 45 60
Pockaged
macaronl 13 46 39
Pockoged
spaghetti 12 46 58
10

Paockaged

nooglelm 9 44 53
Red meat 13 a5 48
Saltine

crockers 8 7 45
White

breod 8 32 40
English

mulfins 3 23 26
Pizza 4 20 24
Packaoged

cookies 2 10 12
Packoged

donuts 2 8 10
Snack cokes 1 6 7

An important part of the study
measured people’s opinions regarding
different pasta products and’ certain
other foods, such'as fresh fruit, pota-
toes, bread, eggs, milk, chicken and
ground beef, Including other foods
provided a point of reference for asses-
sing how people position wheat pro-

In o person’s diet

ducts relative to other, everyday foods

The questioning technique consis s
of asking respondents  to indicy
which of a number of stalements, i
their opinion, described each product
Some typical statements were: natus
provides quick energy, good tasth
fattening, ctc. In total, 25 different po
ducts were evaluated using a list o
34 statements. Each product has
score for each 'statement, enabli
more than 1,000 comparisons, We a
conducted a special statistical analy:

We found consumers differentin
the most between products in terms o

Just how much is a ppb? One ppb
equivalent to four drops of water in
filled Olympic-sized pool (64,000 gald
lons). Or, for those of you on a low
carbohydrate dict, one ppb is ond
crouton in a salad weighing 500 tons.

— Gordon W, Gribble, Dartmouth
College.

(Continued on poge 13)
THe MACARONI JOURNA
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bnsumer Attitudes sumers, Both are associated with INCIDENCE AMD JREQUENCY
B 7 icontwed from page 10) high starch content, being filling
Y and fattening, and having low nu- Inch
bad for you. Specificall tritional value. They also are seen dence Net
o nte charaueriumt as good 85 8 good valuefor the money and Sarsd  Diffas'
bad have the following attributes products children especinlly enjoy  progyce 4 Wesks  More/Lan)
ociated with them. cating. Breads
® Egg noodles, however, are per- White bread 57% — 4 3
: BAD ceived as somewhat less fattening, Rye bread 28 —1n e |
Fattening less filling and somewhat nutri- i
ILittle nutritionol value tious — probably as the result of ' Pect bread o LS |
igh in calories the addition of eggs. The latter Enalish mutflns 34 =id ]
unk food also causes egg noodles to be ra-  Bagels 15 -1 4|
ted somewhat higher in choles- g, 51 —26 8
GOOD terol than spaghetti or macaroni, ol Sl ‘!
hot dog buns 51 —18 {
MRPart of a balanced dict Combining other ingredients with i
S Nutritious the pasta product — such as spaghetti ;";‘m i i !
[Wholesome and meat sauce, macaroni and cheese, ' O o™ = g
ood for growing children macaroni salad and tuna noodle casse- Red meot "’tfﬂl'-'t o P _
role — icnds to increase both positive . °’°‘; L - 15 !
As would bo expected, the two aurl- %0 negativ percepiions of the overall  Grond bs i
e groups are opposites of each other; S e 0 pavny s 448
., are negatively correlated with each @ Spaghetti with meat sauce and sl
her. For instance, if a food product tuna noodle casserole are singled Turkey 45 —_
i pres high on the attributes in one out for their higher protein con- gy
pup, it will score low in the other tent. Fish (except
p. 5 it bt ® Macaroni w/cheese is identified :E;}Irﬁ:‘hl 46 +9
nother . combination ol aliribules with a higher cholesterol level,
which consumers differentiate be- gh Shellfish/seafood 35 <N
en food products deals with starch @ As you might expect, the combi-  pgy,
tent, and how filling the food is nation products — spaghetti W/ spaghatti 58 =
ieved to be. meat sauce, tuna noodle casser- ,, 59 —2 %
; role and macaroni w/cheese are : i
BHigh in starch labeled “nutritious” more fre- Ega noodles 48 ]
ore filling quently than the plain products. g,y
Fresh fruit 73 +44
ow in starch Now, let's focus on product usage  conned fruit 55 —5 ;
ss filling and who consumes your products. e
Using a four week period, nearly six Suash Soda/
urther - more, consumers - readily :u;g?ltﬁtgn nﬁmﬁﬁpg:;dnm;:f Pockoged cookles 53 =12
tinguish between their perceptions P y " Cake' 42 —39
; * And while consumers appear to have |
products - thut  constitute *junk t food products Packaged snack
pd” and those that do not ncrensed thele jume. of fooe PO cliss 30 —19 X
. ; : having an aura of being good for you, W
{Consumers generally feel very posi-  such as wheat bread or chicken, and Donuts 40 —2 ;
about wheat itself as a source of decreased purchasing products which Pie 29 —48
hghage and fiber and describe it 8 may be characterized as fattening of  ciockers fexcept y
of the “good for you" elements of bad for you, consumption of spaghetti ~ Saltines) 55 —6 o
pd. But, when wheat is used as an  and macaroni products has not changed  soiting crackers 56 —a |
redient in food products, consumer  substantially. prechid :
areness of the nutritional value of sweet rolls 2 —4
various products drops sharply. ‘ Individual £
FoL cixnmple, both spaghetti and  pyltifoods Sets Dividends fruit ples 0 - L
aroni _are primarily ' made with
eat, yet they are seen as less whole- Minneapolis, March 12. _d- llntf; :::,T;:‘“ 83 +1
me and less natural than wheat itself, national  Multifoods Corp. decla
4 ; regular quarterly dividend of 44¢ per  Fresh vegetables !
Here ore some ofll.he highlights of hare on the common stock, payable  (except potatoes) 76 +24 |
consumers sce various pasta pro-  April 15 to sharholders of record Conned |
ts. e HES on March 28, Multifoods also declared vegetables 68 —9
Spaghettl and macaroni have sim- quarterly dividend on each series of Fronn' = 5 %
ilar profiles in the minds of con-  the preferred stock. b oy
13
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® Spaghetti and macaroni show
nearly identical user patterns in

terms of family size, age and re-
Although the pasta products are gion.

seen as quite similar in terms of calorie
levels, ingredients and nutritional value
they are served quite differently:

Consumer Attitudes
(Continued from page 13)

s 8 IS BULK INGREDIENT SYSTEM
okt Pm FOR ITSELF .
IN FLOUR COSTS ALONE.

® Adults from larger houscholds
are more likely to consume spag-
hetti and macaroni.

Consumers were asked if the w1
where they did most of their groc
shopping had a fresh pasta secj
Overall, few consumers (7% ) arc

{Continued on poge 16)

WAYS SPECIFIC PASTA PRODUCTS ARE SERVED 5!
AMONG REGULAR USERS OF PRODUCT |

® Macaroni is used primarily as an
ingredient for casseroles and is
scrved both hot and cold as a main
dish or side dish,

® Consumption of spaghetti and
macaroni drops with age,

® Spaghetti is primarily served hot
as o main dish and is not seen in

versatile as macaroni, Spaghetti Macareni Egg Noodl il =
P X 59 i
® Egg noodles arc primarily used as :"' '"ml' ':"" :: o ;: - i,
an ingredient in casseroles and : "" ';”';' alse @ 22 = e
soups, Other uses are limited. nitead nf polatoes ALLATIONS. 5%
; Instead of rice as 53 55 Besides what you'll save by buying flour in bulk, b":ﬂ:‘o::‘igf;r::ms are designed and R
As an ingredient in cosseroles kk] 71 74 you'll eliminate handling labor, the cost of bag dis- B.ES. buk ing t the most exacling standards, g
| f revent waste due to spillage manufactured to mest the m 2 ]
Analyzing the actual consumer o As a side dish 25 58 55 posal, sanitation, and p e d are BISSC approved. B.E.S. stands behind each
various products reveals that the pres- or ingreaient contamination. B.E.S." minimum space andare o tulition Tatianiuiia servics; 4
ence of children has a strong relation- /¥ an Inaredient In soup i 48 s storage systems let you make more produclive use SLSJZ'?U‘:I‘ inven‘t):'y of spare parts. That's why we're ¢
ship on adult consumption for spaghetti Hot, wthout sauce & 2l 33 of valuable in-plan! space. 1ahe choice of bakers and food processors through- o
and macaroni, Cold, o3 o salad 6 67 0§ TOTAL AUTOMATION AT MINIMUM co:t : out the United Stales. &
em can move your ingredients o
Selected Pasts Products d B et 2t the W o A D CALL FOR A FREE COST ANALYSIS. &
1 A Nt NIty Stavament ::::lm a:c;‘;o?lass than you're currently spending to Find out how easy it is ‘°Esg"ﬁ money with & bu o
f s bags ingredient system from B.E.S. k|
! buy flour by the bag. Even if you use only 250 7.2065 ]
15 l99_Noo ; bulk system can Call (914) 93 . 1
| —r—l“-‘ms—u—m F“m Torvad = . aweek, a custom-designed ys : k.
:;:;;, !n;;;;;" ;;ng;;g ;.H“l" ;:,;:;E;u “Eg' 15;"“ ”;“ num“u pscentil ch?g: Ilszlfbasedonwhat you'll save on flour costs Start saving money loday. B
: lone. K
Tattenin 11 11 5 111 s6 54 o “w 410 B8 = 1
"::::'eia':il: 29 n u 30 T n n a n B WERE Q0D INOUSTRY EKPET& ds of 43
L e : ialized needs o i
1 1 1 Al B.E.S., we understand the spec
G0 =o:=° 1::::“ v n i e " o i 4] the food indusiry. We know the specilic properties of i
for the money 51 1] )] 5 1] 1 [} ] i » d other ingredients, and with our more &
Good for yroulng ltour, sugar and of 0 hiv reliabl ¥
children ) % n ) n 2 n a T than 20 years' experience designing highly reliable,
:m :: urhhnunl ‘ ¢ 4 4 6 ‘ ¢ 4 ¢ cost-effective systems sized properly for each indi- ¥
R 1 10 1 12 14 1 1 1 10 vidualapplication, you are assured of many years of g
nigh In starch " ” n 13 7 n o ] 1 {rouble-free operation. D
Good tasting 84 60 a 1] 1] “ $) 5 " o
Migh In calerlen a a a“* “ 4 1] a1 4“ n 1
Fav preservatives/ 8" |
additives a n 1 i 20 1w 1 a2 n Bl
< Liked nrelnly {
by adults '} 1] » n an n a .“ n 1
Nigh In carbohydrates Y 50 4 " “ 4 0 “ 1] |
Wot much food value 10 16 u n 17 20 1 1 1 ]
Good sovrce of
vitamings & uinerals 17 1 14 1% 18 12 n n n
hr HHE o 16 1 16 15 17 1 2
pro n
Llu:o nutritional " ¥ 5 = & $ : ] “ £
value .
:P: }n :Mlunml ; 1; : ; l: ,i }i H ;:'I kY
n sugar b !
I anjoy aating : v : B.E.S. MATERIAL HANDLING SYSTEMS i3 .
2 :t:quuntlr 3: u: ll’l 3; “ n n a n i
[ 1 or
Liked n”:lnl.r y . : 2 Main Ottice and Plant i
b uhl“un 1) 5) )] 50 50 “ 1 ” % 420 Wes! Sireet !
rilling 1 170 7 n n 0 5 6 1 Port Chester, NY 10573 ;
Low {n Cibar % 1 2 1] 1] » 1] 30 2 (914) 837-2065 ]
High Ln salt contant 13 14 1 1 13 12 13 13 13
Junk food 2 ) 3 ] 2 [} 2 2 2 Mid-Atlantic Sales Olfice
Nigh In fat 10 11 10 ] 10 10 11 i1 11 215 Fourih Street
Expensive 3 ] 4 3 3 4 1 (] § Dallastown, PA 17313
Natural 10 10 ’ 10 1 ’ 13 1 13 17 2463442
s i B e e s
rodu (1'7} 7
lrovlzu quick ! 2 n h » 4 Mdwes! Sales Office
anergy u 12 ) 1) 1 14 11 14 N One Commerce Squaie Park
Fresh 5 ] ] § 7 1 10 11 [ 23200 Chagrin Boulevard
Mutritlious 3 1] 11 1] 1] n a2 “ Cieveland, OH 44122

(216) 464-4422

Q. 29 - For each product listed accoss the top below, Plesse "X° the statesants whi. ibe that
product., Plrst, "X* tha statements ::r 'llﬂ‘loll (0ry Packaged),* "r'h:n. ':hio“"ro,:::uq-’fel::‘ :n::. \
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Consumer Attitudes
(Continued from pogeld)

posed to fresh pasta sections where
they shop. Regionally, fresh pasta sec-
tions are most prevalent in the east
(12%) and in the central city (9% ).

DOES USUAL GROCERY STORE
WHERE SHOP HAVE FRESH
PASTA SECTION

Total Semple 7%
Geographic Region
East
North

"South
West

NN AN

Population Demsity

Purchase of fresh pasta, where avail-
able, indicates that trial and frequen-
cy of purchase is significant. Specifi-
cally:

® 32% purchase fresh pasta from
their supermarket at least once
month or more and another 15%
buy it less frequently.

® 49% have not purchased fresh
pasta from their supermarket,
where available,

Ownership Of Pasta-Making Machine

The study also found that few (2% )
consumers own a pasta-making ma-
chine. Among those few consumers
who own a fresh pasta machine, usage
is quite limited. Predictably for a high-

OWN PASTA-MAKING MACHINE

Total Sample 2%
Incoms

Under $10,000 L
$10,000.$14,999
$15,000-519,999
$20,000-529,999
$30,000 or more

Ragion
East

North
South
Wagt

! W oA -

W N W oW

* Less than 1%.

K
4
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onsumer Attitudes

g. dicting, and lifestyles are changing.
mericans have serious misconceptions
bout most foods, and this includes
hasta. Pasta’s role in the diet is under-
alued and misunderstood. What does
is mean? It means that the National
asta Association must educate the
bonsumer about pasta’s attributes, with
he major thrust that pasta is not fat-
lening and is good for you. It means
at pasta manufacturers must tell
Ponsumers pasta is made from wheat
hnd that independent authorities such
s the American Heart Association

advocate the increased consumption of
that product high in carbohydrates,
such as pasta. It mcans telling consu-
mers that spaghetti with sauce is not
400 calories but under 300 calories.

It means looking at how we use our
labels to communicate the nutritional
value of pasta in language the consum-
er can understand,

It also means looking at consumer
perceptions regarding various foods
and promoting your products accord-
ingly. For example, promoting pasta
dishes using fish and poultry, and not
meats and cheeses. It means looking
at today's lifestyles. For example, you
need to look at the empty nesters and

Miscellaneous
Product Proflles

singles and to develop recipes and pro-
ducts that mect their changing life-
styles.

Pasta's role in the diet is underval-
ued and misunderstood. You, as an
organization, must convince consumers
of pasta’s nutritional value and place in
our diets. You must quite simply pive
consumers permission to make pasta
part of their diets. And finally, you
need to track your efforts so you can
see how well your new efforts are suc-
cceding. Finally, you nced to keep
monitoring so you can perceive and
evaluate changes in attitudes and life-
styles and adjust marketing programs
accordingly.

(Continued on page 20)

Proportion Of Sample Who Agree With Statement

Fattaning
Filling

High Ln starch
High In calorles

High in carbohydrates

High In salt

High In sugar

Bad for you

High in fat

High in cholesterol

Junk food

Ltow in nutrition

Little food value

Lov in fiber

Fresh

Part of a well
balanced dist

Central Clty 9 ly specialized kitchen appliance, own- only 12% report using the equipmen$
] p ership increases with income. at least every two weeks,
e 7 Typica!ly. among owners 60% use To summarize, we found tiu}
the machines less than once a month; American habits about shopping, ex's
Product Profile o
Spaghetti, Macaroni, Noodles s
Proportion Who Agree With Statement
sla:ghettl n:gnoni Spaghettl® Tuna* ‘,
ry ry Presh Egg with Macaroni® Macaronl® Noodle
Packaged) Packaged) Pasta Noodles Meat Sauce And Cheese Salad Casserolid
Pattening 5% 554 60% (21 61% 61N 508 -
Filling 7 72 65 59 8l n 64 ;:‘
Mlgh In starch T4 75 69 69 72 76 68 59
High ln calorlies 47 16 52 11 [3) 6) 51 (31
High In carbohydrates 417 40 “" (3] 47 49 45 40
High in salt 13 14 18 15 12 27 20 30
High in sugar 2 2 5 2 7 4 6 (]
Bad for you 5 5 7 ] H 5 5 ) ¥
High in fat 10 9 16 11 26 24 17 12
High in cholesterol 9 9 17 M b} 30 17 15 ]
Junk foed 2 k] 7 2 2 ]l 4 2
Low in nutrition 19 20 16 15 H 5 16 s B
Little food value 18 18 15 13 5 6 16 5
Low in Eiber 26 28 26 9 29 12 32 il f
Presh 5 [ 16 10 20 20 26 19 g
Part of a well balanced diet 29 20 23 1 40 52 £y} 55 X
Nutritlious kL 36 b1 42 62 62 47 65
Good for growing chlldren 30 29 u 15 53 57 k1] 5) v
Wholesome 26 28 29 32 4] 41 1 46 i
Gooddlmlnrc- g! vitamins 5
and minerals 17 16 20 U 3
Provides roughage and fiber 1 12 12 11 :g ﬂ ;; :: -
Good source of protein 16 15 14 20 52 53 23 60
Provides quick energy 1 1] 16 11 25 25 17 22 4
Pew preservatives/additives 21 21 2 il 26 26 25 27 1
Natural 10 10 24 13 18 21 16 18 0
Low in carbohydrates 4 4 4 6 6 4 6 10 8
Product/trust 36 37 1) )2 41 4% 32 n -
Low in cholesterol 17 18 1 13 11 8 4 20 %
Good food value for the money 51 54 a8 4] 3] 67 L} 64
Expensive 3 ) 20 6 11 6 7 1 .
Good tastling 54 82 54 53 80 76 66 T
I enjoy eating frequently 36 n 0 n 62 5) )6 36 ;
Liked especlally by adults 4] kY 51 42 68 55 55 56 i
Liked especlally by children 53 50 1 11 72 68 23 0 ,

deacribe that product,
"Potatces,” and 80 on.

describe that dish,

Q. 29 - For each product listed across the top below, please "x*
Pirst, "X* the statements

*Q. Jla - For each dish listed across the top below, please "X* the statements which, in your oplnion,

the statements which, in your opinloen,
for "Macaroni (Dry Packaged).*

Then, go to i

THE MACARONI JOURNA! :

Whole Fresh Ground

Baked Saltine

Milk Pruits Egge _Beef Chicken Potatoes Pleea Crackers

n F1 v 1N "
10 3

1] b 1 4“5
2 ] ) ] 1
1" 4 ] s 5
11 10 [ 7 ]
2 . 1 ] 2
1 13 . 1 1
4 1 4 ] 1
15 . 9 i“* 12
n 1 " 17 6
1 . 1 ] 1
2 ? 2 1 ]
] 2 1 2 1
” s n % 9
69 0 67 “ 54
V] 7] 76 67 80

Nutritlous 1 0% m 65 17
Good for growing children " n 67 3% 70
Wholesoas 17 " (13 (3] 1]
Good source of vitamins
and minerals 71 7 [} n 11
Provides roughage and
tiber 1 62 ] 7 &
Good source of protein 50 17 (1] 73 73
Provides quick energy N 5] 10 15 1)
Fav preservatives/
additives 45 6] 59 45 56
Natural 6l [ 1) 71 36 55
Low in carbohydrates 14 1] 1 7 40
Product/trust 6) 70 [3) 47 6l
Lew in cholesterol 11 51 H 13 1)
Good food value for the
money 56 [T [1] 55 16
Expansive 12 b1 ] [ ] 30 [
1 Good tut.lni 66 (]} €3 12 bl
4 I enjoy eating frequently 1 7% 49 61 7
1 Liked espacially by adults 7 59 59 L1 (1
Liked aspacilally by
children 60 62 25 6 -

7} 66 %
6 3l 50
6 45 1]
» (L] N
1 1% n
1 k] b}
1 11 7
3 11} 6
3 2 6

1 n (]

) mn "

] 19 1]
17 % 18
52 14 12
71 16 11
68 12 16
se 0 18
£ 17 16
57 21 L]
8 1l 1
21 " 5
16 1] 10
37 15 11
(1) 6 7
10 ) (]
60 20 n
n ] 1]
1] 11 1

3 48 e
69 12 s)
59 50 1
6) 36 17
n n o

AY, 1984

Q. 19 - For each product listed across the top bslow, pl
which, in your oplnion, describe that product. Fl
for "Macaroni (Dry Packaged).®

ease “K* the statements
t, *L" the statements
Then, 9o to "Potatoes,” and so on.
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No one mills more qualily
durum than Peavey and
Condgra. No one provides a
more dependable supply — the
right product at the right lime
al the right price.

That's why you can count on
Peavey and ConAgra — Ameri-
ca’s largest supplier of quality
Semolina and otber fine durum
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THE MACARONI JOURNA!
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Consumer Attitudes Miscellansous Product Proflles
(Continued from page 17) Proportion Of Sample Who Agres With Statesent
Bpaghettl Tuna
Ground  Baked with Macaroni Noodle Kacaronl 2 3
Shicken _Bsef Potatoss Mejt Sauce And Cheese Salad i
Fattaning " 17 I (21 1 I 508 ‘:
rilling " 51 n ” 7 14 6" 1
High In starch 1 2 (1] 7 % i1} (1] ¥
High In calorles s 13 26 (3] 6) 45 51 i
High in carbohydrates ) 7 I a7 " 40 43 Profile of Frequent Users 3
High In salt 2 ) 1 n 1 10 20 Selected Pasta Products |
High In sugar 1 1 1 1 4 6 k
MR i i e ] é
a
.';::'l: :sozholunro : 44 : z: “} 1: 1: s 8::;:: Spaq atts“:: P:;nuantl Noodles %
Low in nutrition ) 3 } s 5 5 16 ; -A_Index _V_ Index _%_Index _% Index
tl:i.u}e :::: value :: 12 1 ’: ’: 16 ] ) X
ow {n € 6 17 29 n Y
peesh tH T (] 20 20 1 2 i Age
' art of a we
| balanced diet 50 67 4 52 33 v Under 25 18 100 2 12 19 106 13 72
nnut“::- v 77 6 H 6 62 1 H 25-34 23 100 24 104 26 113 25 109
Good for growing children 70 1] 50 s) 57 $) 1] 35-44 15 100 19 127 18 120 15 100
muou:nu PN 5 4 50 [} 3] “ n 45=54 14 100 14 100 14 lgg {g ilo_i’
Good source of vitemins 55=64 14 100 11 79 11
and ainecals i1l » 7 40 19 1% n
Provides roughage and 65 and over 16 100 11 &9 12 75 16 100
fiber . 1 2 18 13 1 11 : i
Good source of protein n 7 21 2 53 60 23 : Race
Fev-pratetvatives) B SR e p i o ool s s {
White 87 100 86 99 f
sdditives 36 45 57 % 26 3] 1) <
Watural 55 b H 18 H HH H Non-White 12 100 13 108 12 100 8 67 4
Lovw In carbohydrates 40 27 10 6 4 10 L] ¥
Product/trust 6l 47 €0 '} a“ n 3 Reglion
L~ in cholesterol a3 13 n 11 [ 20 7] o
Good food value for the Nev England 5 100 7 140 5 100 S 100 boY
n“::!n '2 :3 ‘: :{ .: :: ‘; Middle Atlantic 15 100 22 147 17 113 16 107 R
uorc tastin 7 1 1] (1] 13 13 [13 East North Central 20 100 19 95 19 95 25 12§ 3
North Central 8 100 6 75 10 125 10 125
[ -nicr --Jnt frequently 72 6l 5 62 53 3 36 West 00 14 82
Liked especlally by adults " £ [3] (1] 11 56 5% South Atlantic 17 100 15 L1 17 1
Uiked aspacially by East South Central 7 100 6 86 7 100 4 57
childran 51 56 n n [{] 10 n West South Central 10 100 10 100 11 110 9 90
Mountain 5 100 4 80 4 80 5 100
Percentage Who Regularly Plesence Of dren® Paclitic 13 100 11 85 10 77 11 [}
Consuse Specific Producta
By Various Demographics fll;lclrgi::ren ﬁ :: : . Size of Pamily
i sl pmp O]t pali mmnm, M B8 BB o2
WO perso ]
o Sample 21 n “" One 12 10 4 Three or four 3% 100 44 113 43 110 3% 100 :
Two 18 15 ‘ Flve or more 12 100 19 158 17 142 18 1%0 g
Age_Of Respondent 'ﬂ‘cru to four 0 1 [l .
Protenn 3 TR : i S i FL : Macital Status a
esnagers ] Household Income ;
Adults + n 4 Single 7 100 s 7 ] 4 k] 4] i
19 - 25 t3] I: S gg-;ozu-:g: 0 :i i:l : un:hd 74 100 80 los :g lg: :(‘l 12: g
29 - M n ] s ' - . 9 Other 19 100 s 1 iq
1% - 44 i1 % 3 $15,000 = $19,999 1 20 ) 10 S |
is - 5 ] 10 ‘ $20,000 - §29,999 n 4 : Parents 42 100 52 124 52 14 46 ) 'l
58 - 64 19 13 1 $30,000 or more n 19 b1 1
64 and over ’ ? gy Inc i |
Geogeaphic Reglon i
. ¢ more 22 100 23 105 20 91 24 109 v
Exsals St tast 32 2 . $25.000-839,999 10 100 9 9 10 100 11 110 B
Pretesn 2 n ? North 20 19 ‘4 00-$24,999 13 100 13 100 14 108 14 100 {
[ 1 .1010 ‘ L S |
Tasangery B i 3 vert HH i : $15,000-519,999 14 100 12 8 1) 93 14 100
19 = 25 29 I ' Under, $15,000 41 100 43 105 43 5 38 9] f
% - M 1 17 4 Mu on_Concern® i
35 - 44 29 u 2 : s
43 - 54 12 0 2 Nigh 16 reater than 100 shows coverage higher than the }
:: ;ns‘avlt 1: l: ; ::vlu. H §} : rked) :3.:::?; 00). An lndt: less than 100 shows coverage DRt
lower than the average, :
Male Age Mutcition Perceptiont i
Pretesn 1 1) 10 High n 1 ) i
Teenagers I 2 9 Hedium 1) 21 ‘ |
Adults 27 20 [ Lov 17 1 s ¥
19 - 23 10 20 ] : |
25 - M 29 26 ’ Based on adults who regularly eat. i
TR T] 16 2 ¢ |
TR 1] 28 1 1 Q. J8 = Please "X" the persons below that you have It 1
55 = 64 % 16 4 your household. Then, for each one, °X" the —
64 and over 0} s ] box that Indlcstes how (requently each persot




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.

ATSE ] [ESIE A e By e (I pasta produces a flat
W Pt e LA Yooty reading on insulin release

Pasta — let's tell it like it is.

A\ 1 Ve ’ .
ADM alsa supplies quallty shorening (omm sweeleners

« l)‘ soy praveins. dough condinenens and svital wheat Yluten
Tor the baklnyg (ndustn
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A view of the new grovity loading bins.
The state capitol con be seen in the far
right background.

.

Meeting the  present and  future
needs of the growing Jdurum and se-
molina industry was the reasoning be-
hind International Multifoods’ recent
upgrading and capacity expansion of
its “B" mill in S1. Paul, Minn,

Muliifoods has for more than 2§
years operated three durum units, as
well us o swing durum flour unit in
Wabasha, Minn, Two of the durum
mills, the “B" mill in St. Paul and a
site in Baldwinsville, N.Y ., exclusively
produce semoling. The St Paul “A™
mill is exclusively for durum flour. as
is the Wabasha site.

A study of the pasta industry and
its future was conducied by Multifoods

One of several new purifiers added to the mill flow at the St. Poul

“g" mill.
M

T, TYY A

A southeastern view of Multifoods’ St. Poul “'B** mill, located at 805 Rice Street.

in the late 19705, A need was deter-
mined for additional production capa-
city, based on pasta consumption trends
and opportunities in the durum arca.

The Industrial Foods Division saw
its St. Paul “B™ mill facility as the
logical place for semolina capacity ex-
pansion, The decision was based on
St. Paul's close access 1o durum wheat
growing arcas and the available trans-
portation flexibility to reach the entire
heavy pasta-consuming market cast of
the Mississippi.

Extensive Upgrading

The extensive upgrading aspects of
the project have made the “B" mill
more eflicient and uable to maintain
the high product quality level required
by the pasta industry. And, because
Muliifoods is a mujor supplier to the
pasta industry and is highly regarded
by the important buying groups, the
project was deemed 4 major clememt
in the Industrial Foods Division’s op-
erating plans.

No less important are the peoy
making the whole thing work for M
tifoods, “Our employees and mille
at the “B™ mill bring more than 4
combined years of experience
knoweldge 1o our operation,” s
Frank Chimento, plant manager, *Th:
kept our operations running with lit
disruption while the capacity incres
and upgrading projects were going v
around them."

The capital improvements made .
the “B™ mill were substantial, Iy
pacity was increased 1o 8,000 cwn
per-day from ity 5,600 cwis.-per-d:
level, a 43 percent jump. The proje
improved from semolina grade extr
tion and raised clevator wheat yoole
by reducing wheat loss to screeng
Also, equipment added 10 procw
high purity and commercial w1
germ further enhanced the facility

Designed by Mulifoods' Corpe -
Engincering  department, the ca it

(Continued on page 26)

A look ot the new canopy over the semolina loading areo.
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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 NORTH AMERICAN SALES AGENTS
103 Bayview Ridge, Willowdale, Ontario M2L 1E3, Conada
Tel. (416) 441-3093, Telex 06-986-963
Alternate Telephone No. (416) 898-1911
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Multifoods B Mill
(Continued from poge 24)

improvements began in 1981 and were
finished in late 1982, Additional fine-
tuning enabled the plant to reach the
higher output level by October 1983.

The project consisted of adding one
story to the existing building structure,
revising the cleaninghouse and mill
flow, and installing supplementary
cleaning equipment, roll stands, puri-
fiers, sifters and complementary equip-
ment to achicve improvements in yield,
grade percentage and capacity increase.
The project also included two 1,600
cwt. bulk storage/loadout bins, addi-
tional railroad track and canopy, a
new boiler, a high purity germ system,
a bulk feed loadout system and feed
conditioning equipment,

New to the “B" mill was the replace-
ment of pneumatic systems for bulk
car loading with time-saving and effici-
ent gravity loading systems. Further
adding to the site’s overall upgrading
was a car wash facility that thoroughly
cleans the rail cars before they're
loaded.

A separate building was constructed
to house a new feed tower and gravity
loading tank. New locker and lunch-
room facilities, a laboratory and mil-
lers' offices were also part of the en-
tire project.

Overall, the improvements through-
out the “B" mill site will enhance Mul-
tifoods' durum semolina business for
years to come. By preparing now for
the future, Multifoods will continue
to satisfy customers with the products
and services upon which it has built
its strong reputation for quality.

Conagra’s Commitment to the
Pasta Industry

The merger of the ConAgra and
Peavey businesses in 1982 made the
consolidated ConAgra Flour Milling
Company the number one flour miller
in the U.S,

It also established ConAgra as the
major supplicr of durum semolina to
America’s pasta producers.

Industry leadership brings with it
ndded responsibility. In this regard,
ConAgra's philosophy of business and
customer service extends to being re-
sponsive to industry trends and de-
velopments.

s i - i

One of the most recent events that
has been a foremost topic of concern
in the pasta industry is that of foreign
imports and their subsidies.

ConAgra, working with the Nation-
al Pasta Association, developed a pro-
gram to create awarencss on the part
of the newspaper food cditors and, in-
turn, the public.

LANCASTER

The program, “World's Best Pasta,
Made in the U.S.A.,"” was an informa-
tion kit containing sections on the
import subsidies situation, a nutritional
profile of pasta, a history of pasta, a
pasta fact sheet, recipes collection, and
line illustrations and color transpar-
ancies.

A cover letter from Vice President
and General Sales Manager of the Con-
Agra Flour Milling Company, Bob
Stephenson, brought the kit into per-
spective for the editors.

“Lately you've been hearing that to
make really good pasta you have to
buy an imported brand,” wrote Steph-
enson. “Not so, Naturally, as Ameri-
ca's largest miller of durum for pasta,
we think pasta makes a great story for
your readers any time. But right now,
with the imports making inroads into
America's markets, we think it's es-
pecially timely.”

Stephenson went on to discuss the
quality of U.S. pasta and the artificial
pricing of imports due to subsidies.

The food editors of the top 500
newspapers around the country re-
ccived personalized kits in October
of last year. In addition to the editors,
150 of the top grocery executives in
the U.S. received the kit with another
cover letter from Bob Stephenson, ex-
plaining the import subsidics situation
from ConAgra’s concern.

Response from the food editors, the
trade and the pasta industry was both
immedinte and favorable,

Feature articles resulted in news-
papers from Mainc to Culifornia. Near-
ly 100 papers contacted ConAgra for
additional information and requests for
art — these papers alone totaled a cir-
culation figure in excess of 7 million.

ConAgra is currently looking into
other NPA programs to support the
U.S. pasta industry in the future,

Planting Intentions

According to the US. Department
of Agriculture's survey of farmers'

planting intentions, durum area ‘a! Today's All-American Light enough for America's new

1984 will bz 3,850,000 acres, up 50% or fun. A powerhouse of fitness generations. Pasta! Made

from 2,565,000 acres a year ago b: ion in all shapes and sizes. best from Amber Mills Venezia
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iﬁ"'ﬁﬁorgm“;::a o ual' 'tr’;“;‘(;'o +H - popular weight-control Patent Flour: Make sure your

Ko a0 from 2,090,000 MR A rellable source of iron pasta products are as fit as the g

year, e kg i hard-to-get B-complex crowds they feed. Shape ‘em up ?‘mﬂﬁﬂ MIL:-:NG
Plantings in Montana are indicat inins. Pasta! Elegant enough  with !émbers pasta performing Gane:n?gﬂ%sshaﬁsht’.' pJEE Minn.

at 300,000 acre, up 43% from 210, RLOUrmet tastes, ingredients. 55185/Phone (612) 841-3786

a year ago. Minnesota area is 115,00
acres up 188% from 40,000 in 198)
Seedings in South Dakota arc put
130,000 acres, up 63% from 80,00
the year before. “Desert durum" i
California and Arizona, mainly fal S5
planted varieties, are expected to kS

205,000 acres, up 41% from 14500088
a year ago.

America
_isge
into shapes.

Stocks at Two Year Low

A 50-percent production cutbad
was certain to affect a commodin
that had faced record supplies for tw
years. This is the situation for Durun
wheat in 1983/84. Correspondingh
with demand staying relatively strong
Durum prices went to a premium, fx
above those of other classes. Famg8
prices above $4 a bushel have been i
regular occurrence, with terminal marji§
ket prices frequently above $5 15§
bushel. Durum stocks on January I§
were a reported 133 million bushels
30 percent below last January. Abou
80 million bushels were stored as par
of the isolated stocks in the grain re
serve program. Liquidation of thex
large holdings by spring wheat jrog
ducers designating these stocks as thei
PIK entitlements should temper ur
ther price strength, thereby aiding U5
Durum competitiveness on the werlkd
market.

Reduced foreign Durum supples
including a 12-percent decline in ay it
able Canadien supplies, has heclx
stimulate world buying interest in U5
stocks, As the later half of 1983, 8
starts to unfold, exporl commitment
are 17 percent above last year'’s pice
Shipments for this scason should netrlyf§
match the 5-year annual average of 71§
million bushels,

Growers are expected to react to U¢
favorable prices and to plant morjs
acres in 1984. Depending upon th
response to the ARP, the Durum out
look in 1984/85 may be heading to
ward the upside of the up-and-dowsj§
patiern that typifies Durum production
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Toward Reason on EDB

Regulations to remove ethylene di-
bromide (EDB) from the nation's food
supply can be a disservice to consum-
ers if not administered in a reasonable,
scientific and coordinated manner, a
panel of experts in nutrition, toxi-
cology and environmental health
warmned in March. In a Boston press
bricfing focusing on the scientific valid-
ity of the EDB guidelines set out by
the Environmental Protection Agency,
the pancl emphasized that if really in-
terested in promotion and protection
of good health, state regulatory
agencies should be encouraging, rather
than discouraging, consumption of
grain-based foods.

No one in the food industry has at-
tempted to minimize the desirability of
removing EDB from the nation’s food
supply as quickly as possible. The
panel assembled by the Grocery Manu-
facturers of America echoed earlier ob-
servations in breadstuffs that reason
must prevail, that to do otherwise is
not in the public interest.

The indication last week that Massa-
chusetts is the only state not to accept,
at least for the time being, the E.P.A.
guidclines, suggests that reason may
yet rule. No one, particularly the con-
sumer, stands to gain from any other
course,

Regulatory cfforts governing ethyl-
ene dibromide (EDB) in the nation's
food supply must not jeopardize the
availability of grain-bascd foods or the
public’s confidence in them, it was
emphasized at a press briefing spon-
sored by the Grocery Manufacturers of
America.

A five-member panel of experts in
toxicology, nutrition, environmental
health and quality assurance said the
dangers of EDB has been greatly ex-
aggerated and that residuc standards
more stringent than proposed by the
Environmental Protection Agency were
unnecessary to protect the public
health,

G.M.A. Representative

Noting that the state of Massachu-
setts scheduled to implement new reg-
ulations setting the limit for EDB resi-
due in grain-based products at 1 part
per billion, pancl members said this
regulatory effort *has no scicntific
basis,” and G.M.A. representatives
warned that tests conducted by mem-
ber companies in January indicated
that up to 90% of some grain-based
foods would not meet the Massachu-
setts standard.
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Jeffrey Nedelman, G.M.A. director
of public affairs, said that it will be
illegal in Massachusetts “to hold, ac-
cept, sell or distribute” grain-based
products that do not meet the state’s
standard, “Each company — bakery,
pasta manufacturer, bagel shop and
flour distributor — is going to have to
make independently some very, very
difficult choices.”

Mr. Nedelman said the press bricf-
ing was scheduled to make public the
scientific facts of the EDB issue, stating
that Massachuselts consumers were be-
ing “needlessly alarmed.” G.M.A., he
said, believes the EDB guidelines is-
sued by the Environmental Protection
Agency “are based on the most exten-
sive review of science available and
provide a wide margin of safety for
the public.” In reviewing G.M.A.'s
position, Mr. Nedelman said, “We arc
committed to removing EDB from the
nation's fcod supply as quickly as pos-
sible.”

G.M.A. test data, he said, show that
40% of the wheat and 16% of the
corn received by processing plants con-
tains some EDB. “It is technically im-
possible for the industry to comply
with the 1 ppb standard which is sched-
uled to take effect next Wednesday in
the Commonwealth,” Mr. Nedelman
said, “This will have a very adverse
impact on nutrition and health of the
people in Massachusetts and a pro-
found economic effect on local busi-
nesses.”

Mr. Nedelman said the January
testing conducted by G.M.A. member
companies indicates the following per-
centages of grain-based foods will not
meet the 1 ppb standard set out by
Massachusetts:

Flour, 90%; cake mix, 91%  pasta,
40% ; corn meal mix/corn flour, 90% ;
biead, 13%; cakes and donuts, 28%;
cookies and crackers, 36%, and com
bread, 33%.

“It is G.M.A.'s position," Mr. Nedel-
man said, “that the 1 ppb limit has no
scientific basis, and will result in a
terrible waste in terms of nutrition, un-
availability of food products and lost
jobs.”

General Mills Man

Warren M, Schwecke, vice-president
of quality assurance and director of
quality control for Consumer Foods,
General Mills, Inc.,, Minneapolis, in
reviewing food industry efforts to re-
duce EDB levels, emphasized the diffi-
culties of absolute control because of
grain marketing practices and varia-

tions in EDB residues within the :.nd
shipment of grain.
Noting that EDB will not be usj
on 1984 crop grain, Mr. Schwecke {8
this grain will be mixed with whag
from previous harvests, reducing D&
levels by more than 60%. He s
that EDB residues “will continie
some trace level for two or three ye
until all existing stored grain has beq
moved through the system.” M8
Schwecke described E.P.A.'s standa
on EDB as “reasonsible,” and said th§§
it was impossible for the food indusi§s
to meet standards such as 1 ppb f
10 ppb.
“In our judgment,” Mr. Schwel

said, “the right way to work our wrfes

out of this is to work together with it
E.P.A., Food and Drug Administrai
and other federal and state agencisjag
through a rcasonable regulatory neg
work. This involves rcasonable tolofid
ances and sound sampling schemes t
recognize the variability that exists w
only in the grain but from package u§
package.”

Environ Corporation !
Dr. Joseph V. Rodricks, a foundf
of Environ Corp., Washington, and 4
member of the Advisory Board of
Toxicology and Environmental Healf
for the National Academy of Science
said that EDB residues in grain prof
ucts “do not pose a significant pubif
health hazard. The E.P.A. levels a
adequate to ensure that this risk e
mains insignificant.” i
Dr. Rodricks said that based on pej
capita consumption of grain prodicup
the average daily intake of EDI zj
grain products is more than 1 mi liof
times lower than the levels used V@
produce cancer in laboratory aninibg
Stating that Massachusetts is stri /inf
for “theoretical zero” in EDB resicus 8
Dr. Rodricks said, “Changing xj
E.P.A. standard would change th§
EDB risk from ‘trivial’ to ‘slightly les§
trival.’ "

American Health Corporation

Dr. John H. Weisburger, vice-p cs jis

dent of research, American Healll§
Foundation, Valhalla, N.Y., who dfg

veloped the test procedures at the NS

tional Cancer Institute for determining
carcinogenicity and discovered (hs
EDB causes cancer in laboratory anf
mals, told the press briefing that “EDES
is just not a problem at the levels thi§
will exist in 1984 and 1985." He s
the residue levels under the E.P.A

(Continued on poge 30)
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Toward Reason on EDB
(Continued from page 28)

guidelines “are perfectly acceptable.”

“I would suggest to the Common-
wealth of Massachusetts that there are
more important things that they ought
to do to prevent discase,” Dr. Weis-
burger said, pointing to cigarette smak-
ing nnd diet as factors in both cancer
and heart discasc. He continued:

“The average American dict is twice
as high in fat as it should be. Numerous
studics have emphasized that impor-
tance of cating more cereal fiber, Here
we are dealing with ‘contaminated’
cercals and I think this EDB issue is
totally counterproductive, because the
public needs to be encouraged to eat
food with more fiber.

“1 wish I had 10% of the muney we
are spending discussing EDB for my
research on what really causes heart
disease and cancer. EDB at the low
level chemists can detect is not a prob-
lem,”

Nutrition Consultant

Marianne Gibbons, a nutrition con-
sultant at Boston City Hospital and a
lecturer in nutrition at Boston Uni-
versity Medical School, said the Massa-
chusetts EDB issue raised questions on
availability of an adcquate supply of
nutritious food in the Commonwealth
as well as being contradictory to rec-
ommendations for incrcasing usc of
grain products. In urging that the EDB
issue be approached from the stand-
point of cost/benefit analysis, she said:

“] don't mean a profit and loss or
political perspective but health and
safety,

“I"am concerned that the public
tends to generalize, especially under
conditions of stress, and may decide to
reject all grain products, all fruit and
vegetable products,

“We are nol talking about a choice
between cake mix or muflins. We are
talking about flour, we arc talking
about bread, we are talking about
staples in the American diet.

“Grain products offer inexpensive,
casy, versatile means of obtaining
calories. Ideally, 45% to 55% of
caloric intake should be in terms of
complex carbohydrates. Grain prod-
ucts also supply us with B vitamins,
some protein and fiber. It is important
that we continue to make these foods
available."”

The Massachusetts Food Associa-
lion, a state-wide organization of food
retsilers in the Commonwealth, will
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join the Grocery Manufacturers of
America and other food industry
groups in protesting new limits on
ethylene dibromide (EDB) residues in
food that are more stringent than the
guidelines prepared by the Environ-
mental Protection Agency. Milton W,
Segel, president of the stale associa-
tion, told Milling & Baking News that
retnilers in Massachusctts have been
placed “in an impossible situation” by
state regulations that do not conform
with those of other states, Mr. Segel
pointed out that the Massachuselts
regulations are *“unenforceable, mean-
ingless and unfair.” He said member
retailers indicate that sales of some
grain-based foods, panticularly flour
and coke mixes, are down sharply be-
cause of the publicity surrounding the
EDB issue in that state, “If the manu-
facturers can't meet the regulation, we
can't either,” Mr. Scgel said. “There's
no question that the first concem of
the food manufacturers will be the
other 49 states.”

Pathologist
Sharpest criticism of the Massachu-
selts regulations was voiced by Dr.
Joseph Vitale, director of the nutrition
education program in the nutritional
pathology unit, Mallory Institute of
Pathology, Boston University.

“l find no evidence that there is
causc to be alarmed, no data to suggest
that EDB has been involved in cancer
causation in humans,” Dr, Vitale said,
“There is no evidence that there has
been a single death attributed to EDB
consumption in the American diet.”
He said some statements made by
Massachusetts officials at February
hearings on the EDB issuc were “in-
correct, sadistic, unclear and meaning-
less” and had the cffect of “scare
tactics.”

Dr. Vitale said that Ilegislators,
hcalth policy planners and the news
media should voice concern, “but not
hysteria,” about potential carcinogens
and other environmental hazards,
“What is needed is perhaps a little
more common sense on the part of our
public health officials and perhaps a
need for more perspective and retro-
spective kinds of studies to determine
really what is safe and unsafe, and,
more important, what is true,” Dr.
Vitale said he, too, is concerned about
the nutritional impact of the Massa-
chusetts regulations, stating, “Cereals
and grains are the mainstay of the
Anierican diet.”

Pillsbury Booklet:
“EDB: An Update”

What is EDB? EDB is an acrcn
for ethylene dibromide, a petrolcug
based pesticide and soil fum ga
widely used by the citrus and graiii
dustries. It is now generally recogt iz
that EDB is a cancer-causing ajen@
For that reason, it is particularly inf§
portant to understand how EDB
been used in the United States,

Since 1948, EDB has had two prf
mary uses . . . as a pesticide and as »
additive in pasoline.

How much EDB is used in the US -:7 - ¥

Over 280 million Ibs of EDB are pro
duced in the U.S. each year. ;
Of that, 92% is used as the ant
knock agent in gasoline,

The remaining 8% has been used
a pesticide for various agricultun
activities, ;

Of that portion directed to agricu
ture, over 99% has been used for pi
plant soil fumigation where EDB wajd
injected into the soil. Citrus, pineappk§
soybcans, cotton, tobacco and over Y
other fruit, vegetable and nut cropg
were protected this way.

As a result, less than 1 million Ib
or 0.4% of all EDB produced in Ik
U.S. has been used to:

—fumigate citrus

—fumigate grain

—fumigate milling machinery

In the citrus industry, fumigation ha|§
been used to prevent the spread of
tropical fruit flies. Fumigating g-ait
and milling equipment prevents in i
infestation. It is this relatively silf
amount that has caused the concen
we've seen in the last several we ks §
To further understand the situat on
let’s look at the history of EDB in th§
U.S. food system. £

History

For some 36 years, EDB was i}

jected into the soil to protect prima ily i3
fruit and other crops from attack b) &g
rootworms, A

It was used on the farm to comrol
insects in stored grain — grain (10}

could be stored up to five years at 2 &8

time. !
Similarly, it was used at lurge dle
vators to control insects on grain that|§
wiis stored for as long as one to twog
yeurs.
And it was used by flour millens §§
and processors as a spot fumigant on
picces of milling equipment where§

(Continued on poge 32) ]
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Pillsbury Booklet

(Continued from page 30)

flour could be hidden and insects could
infest,

But in 1983, things began 1o change.
In Scptember of that year, the
Environmental Protection  Agency,
E.P.A., rules that use of EDB for
soil fumigation would be banncd, but
allowed quantities already in stock to
be used within the next 12 months.

Also in September 1983, with results
of EDB testing becoming known to
the food processing industry, Pillsbury
and others in the milling industry vol-
untarily stopped any further use of
EDB.

Then on Feb. 3, 1984, the E.P.A.
climinated the last use of EDB in the
grain food system by establishing an
emergency ban on stored grain fumiga-
tion.

Now, in cflcct, EDB has been climi-
nated from entering the food grain sys-
tem. But due to the amount of product
currently in storage, production proc-
essing and on shelves, it will take an
estimated three years for the U.S. food
grain system to purge itsclf of EDB.

The question then is, how do we
manage what EDB is in the system
now? On Feb. 3, the E.P.A. addressed
this matter by Issuing guidelines that
recognized the concerns of two groups
— the consumer and the food industry.

From the consumer's standpoint, the
guidelines guard against potentially
unhealthy levels of EDB in grain foods.

Such standards include three links
in the food chain. Raw grain at 900
parts per billion, ppb; processed prod-
ucts on the shelf at 150 ppb., and
read-to-cat products at 30 ppb.

By ecstablishing these three levels,
the E.P.A. rccognized the significant
reduction in EDB that occurs in vari-
ous steps of the food chain duc to
time, air and temperature,

For example, from the raw grain to
the milling stage, EDB is reduced by
aeration and removal of the sced coat.

EDB levels also are effectively re-
duced, and in many cases climinated,
through the processing of food prod-
ucts from mix to ready-to-cat stages.

While the E.P.A. puidelines offer
protection to the consumer, they also
offer important benefits to the food
industry.

First, the guidelines do not force
huge amounts of grain or packaged
products to be destroyed. While the
industry wants EDB rcmoved from
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the food system, it also must have
guide lines that provide manageable
levels for product currently existing
within the food grain system. The
E.P.A. guidelines effectively accom-
plish that,

Sccondly, the guidelines cstablish a
national level for all states to adopt.
Prior to Feb. 3, there were no direc-
tions in existence and some individual
states chose to adopt their own guide-
lines — a method that presented sig-
nificant problems to the food industry.

Thirdly, the guidelines identify uni-
versal procedures for sampling and
testing products for EDB. Because of
the variance in detectable amounts of
EDB from one package to another, it
is important that testing methodology
include representative samples.

In short, The Pillsbury Co, is in total
support of the recent efforts and guide-
lines of the E.P.A. The guidclines will
liclp tremendously in leading to an
orderly elimination of EDB in our food
grain system.

We agree with those including
E.P.A. administrator William Ruckels-
haus who urge the public not to be
overly concerned. While we are work-
ing to remove EDB from the system as
soon as possible, we also believe EDB
poses no immediate health hazard to
consumers,

To help put the risk factor of EDB
into proper perspective, it is helpful
to consider the following illustrations:

For example, let's remember that
levels of EDB are being measured in
parts per billion — a number so small
that it often is hard to comprchend.
In fact, one part per billion is equiva-
lent to one second in 31,7 years.

Now that EDB is banned, risk fac-
tors from ecating foodstuffs contain-
ing EDB residues also are noteworthy
when compared to other activities. For
cxample, as compared to cating food
containing allowed levels of EDB, the
risk is

280 times less than that from sun-
radiation absorbed during one trans-
continental airline trip:

or 2,799 times less than sharing an
office or residence with a person who
smokes;

or 400 times less than drinking two
liters of chlorinated water per day in a
major U.S. city.

To summarize the situation, EDB
does not belong in this country's food
grain system and Pillsbury is commit-
ted to achieving its climination.

(Continued on poge 37)

Semolina Output Up .~': _ ?

Production of straight scmolina an}
durum flour increased 4% in 1988
according to statistics gathered by 1§
Burcau of the Census. Outpu
straight semolina and durum flour i
1983 was 14,674,000 cwis, compang
with 14,124,000 in 1982, an incicay
of 550,000, It also was up 9% iroc§
13,455,000 in 1981, the recent ln
On the other hand, it was off slighih8
from the 14,720,000 recorded in 198§
und down 16% from the high of 17
404,000 in 1979, The latter year is th
largest on record since the start o
scparate compilations in 1966,

Semolina

Straight semolina and durum flog
production for a series of calends}
years follows, in cwis!
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From the Hershey
Annual Report

San  Giorgio-Skinner  Company
achieved record levels of sales and
operating income for the fifth con-
secutive year, This was an especially
gratifying performance because all five
of the Company's brands, San Giorgio,
Skinner, Delmonico, P & R, and Light
'N Fluffy, made positive contributions
to this record in a marketplace where
competitive activity continued to in-
tensify.

As in 1982, generally stable com-
modity costs continued to make heavy
promotional activities possible which
resulted in further increases in the level
of competitive activity among domestic
firms. Therc was also a continued in-
flux of lower priced imports which im-
pacted the marketplace. Against this
background, the San Giorgio-Skinner
brands enjoyed volume increases and
improved their overall market share.
The Company also achieved improved
operating margins,

The San Giorgio brand was par-
ticularly vigorous in the New York
City market where it was the only
major domestic brand to gain market
share in the face of a rising tide of
subsidized imported brunds. The brand
also gained major new distribution in
its expansion to the Virginia market.

The Skinner brand had one of its
finest years, gaining key distribution
in the Wisconsin, Alabama, and West
Texas markets. As a favorite brand in
many parts of the Sunbelt, it has been
a beneficiary of a population that is
both growing in numbers and con-
suming more pasta.

Both the Delmonico and P & R
bronds remained strong during the
year and further enhanced leadership
positions in their respective marketing
arcas. Geographic expansion of Light
'N Fluffy Dumplings and Light 'N
Fluffy Ripplets propelled that brand to
new highs in sales for the year.

Although imported pasta is being
purchased in increasing amounts, con-
sumers arc turning away from less cx-
pensive generic products, Private label
pesta sales also declined as consumer
buying momentum continued to swing
back toward branded products in the
improving economy.

There was an adequate supply of
durum wheat in 1983 because of the
excellent harvests in 1981 and 1983.
Production in 1983 was 32 percent
below 1982 due to the Federal govern-
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Richard E. Bentz

ment’s Payment in Kind Program and
reduced yields because of the ex-
tremely hot weather, Despite this de-
cline in production, there was an ade-
quate durum harvest in the fall of 1983,

With sufficient durum stocks, con-
tined growth is expected for the Amer-
ican pasta industry as a whole and San
Giorgio-Skinner Company's brands in
particular. To prepare for that growth,
both the Omaha and Lebanon plants
are marking substantial additions to
production capacity with completion
dates in mid-1984.

Brazilian Subsidiary

Petybon  Industrias  Alimenticias
Ltda., Hershey's wholly-owned Bra-
zilian subsidiary, had improved oper-
ating results in 1983 compared with
the previous year. Petybon's sales con-
tribution to this segment increased pri-
marily as a result of the inclusion of
a full year's sales in 1983 versus only
six month’ in 1982, In mid-1982, Her-
shey purchased the remaining interest
in Petybon which was previously a 40
percent-owned joint venture,

Operating income improved in 1983
compared with 1982 despite the severe
economic environment in Brazil, in-
cluding government-mandated controls
during part of 1983 which prevented
Petybon from increasing selling prices
sufliciently to maintain operating mar-
gins, This improvement was achieved
through a number of cost-containment
programs implemented by the Com-
pany Interest expense increased signi-
ficantly, however, reflecting higher
levels of shori-term borrowings at in-
creased interest rates to support work-
ing capital requin. . nts,

With the generii decline in pur-
chasing power, the Brazilian consumer
has been trading down from higher-
priced premium items to lower-priced

e S R

pasta and biscuit products. To nefd
the demand, Petybon adapted its | roi$%
uct linc and increased sales o i
lower-priced familiar pasta and biscu/Sil
lines, ns well as its margarine lin.:, 3§
addition, the Company success ulf
launched a new tea hiscuit ¢l
Pavana which has gain good ccnuf
mer acceplance. ¢

A

Richard E. Bentz Promoted

Richard E. Bentz, has been pr
moled to Vice President, Finance, Su§
Giorgio-Skinner Company, C. Micke
Skinner, President and Chiel Exccf§
tive Officer, announced. -

San Giorgio-Skinner Company is ki
pusta division of Hershey Foods Cor
poration, San Giorgio-Skinner Con
pany, with its San Giorgio, Skinne
Delmonico and P & R brands, h:§8
manufacturing facilities in Omahi 8
Neb.; Louisville, Ky. and Lehanon, P18

In his new position, Bentz will cor
tinue to serve as Chief Financial Of:fi
cer of San Giorgio-Skinner Compan
and will assume new responsibilitisfi
for divisional logistics and facilitis S5
planning. 3 ]

Bentz joined Hershey Foods Cory
poration in 1975 as a Senior Financii|$
Analyst in the Corporate Finance D¢f#
partment. He served as Controller fof3
SanGiorgio Macaroni Company frozj3
1976 to 1980. In 1980, hc was name! S
Controller for San Giorgio-Skinnefg
Company., He became Director dfg
Finance/Controller in 1982, &

Before joining Hershey, Bentz wasi
Manager of Financial Analysis an§
Planning, International Teleprinte}
Division of the Singer Compan:' itf
New Jersey, :

Bentz has a B.S. degree in pro luc-fE
tion management and n Master off
Business Administration degree f-onj
The Pennsylvania State University H:}S
is a member of the National Assccix (g
lion of Accountants and has serve | # &
an accounting instructor on the adj ind 3
faculty of Franklin and Marchall + o5&
lege in Lancaster, Penn:ylvania, :
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deserve our best efforts to provide
you with the kind of consistent
quality that assures you a success-
‘ul product. Without question, the
inest durum flour and semolina
re produced from durum wheat
rised in North Dakota, From
1ality durum wheat, we pro-
ice Durakota No. 1 Semo-
18, Perfecto Durum Granular
id Excello Fancy Durum
atent Flour. You're someone
pecial, and you deserve
1e best!

Sage Saying 3

“We can produce wheat cheaper ani (8
more cfficiently than the competi:ios§
can, but we can't beat their subsid:zo! i
export prices. We cannot fight subfSi
sidies and embargoes with efficicncijy
and productivity,. And we can't fighfis
by cutting back production, That's mf§
trade war. That's surrender.” —[SN
Lewis A. Remele, ConAgra, Inc.

NORTH DAKOTA MILL
irand Forks, North Dakota 58201

The Macaront Journa il " 1984




Paul Taylor Comments on
Pasta War

“Operating margins for milling pre-
mium durum wheat into semolina have
been squeezed by subsidized competi-
tion from Italy and, to a lesser extent,
from Greece. American millers and
wheat farmers have filed protests and
formal complaints with international
trade bodies, charging the European
Economic Community with violating
trude agreements in which is called the
pasta war,” wrote Lee Egersirom,
ugra-business writer, St. Paul Pioneer
Press,

Paul Taylor, Vice President and
General Manager for Intemational
Multifoods, U.S. Industrial Foods Divi-
sion, was interviewed for the story.

Some of the points of interest of
pasta manufacturers are represented
below.

About 150 million bushels of durum
wheat a year is grown by farmers in
western Minnesota, North Dakota,
South Dakota, and eastern Montana,
bringing them about $750 million a
year, During most years, marketers,
millers, processors, and transporters
based or operating in the twin cities or
Duluth would increase the value of that
crop to more than $2 billion from
value-added processing and handling
services.

But faced with subsidized competi-
tion from Europe, margins for these
services shrink and the farmer's price
for durum wheat falls to about the
price paid for wheat used for more
ordinary bread flour.

Since Italy produced more semolina
and pasta products than the Italian
durum crop can support, Italy has bz-
come a major market for durum ex-
ports through the port of Duluth. Up-
per midwest durum is shipped to Na-
ples and moved to processing plants
throughout ltaly, packaged, shipped
back to Naples, placed in shipping con-
tainers and shipped back to the United
States,

Taylor gave un example of processed
pasta returning from Italy in the heart
of St. Paul's Italian castside, less than a
mile from a Multifoods mill, It would
sell for less than if the durum were
moved from North Dakota to Minne-
apolis Grain Exchange, then across the
river to St. Paul for milling into semo-
lina, sent back to Creamette in Minne-
apolis und then on to supermarkets.

The benefits to farmers from the ex-
ports, most years, are likely washed
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away by reduced domestic demand for
durum caused by imported pasta prod-
ucts. “Something isn't working right
here, and it's hurting all of us,” said
Taylor.

The story was circulated to the Min-
nesota Congressional Delegation by
Taylor with a positive response from
Members of Congress.

New Equipment at Cando

Rotini, rigotoni, spaghettini, vermi-
celli, linquine, mafalda, solid macaroni,
lasagna squares, cven alpha-bits are
being processed, packaged and sold at
Noodles by Leonardo these days.

The Cando, North Dakota-based in-
tegrated milling-pasta making opera-
tion, owned by Lconard Gasparre, is
now able to market some of the more
exotic — at least for some parts of the
country — pasta products named
above, where previously they primarily
made just long spaghelti and maca-
roni and shells,

In October of 1980 the first pasta
came off the two installed lines after
just over a year of construction and
cquipping the huge facility in south
Cando.

Three and one-half years later those
two lines still spit out the “noodles”
but a third line has been added be-
tween the original pair that Plant Su-
perintendent Tim Dodd says is “run-
ning like a charm. We're really pleased
with its performance.”

Don Lewis and Lynn Morter have
been employed to set up the new line
and will be starting on a fourth line on
the south side of the plant soon —
“we hope to have it ready by spring,”
Dodd said.

The new product line will add
35,000 pounds of finished product per
day to the facility’s original produc-
tion of 168,000 pound per day.

Last year Noodles by Leonardo pur-
chased seven pasta-making machines
(lines) from Atlantic and Pacific Tea
Co. of Horsehead, N.Y, which went out
of business.

To make room for the new lines this
lnst year Noodles added a 35,000
square foot metal warehouse building
to the south side of the original con-
crete slab structure,

The new addition was made possi-
ble in part by a $300,000 Norih
Dakota Communily Development
Block Grant Loan.

As market demand continues to in-
crease for the Noodles products, three

(continued on page 37)

Stouffer Foods i
Distribution Center 4

e

Stouffer Foods, Solon, Ohio, ufi#
nounced it has begun constructior of f 38

new $10 million 80,000-sq-ft distribs}
lion center at its frozen preparcd ood
plant in Gaffney, S.C. |

ey

The new full service distrib o4

center will include a fully-autonaicis
stornge and retricval system and xf
order selection system, This will moxg

than triple existing storage spacc onfil

enable the company to better senifs
customers more efficiently. A

Completion and startup of the naf
distribution center is scheduled fo
December 1984, The new facility i
expected to create an additional §§
new jobs at the plant,

Webber/Smith and Associates, Inc.
Lancaster, PA, has been contracted &8
do the design and engincering work lof
the center, which will be approximatel
100 feet high with a volume of 3.
million cubic feet of storage spactf
Joseph A. Sedlak, Cleveland, Ohicf
will provide the engincering services
for the center's material handli}$
equipment and computer-related coefd
trols. E

Swift/Hunt-Wesson
Foods, Inc.

Swift/Hunt-Wesson Foods, Inc. hif
been selected us the name for U
foods segment of Esmark, Inc., it v
announced by Frederick B. Rentschle g
president and chief executive offic:r dfg
Swift/Hunt-Wesson Foods, Inc. :

The name reflects the combin i
of the businesses of Swift & Comjan
and Hunt-Wesson Foods, Inc. Tk

TN TR T W

company will be headquartere:. i

Fullerton, California.

*“We are very proud to anno I
the name of our new food comj an |y
and believe it reflects the heritag d
the companies that make up Svill§
Hunt-Wesson Foods,” Mr. Rents i
said, i

“In the meat industry there i 1

prouder name than Swift, Hunt's trrp

dition is as one of the largest packeriER
of fruits and vegetables in the world i

Wesson's roots are in the South s
cottonseed oil company, a traditicg

that—like Swift's—dates back to IKE8

lust century. Wesson was also the fitfg
salad and cooking oil in national dif
tribution,” he added. ]

Swift/Hunt-Wesson Foods will havj8

estimated annual revenucs in excess (|

Tite MACARONI JOURN!

P@nterprises, Inc., The McCall Pattern

b | ion, and will market and dis-
ib  a varicty of nationally known
+ roducts. These include: Hunt's
bn - based products, Wesson salad
J oking oil, Orville Redenbacher
o :t popping corn and oil, Man-
ficl. loppy joe sauce, Swift's Butter-
all .rkeys, Swift's Brown 'N Serve
usi.cos, Sizzlean breakfast strips and
1er Pan peanut butter,
Swiit/Hunt-Wesson Foods repre-
ats the food segment of Esmark,
c., the Chicago-based holding com-
ny with major interests in foods,

$emicals, personal products, high

delity and industrial products, vehicle
ntal and leasing and distilled spirits.

owns Swift/Hunt-Wesson Foods,
., Estech, Inc., International Play-
%, Inc., Max Factor & Co., Halston

pany, Estronics, Inc., Avis, Inc.,
Ind Somersct Importers, Ltd,

illsbury Booklet
(Continued from page 32)

The actions taken by the E.P.A.
present important steps for both con-
mers and the food industry. Pills-
ry is working to cfectively rid our
ain-based food system of EDB as
ickly and efficiently as possible.
ilisbury continues to pledge its fullest
operation in providing any assist-
hce or information on the subject.

New Equipment at Cando
{Continued from page 36)
. tional lines will be added to the
b half of the original structure, for
al of seven altogether, The re-
ng two lines in storage will be
le only if a new addition is made
building in the future, Addi-
mill renovation would also be
iy,
dles by Leonardo now exports
f its product to Japan and has
i s along the West Coast, in Chi-
St Louis, Louisville and Ohio
i others.
.he last three years the employ-
; figures have risen to a totul of

milies Dining Out

oe Often

Ve average number of times fam-
s visited restaurants — visit fre-
bency — rose 1.5 percent during the
I quarter, This compares with a
ull 0.4 percent decline during the
mmer, a strong 2.7 percent guin in

Ay, 1984

the spring and o slight 0.8 percent ad-
vance in the winter period.

An analysis of visit frequency by
restaurant type shows that atmosphere
/specialty restaurants expericnced the
largest gain of any category during the
fall quarter — up 7.8 percent. Family
style restaurants and cafeterias also
posted an increase in visit frequency —
2.1 percent and 0.8 percent, respec-
tively. Fast food restaurants, however,
cxperienced & slight decrease in the
average number of visits per family —
1.0 percent. These data support the as-
sumption that the improved financial
climate enabled many people to trade
up and frequent more expensive ¢s-
tablishments.

Restaurant Sales
Up 8.5 Percent

CREST sales continue o post strong
guins. They advanced 8.5 percent dur-
ing the fall period. This compares with
a 9.3 percent increase in the summer,
a 7.6 percent rise in the spring and a
7.0 percent advance during the winter.

Increases in the average expenditure
for a restaurant meal or snack — per
person check size — were the mosl
moderate of the year. During the fall
quarter the average check size in-
creased by 3.9 percent — down from
7.9 percent in the summer, 5.3 percent
during the spring and 4.5 percent in the
winter. The 3.9 percent increase in
average check size is also lower than
the 4.9 percent gain in menu prices
recorded by the Consumer Price In-
dex (CPI) for food away from home
during the months of Scptembzr, Oc-
tobzr and November.

ConAgra Sets Dividends

Omaha, Neb., March 12. — Con-
Agra, Inc., declared regular quarterly
dividends of 28%¢ per share on the
commons slock, payible June 1 1o
sharcholders of record on April 27.

The board of directors also declared

Why Customers Eat Out

All Fost Foods Family 'Atmosphare’
Reason Restaurants Restaurants Restaurants Restaurants
Ccnvenience 37.3 40.7 53.4 16.1
Enjoyment 24 5.9 23.0 46.0
Lock of Time 18.1 9.7 7.8 1.4
Celebration 6.9 3 23 20.2
Traveling 2.4 25 2.9 1.7
Business Meeting 1.7 .9 1.6 28
Shopping 1.7 3.1 1.6 .0
Other/No Response 8.5 6.9 7.4 11.8

Source: Notional Restourant Associalion.

dividend of 62%2¢ on the Class D
preferred stock, payable April 1 to
sharcholders of record on March 16,

Status Spaghetti

Tired of tortellini? Sick of spagheti?
Fed up with fettucine? Next time
you're in Italy, you can munch on
Marille, the first new pasta in more
then 50 years, according to its maker,
Voiello. Following the recent trend ol
transforming ordinary objects—sheets,
sweatshirts, even plain colton under-
ware—into so-called designer goods,
Voicllo hired Giorgetto Giugiaro, who
has designed everything from cars (o
cameras, to re-invent ltely's favorite
food.

Introduced in ltaly last November,
the new pasta looks someihing like a
carpet that's been partly unrolled and
folded over itself. Although one may
think it silly to bring in one of thz
world’s premier industrial designers to
change what [ltalians put oa their
plates, Giugiaro insists that it was a de-
manding task.

“What fascinates me about design-
ing pasta,” G'ugiano lold a reporter
from Europeo magazine, “is the tech-
nical aspect. 1 never would huve agreed
1o design a panettone, where there only
exists o problem of shupe. Instead,
with macaroni, I've found an infinity
of technical problems to solve, suth as
maximizing the pasta-sauce  caatact
surface,”

Naturally,  Voiello's  comoetitors
doubt that the lalan public spends
much time frettiny about their pasta’s
surface area or its creative origins. *Do
you know how much people care that
their pasta be signed by a big de-
signer?" asked Giampalo Slaviero of
Buitoni, one of the largest pusta
makers. “I'll tell you not at all, In this
sector, consumers are very Ued to tra-
dition.”

But us Calvin Klein could atiest,
that's whut people used to say about
blue jeuns.
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Private Label Share Down

A Gallup study commissioned by the
Private Label Manufacturers Associa-
tion indicates that private labels are
considered important to customers with
three or four surveyed stating that they
are a major factor in selecting a super-
market,

On the other hand, the latest report
by Sclling-Areas Marketing, Inc,
(SAMI), for the 12-week period end-
ing November 11, indicates that pri-
vate labels lost some share, and a
SAMI official predicts that with an
improved economy, this trend might
be expected to continue.

What Customers Look For

According to the Gallup survey of
1,104 primary shoppers, customers
looked for fast, accurate checkouts and
low prices when sclecting a super-
market, with 83% rating those factors
as most important,

But, private labels rank close behind
with 73% and 60% respectively, stat-
ing that quality and variety of store
brands is of paramount importance.
Ninety-one percent considered quality
highly important in their decision to
buy a national brand, 80% a store
brand.

These statistics were revealed in a
special news section in Supermarket
News entitled, “Focus on House

k1

o 3R LA Al

Brands." The Private Label Manu-
facturers Association represents 430
companies which manufacture private
label products.

The primary reason for the decrease
in private-label share is the lessening
of inflation, said Allen Miller, SAMI
Vice President, "I believe it is not the
recession of 1979-81, it is the inflation
rate that lead consumers to be very
conscious of pricing.”

Concern for Quality

Ironically, Miller noted, private label
is purchased most heavily by highly ed-
ucated, higher-income consumers who
are less likely to be affected by reces-
sion. “People who can't afford it, don’t
trust its quaolity,” he said, They are
afraid that if they buy a private label
item, their familics may not like it and
they would have to throw it away.

NPA 80th Annual Meeting
Hotel del Coronado
July B-12, 1984

1984 Thomas
Grocery Magazine

Floral department products under
cight new categories and 43 new can-
dy categories highlight the thousands
of changes made in the 1984 Thomas
Grocery Register now available,

The threc-volume annual directory
with 3,500 pages is the industry’s lar-
gest, It has more than 60,000 com-
panics and 174,00 listings. The an-
nual update hos resulted in altering
the status of more than 3,000 firms
who have ecither merged, changed
name, moved or gone out of business.

In addition, almost 40% of the
60,000 firms had changes made in
their listings ranging from new buyers,
officers, number or stores owned or
serviced, to annual sales for chains
and wholesalers; new product lines
sold by brokers; new imports and ex-
ports and new products by manufac-
turers of food and non-food products
os well as by manufucturers of industry
related equipment, supplies and ma-
chinery. More than 400 food manu-
facturers were added,

Business Forecasts
The second annual Food Marketers’
Handbook, a 36-page adjunct to the
directory, includes business forccusts
by spokesman for 12 leading trade
associations, The executives are buoy-

ed by the economic turnarourd i
1983, and they sce their industy ,§
mature and experienced with the i bilz
to work out problems as they and
whether caused by the cconomy, wel
ther or world condition. Busincss i
1984 opened on a high note ond i
is expected to stay on key into (98
The Handbook has increased aff
coverage of trade association convep)
tion dates and locations and carief}
updated Department of Agricultugl
statistics on farm output, prices, coiff
sumer expenditure on food, exponf
and imports, 1
The three volume 1984 Thomii
Grocery Register is $95, includingis
postage and handling. Outside of U
und Canada the price is $135, nir psj§
tage included. The Food Marketen§
Handbook is free to subscribers. Wridg
to Thomas Publishing Co., Dept. H!
One Penn Plaza, New York, M
10119, )

New Book

Antimlcrobials in Foods (Food S
ence Scries, Vol. 10). Edited by Alfref
Larry Branen and P, Michael Davi
son, 1983, 480 pages, bound, ill
traded, $69.75 (Price is 20% hig
outside the U.S. and Canada. Subij
to change without notice),

In this era of the supermarket a
packaged foods, shelf-life and the an:g
microbials used to extend shelf-l&
have become primary concern of fo
Pprocessors. ‘

Antimicroblals in Foods combin}
coverage of compounds currentl;’

.

I

proved as food additives and natiralEg

occurring antimicrobials. Each «
ter, written by prominent nutho itis§
provides the basis for informed e 1l
tion of the risks and benefits of 1sinf
antimicrobials in food sysems, I
With his important resource, fofd
scientists can meet the challenges |0
by the need for safer, more effi cticig
antimicrobials successfully, Now. 353
for the future, Antimicrobials in I cob}
plays a critical role in preventis
spoilage and or polsoning by niceg
organisms in food products.
Readership: Food Chemists, Tov@
cologists, Microbiolopists, Bioches
ists, and Bacteriologiss; Food el
nologists; Pharmacologists, Nutrlio
ists; Quality Control Experts; GO
ernment  Regulatory Officials; %
Graduate-Level Students in Advuncs
Food Microbiology and Food AWH
tives Courses. ;
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ROSSOTT |

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.

MARKETING

SALES PROMOTION

A f | {l A

ADVERTISING
DESIGN AND GRAPHICS
MERCHANDISING
MACHINERY AND EQUIPMENT
PUBLIC RELATIONS

TRADE MARK AND BRAND IDENTITY —
NEW PRODUCTS DEVELOPMENT

i J Y Y

PRODUCT Anp PACKAGE

We have experience in these areas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

harles C, Rossotti, President

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

Established in 1898

Jack E. Rossotti, Vice President

N7




F-"
i
i
4

L7 A

= = i R & 3 -

TR TR O

INTERNATIONAL

MULTIFOODS.




