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of elegande, packages can
varnished /waxed or poly-coat
depending on your individu
product need. Our graphic a
structural designers are al
available to update your pac
age or give it a completely ne
look. The end result is a pas
package that your produ
richly deserv
... A premi
pasta packa
by FOI$Pa

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
fol=

printing, Fold-Pak
guarantees a
CORPORATION

superior package.
For an added touch

Newark, New York 14513/315-331-3200

Englewood Cliffs Sales Office: 110 Charlotte Place, Englewood Cliffs, New Jersey 07631/Phone ﬂw&l-"
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“4E STATE OF THE INDUSTRY e
by Joseph P. Viviano, Chairman of the Board,
at the N.P.A. Winter Meeting
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ington scene.

What is happening at the core of the
matter? The U.S. Trade Representative
has accepted our case. The EC. is
attempting to block approval of the
US.'s victory by the full Subsidies
Code Committee of GATT. Bilateral
talks between thc U.S, and the E.C.
are continuing. Thus far, the E.C. has
offered to reduce its present subsidy
(which it claims is 7.5¢ per Ib.) by
15%, and upped it to 25%. The U.S,
has rejected this offer and made a
counter proposal. There has been no
reply as yet.

The pasta case represents an im-
portant victory for the US.T.R. in its
overall dealing with the E.C. on trade
issues, and our government does not
seem inclined to give up this victory
casily. It is likely that the pasta con-
troversy will be resolved eventually
within the context of a number of
pending agricultural trade issues with
the B.C. if N.P.A. and its members
continue to press for relief.

Where Does Industry Stand?

Where does our pasta industry stand
in the spring of 19847 What were the
Association's major objectives in 1983
and what was our progress? What is
the future of the National Pasta Asso-
ciation?

I'm going to address those questions
as 1 try to summarize for you the state
of our industry as of March 12, 1984,

In 1983, five manufacturers were
sold — including two of the top three
in terms of sales volume. We've had
some busy years in which several mer-
gers were announced — but 1983 was
a world record. The firms who were
sold were Paramount, D'Amico, La
Rosa, Mueller and Ronzoni.

If you were to ask me, 1 would say
without hesitation that certainly there
will be moare, many more, just like
there have been many in the past. We
are even to the point that some manu-
facturers arc being bought and sold a
second time,

Ninetcen eighty-three was probably
one of the most competitive years, if
not the most competilive year, in the
industry's long history. Some major
new plants and additions began opera-
tion. Imports made astonishing share
gains., For most of the manufacturers
in the industry, my guess is that it was
not all that great a year.

Perhaps it is even more accurate 10
say that the world record in acquisi-
tions for our industry last year merely

acknowledges that we indeed have
passed from the consolidation phase
to the super-consolidation phase of the
industry's history.

On July 14, 1982, at the Broadmoor,
I told you thut the future of the Asso-
ciation is at some form of crossroads
brought about by new ownership, new
points of view, new priorities, a na-
tural evolution within the industry.
Even the economy has contributed
to these conditions, That crossroads,
or critical period in our industry's his-
tory, will span several ycars; 1984 cer-
tainly confirmed that.

And the principal characteristic of
this crossroads period is change!

Would you like a quick perspective
on the kind of change involved? In
1948, just about the time when 1 first
was introduced to the National Maca-
roni Manufacturers Association, there
were 250 manufacturer members. To-
day there are 47!

It is going to be cxciting and fun
for the good, disappointing and unsuc-
cessful for the mediocre. It will take
even greater professionalism than any
of the companies in this industry ex-
hibit today to be successful in the pasta
industry of tomorrow. If you doubt
that statement, all you have to do is
look to history — your own history —
the history of your operation, the kind
of progress you had to make to get
where you are today, Would you be
able to operate today with the kind of
systems that you had 10 years ago?

Some of you arc so new to the in-
dustry that you do not have the capa-
city to look very far back on pasta
history. That is simply one additional
observation that underlines the degree
of change in the industry.

Professionalism Needed

If to survive we all must have more
professional pasta manufacturer organ-
izations, what kind of pasta associa-
tion are we going to require? A very
professional National Pasta Associa-
tion. That conclusion requires no
genius, merely simple logic.

As a matter of fact, perhaps it
would make more sense to reverse that
perspective. If we are going to have an
industry full of successful pasta manu-
facturers, then maybe what we need
first is a very professional association.

What is the role of our association
in these critical times? It is to lead, to
direct, to be on the cutting edge of
change.

We've made some  sub taniiy
changes in the N.P.A, over the st few
years, We've moved the office tc Wash.
ington, the nerve center of our | avem.
ment. We've completed a stratej ¢ plan
and are well into implementatic 1. And
we have a number of people. p.abably
more that at any time in the recen
past, working cohesively toward these
objectives.

For those caught up in the day-to-
day turmoil of the pasta business, it s
too casy to lose sight of the single
reason for the nssociation’s existence:
“The National Pasta Association can
do for you what it is impossible for
you to do individually — build con-
simer -acceptance and consumplion,”
In 1983 alone, the association’s prod-
uct promotion program generated 1.6
billion impressions favorable to th
product we sell It is not economic
for you to do that on your own, The
association marshaled the resources of
its membership and focused them
agninst the unfair competition from
imports.

The association also promoles our
products against carbohydrate compe:
tition, provides educational forums for
technical disciplines, resists unwar
ranted intrusion and regulation by gov-
ernment, improves the qualily and
availability of our raw materiols, ad
dresses consumer and governmental i
sues such as nutrition, labeling, pack
aging, ctc., with one strong, unified
voice; provides meaningful statistit
and measurements of the industy’s
impact, importance and progress; &
velops uniform product standarls, and

provides a centralized source o indur- I
try information for governmcit, o g

members, for growers, miller, s
pliers and anyone else. And t/at j
hits the highlights.

Somewhere near the top of he I 8

we should acknowledge that o1 8%
ciation provides a forum, Wh re ¢l
can you meet all your suppli rs o
your competitors in & single tri 7 Th
forum provides the means for ¢ 10f®
to have n meaningful dialoguc on
dustry events and to take app. Jpn
action as a group and as an in.ivi
organization, :
In the critical super-consoiida®
phase of our industry, this assuciatd
is more important to its memburs 1!
and in the future than at any time?
its history. I hope everyone is pere?
tive enough to realize and app

that fact. There is nothing at stake ¢ |

cept the health of your business.
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is a good customer of the airlines
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Is there a connection between airlines and pasta production lines?

There certainly is!

BRAIBANTI has o staff of more than

) Fisdanat

120

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

AT ":. e ios s T Lokt e

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.

i raibanti

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

o
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FOOD SAFETY: SOME POLICY

Remarks Delivered by Dr. Charles M. Benbrook, Executive Director,

ISSUES AND OPTIONS FOR 1384

Board on Agriculture, National Academy of Sciences
in White House Briefing to N.P.A. Board, May 11, 1984

My comments are based primarily
on my expericnces as the staff
director of the Department Operations,
Research, and Foreign Agriculture
Subcommittee of the Housc Committee
on Agriculture, This subcommittee,
fondly known in pesticide rcgulation
circles as the DORFA subcommittee,
exercises legislative and oversight jur-
isdiction over the Federal Insecticide,
Fungicide and Rodenticide Act, or
FIFRA. After working for about three
years with the subcommittee, starting
in 1980, I left the Hill in January to
assume my current position as Excu-
tive Director of the Board on Agricul-
ture within the National Academy of
Scicnces. My remarks reflect my own
thinking, and do not represent the po-
sition or findings of the Board on Agri-
culture or the NAS.

Food safety is indeed a key issue
which belongs on, but will probably
not reach, the political agenda during
this clection year. The underlying is-
sues are generally viewed as too explo-
sive and complex, cven for issue-
oriented candidates. Perhaps this con-
ference will help encourage the major
candidates to share their views with
the public on these matters. Such a
debate would be particularly appro-
priste in '984 because food safety
issues arc caught up in a powerful
stream of events in both the legislative
and executive branches which could
casily culminate in the adoption of
important legislative changes in our
food safety laws. Even if legislation is
not passed, we can expect considerable
change in how these laws arc adminis-
tered, and interpreted by regulatory
agencies.

I predict that there will be a con-
certed cffort to reach agreement on
amendments to food safety laws dur-
ing the first session of the 99th Con-
gress, The likelihood of congressional
action will increase appreciably if some
court ruling undermines or vacates one
or more of the recent, controversial
administrative interpretations of the
Delaney Clause, or other imporiant
provisions of law, Legislation will have
a fighting chance to pass when o ma-

jority of members, including a few
key commitice chairmen, realize that
everyone's interests are best served
by resolving as cflcctively as possible
the widely recognized flaws in existing
laws.

Several people hiave speculated that
the recent flurry of press attention on
the pesticide cthylene dibromide, or
EDB, will lead to a broader and sus-
tained appraisal of food safety issues.
Some people feel such attention is mis-
placed and will only fuel groundless
public anxiety, while others think it's
about time people took these issucs
seriously . Greater public understand-
ing of food safety issucs and options
should, in any event, help galvanize
congressional action, I have detected a
growing s=nse of frustration and con-
cern among protagonists on all the
various sides of the issue which per-
haps could facilitate a less than nor-
mally adversarial evalution toward
compromise. Some people also believe
it is possible that bascball will return
to D.C. this summer.

History is richly endowed with failed
cfforts to amend food safety laws. I
am addressing primarily the Federal
Food, Drug, and Cosmetic Act
(FDCA) and the FIFRA statute, 1
experienced two such failed cycles in
my three years on Capitol Hill even
though a good faith effort was made
by all parties to structure a bipartisan
set of amendments to improve the
FIFRA statute. Everyone recognizes
it is relatively casy to stall controver-
sial legislation. Once every few decades
or so, however, the need for change
becomes so compelling that legislative
activity progresses as if these were no
tomorrow, This happened in 1981 with
the budget and tax cut bills, and in
the carly 1970s with environmental
legislation, I think it is going to hap-
pen soon in the food safety area, re-
sulting in major amendments to both
the FDCA and FIFRA statutes.

The over-riding reality is that the
food safety laws as currently admin-
istered are fraught with inconsistencies,
contradictions, inefficient requirements,
and affronts to common sense. Fash-

ioning creative ways to undermine the
Delancy Clause has become a growth
center within the legal profession. Ad
hoc strategies adopted 1o resolve indi
vidual regulatory dilemmas have pro-
duced over the years a patchwork of
policies. Food additives and pesticides
arc regulated differently according to
when they were first introduced, as f,
like wine, they improve with age. Dil-
ferent classes of compounds are sub-
jected to varying degrees of scrutiny,
and are regulated in accordance with
different standards. Taken together,
this body of law is itsclf a hazard to
public health and is, morcover, in
equitable and inefficient in its impad
on the regulated community.
Someday soon a disgruntled corpe-
ration, or a concerned citizens' group.
or a contradictory set of state regulr
tory actions will force some kind o
hopafully constructive resolution o
the underlying issues. There is a grow
ing sense that the status quo is unstabl
and highly volatile, While food safety
issues are exceedingly complex, bod
scientifically and politically, the over
whelming consensus is that changs
are needed in the laws. 1 agree wid
this view, and believe that all scgments
of society would benefit from 1 cart
fully structured set of amendn :nts ©
the FDCA and FIFRA, I hwve }d
to see, however, any really encc ‘ragny
new approaches that offer a :alisk
hope for compromise and coi senss
Americans are deeply co cemd
about the threat of nuclear w i, &¥
hence nuclear arms control isc ies if
high on everyone's political ag :nds!
would suggest that food safet isse
also belong on the agenda for 1.0y
the same reasons. Our lifestyes u
changing in many ways as we s!cive for
better health and physical fitne:s, Pib
lic concern seems to grow wher: hed!
risks arc involuntary and largely ®
visible, We all also scem particd
sensilive when the risks we encount!
in life could indiscriminately and
denly impact our families and fri
The responsc of some corporale
cials and scientists to these public fe

(Continued on puge 10}
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Test your metal
against our fabric. ™

When you compare Tetko® polyester
dryer helts with standard metal belts,
you'll lind some very important
differences,

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

secondly, these sturdy fabric belts
are reinforced with preshrunk poly-
ester edging. So they can stand more
wear and tear. And keep your produc-
tion line moving longer without
interruptions.

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

Finally, if our comparison hasn't con-
vinced you yet that polyester bels are
superior to conventional metal bels,
maybe you should make one more
comparison: cost. You'll discover that
polyester belts are less expensive to
purchase, install and maintain, One
more good reason to switch from
metal to polyester dryer belts.

To find out more about switching to
Tetko dryer belts made from Swiss pre-
cision woven fabrics, contact your
equipment manufacturer, or Tetko Inc,
420 Saw Mill River Road, Elmsford, NY
10532, (914) 592-5010.

© 1984 Tetko Inc.
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Food Safety

{Continued from poge B)

is that there is no such thing as a zero
risk society. This is true, of course,
but zero risk is clearly desirable, and
is, in fact, the goal endorsed by Con-
gress in several regulatory statutes. In
the cost-benefit, or risk-benefit statutes,
regulatory actions aspiring toward zero
are truncated by economic and other
social concerns, We all recognize that
a zero risk sociely is unattainable, but
reducing and when possible, eliminat-
ing involuntary health risks remains
sound goal whether the risk is posed
by nuclear bombs, excessive reliance
on x-rays, or chemical contaminants in
food.

Four Fallacies, A Lesson,
and an Emerging Issue

1 want to bricfly discuss some of the
basic lessons and fallacies onc cn-
counters in the public discussion of
food safety issues. The cthylene di-
bromide case has substantially raised
the public's understanding of the may
sorts of difliculties the Environmental
Protection Agency (EPA) can en-
counter in carrying out its mandate to
protect the public health. Some peo-
ple predict that the debate instigated
by the EDB case will have a far more
lasting and significant impact on the
public’s health than the elimination of

EDB itsclf from the food supply.

A Lesson. It takes a great deal of
public concern, inevitably brought
about in part because of considcrable
media coverage, to create the political
pressure needed to compel the EPA
to take controversail regulatory ac-
tions. The pressure is needed not be-
cause the EPA is bashful or uncon-
cerned about the envirdnment, but be-
cause the EPA operates within a highly
political arena with a rather limited
capability to overcome entrenched in-
stitutional and political opposition.

Let the record clearly show that
political pressures outside of EPA's
pesticide office were the primary cause
of six plus years' delay in suspending
EDB. Throughout the last decade, in-
voluntary pesticide suspensions and
cancellations have been stubbornly re-
sisted by chemical manufacturers and
some user groups. Furthermore, Con-
gress has periodically punished the
EPA for unpopular actions by building
into the regulatory process new hur-
dles for EPA to pass through or over.
These procedural changes have

10

strengthencd the hand of those within
the Congress and U.S. Department of
Agriculture trying to defend pesticides
against  regulation. Administrator
Ruckelshaus has recently dirccted at-
tention to the time-consuming, formal
procedures governing pesticide suspen-
sions and cancellations. He has sug-
gested that amendments to FIFRA
may be needed to provide the agency
with regulatory options that are more
cflicient and less prone lo political
manipulation,

Fallacy 1. The eagerness of the press
to pursue stories on pesticides and en-
vironmental health hazards will assure
that any important health threat is
thoroughly investigated and acted
upon.

Wrong. The hazards of EDB were
widely known and well documented for
years before regulatory action was
finally taken. There are simply too
many chemicals in the environment,
and too many unsuspected ways they
behave in food, the air, or water to
place too much faith in a diligent press
corps. They can be counted on to oc-
casionally, but not routinely, expose
the foilings of indecisive regulatory
burcaucracies. Furthcrmore, the press
and public simply cannot handle more
than one “chemical of the month.” De-
pending on your point of view, there
are too many chemicals or not enough
months.

Fallacy 2. A pesticide like EDB is
»safe” if scientists can convince EPA
and the rest of us that our health is
not jeopardized by the grapefruit and
pancakes we ate for breakfast this
morning.

The philosophy underlying this state-
ment has been seized upon in recent
years by the EPA whenever it felt
compelled to defend a relatively lax
regulatory decision involving a pesti-
cide known to pose substantial hazards.
This fallacy makes sense on the sur-
face. In a narrowly scientific sense,
statements of this sort are indisputable.
Some people, though, take the point
another crucial step by arguing that
because we will survive breakfast, we
should relax and stop over-reacting to
storics about the presence of chemicals
like EDB in our food.

The problem with this reassuring
train of thought is that people eat all
sorts of foods and are routinely ex-
posed to all sorts of chemicals in food,
air, and water, People afflicated with
chronic discases arc not made beiter

8 ¢ b et 370
or appeased by scientific judgm nts 1o [N - R Ci 4 "'r 2 I 5
| S duruny

the effect that there is only a o! 2 mil.
b4 -~
millen

lion chance that exposure to cl ‘mical
X, ¥, and z caused their illness,
for qll
SCASONS

Indeed, we are beginning to inder.
stand that the development of :ancer
in man is a multi-staged proces: which
is generally brought about by .1 veny
specific combination of factors, We
also arc beginning to appreciate tha
relatively brief exposures to very low
levels of genetically active chemical
like EDB can, if fact, play a critical
role in setting off, or sustaining the de-
velopment of human cancer.

For these reasons, it is a mistake
to judge the advisability of regulatory
actions through a marginalist approach
to the essessment of human healih
risks. Such an approach is scientifically
unsound and conceptually flawed.
When nsked about the additive and
potential synergistic effects of pesti
cides, EPA officials respond that such
effects are not routinely taken into ac-
count in risk assessment, In rare cast
where a study has demonstrated such
interactions, the agency may altemp
to take them into account, althoughi
does not have a policy or scientiic
guidelines on how this should be don.

Many of the pesticides and oth
chemicals to which we are ex
every day are closely related, and an
known to cause comparable types d
biological responses. I think carefd
systematic attention should be pva
1o the implications of this shoricomis}
in the way EPA and FDA characte:
izes the risks posed by chemical
food. When asked what can and sh
be done to address the addit vity d
chemical contaminants, EPA  ficilh
generally contend that such a -oul
appraisal would be too cost /
that they are having cnough 'rou
acting on known hazards as il
with specific pesticides, Most o! sened
would agree with at least the 1 st p
of the agency's response.

Fallacy 3. Tt does not make enss 3,
regulate a chemical like EDI if 3y
available, registered alternaties o
also hazardous.

In a provocative editorial or Mlﬂf
14, 1984, entitled “Cancer, Cancth
the Wall Street Journal raiscd 4
tions about the EPA’s precipitous ¥
tions to suspend EDB in light of ¥
finding that methyl bromide, an '
native to EDB for many uses, M8/

(Continued on page 14)
THE MAcARONI JO




fEke didehias et e’y STalf BF Hae i aigied Al SV A0+ 2T T AR A T BT S P e 3
e i S A SRR L B ik d B i i Siiad it Bl e S g L A 2 St E e e b & t
— 3 bt Mt ¥ W i L

L ai b i L b e ek e T

THIS BULK INGREDIENT SYSTEM . |

PAYS FORITSELF “f7. 30
IN FLOURCOSTSALONE. “““=-= |
| AN TmATSUUSTTEERROWDN.. *sim |

e | i

N6J. <o |

Besides whal you'll save by buying flour In bulk,
you'll eliminate handling labor, the cost of bag dis-
posal, sanilation, and prevent waste due lo spillage
or ingredient contamination. B.E.S." minimum space
storage systems lel you make more produclive use
of valuable in-plant space.

TOTAL AUTOMATION AT MINIMUM COST.

A B.E.S. bulk systam can move your ingredienis
from delivery 1o prdcessing ai the touch of a bul-
ton—and for less than you're currently spending to
buy flour by the bag. Even if you use only 250 bags
ol flour a week, a custom-designed bulk sysiem can
pay for lisell based on what you'll save on flour costs
alone.

WE'RE FOOD INDUSTRY EXPERTS.

M B.E.S,, we understand the specialized needs of
the food Industry, We know the specific properties of
fiour, sugar and other ingredients, and wilh our more
than 20 years’ experience designing highly reliable,
cost-effactive systems sized properly for each indi-
vidual application, you are assured of many years of
trouble-free operalion,

/,

NATIONWIDE INSTALLATIONS. 2
B.E.S. bulk Ingredient systems are designed and f‘? AR
manufactured to meet the most exacling standards, Gl Loo.oD
and are BISSC approved. B.E.S. stands behind each

system with expert installation, nalionwide service, (28 2l

and a full inventory of spare parts. That's why we're 4 [ Yg

the choice of bakers and food processors through- o’

out the United States. Ac, 60 9

Ve &

CALL FOR A FREE COST ANALYSIS. 3l A

Find out how easy I is 1o save money with a bulk

ingredient system from B.E.S.

Call (914) 937-2065.

Start saving money tuday.

* ame amay voeeTl

-

B.E.S. MATERIAL HANDLING SYSTEMS

Main Office and Plant
420 Wost Stiest

Port Chester, NY 10573
(614) 837.2085

Md-Allantic Sales Ottce
215 Fourth Street
Dallasiown, PA 17313
(117) 24B-3442

Mdwes! Sales Office

One Commerce Square Park
23200 Chagrin Boulevard
Cieveland, OH 44122
(216) 184.4422

g g A 5

e

e T ot

N T

uine it

T T e




Food Safety

(Continued from page 10}

an oncogen cven more potent than
EDL. The Wall Street Journal is clearly
not nlone in focussing attention on
the regulatory status of methyl bro-
mide. This widely used compound is
registered for many of the same
troublesome post-harvest fumigation
uses as EDB, and has recently been
found in citrus pulp following fumiga-
tion. Less is known about the presence
of methyl bromide in the food supply
because it has not yet been subjected
to the sort of intensive monitoring
carried out recently on EDB, If serious
doubts are raised about methyl bro-
mide, the impact on the agricultural
industry and public health could be
much greater than we have just ex-
perienced with EDB. In California in
1982, some 7.9 pounds of methyl bro-
mide were used for every pound of
EDB. To further complicate matters,
other registered alternatives for EDB
and methyl bromide are also thought
to pose substantial, but in most cases,
poorly characterized health hazards.

So what's a regulatory agency to do?
The FIFRA statute is clear. The
agency is mandated to regulate pesti-
cides, to reduce. hazards if risks out-
weigh benefits. It is not against the
law, or somehow inconsistent with the
statute for EPA to regulate two or
more chemicals registered for the same
use. Indeed, the basic philosophy of
the statute is to foster safer methods
of pest control by regulating exces-
sively haozardous pesticides, thereby
creating new commercial opportunitics.
These opportunities, in turn, are sup-
posed to act as incentives to private
industry to conduct research aimed at
developing safer alternative pesticides
and pest control technologies. While
the theory is sound, the execution is
flawed. As long as the EPA takes
seven years to regulate an EDB, only
to restart the clock again for methyl
bromide, and so on, the incentive to
innovate through investments in prod-
uet development is hollow and not very
compelling.

It is almost impossible to altend a
meeting on some aspect of agricultural
policy without hearing that the inge-
nuity and productivity of U.S. agricul-
ture is the envy of the world. Still,
nearly every major pesticide regulatory
action taken during the last decade has
been resisted through warnings of crop
failure and massive economic losses,

Fortunately, 1 know of no case where
these warnings came to pass. It is also
worth noting that recent applications
of genetic engincering research tech-
niques to crop and animal health pro-
tection needs are beginning to offer
real promise for major practical break-
throughs. With new scientific possi-
bilitics on the horizon and burdensome
surpluses handing over most major
commodity markets, this would seem
the best of times to re-cvaluate the as-
sumptions that are used in estimating
the benefits side of the pesticide regu-
latory equation.

Fallacy 4. The EDB case is unique
and exceptional.

Wrong. It is important to recognize
that there are several dozen older pesti-
cides in wide usc that are likely to raise
the same types of human health con-
cerns as EDB once EPA gets around
to thoroughly evaluating their safety
with modern scientific methods. 1
would expect that only a few, perhaps
up to a dozen, will raise such serious
and widespread concerns as EDB, Still,
it is unfortunate that EPA has not yet
required pesticide registrants to fill the
gaps in the toxicological databasc on
dozens of older chemicals. Since a
chronic fecding study takes some four
years to design, conduct, and evaluate,
there will be scveral years delay in
completing the review of these older
products. Indeed, the leisurely pace at
which EPA has approached the task of
filling data gaps has been one of the
most significant, recurrent topics of
criticism heard in congressional hear-
ings on the pesticide program. You can
not re-evaluate, or reregister, or regu-
late an older pesticide without data.
Hence, the pace of the data-callin pro-
gram determines how quickly the EPA
can complete its review of older pesti-
cides. While clearly an oversimplifica-
tion, it can be said that older pesticides
are innocent until proven guilty, while
newer pesticides are guilty until proven
innocent.

In a March 23, 1984 Wall Street
Journal article, a Pillsbury Company
executive said, “We fully expect that
behind EDB there will be a number of
other chemicals and pesticides that will
get serious publi~ attention.” Another
company official said, “The worst thing
that can happen in this industry is to
have somecone question the safety of
your products.” The article concludes
with a less than resounding endorse-
ment of our food safety laws and regu-

latory programs, “(Concem o\ r proj
uct safety) is why Pillsbury : ientisy
are studying all the chemicals ' ¢ com.
pany uses, It used to rely on federa
approval in choosing pestici s, bu
now ‘we've got to be know edgefu
enough to make our own jud mens'
says one of the scientists.”

There are likely to be mure, na
fewer cases like EDB. In addition, th
types of chronic and acute health ha
ards raising serious concerns are like)
to include other diseases in uddition
to cancer, Many scientists are partice
larly concerned about the potential for
pesticides, food additives, and som
natural food contaminants 1o caue
allergic reactions, or subtle behaviord
and learning difficultics in children, The
science needed to evaluate these cor
cerns is not well defined, but is rapidy
evolving.

An Emerging Issue. The contaminr
tion of groundwater resources wil
pesticides is not a new, nor cven nects
sarily a growing problem. It has bet
going on for decades, The big changt
has been in our diligence in monitoriy
groundwater for the presence of pet
cides. As federal and state monitoriy
cfforts expand, the human health cor
sequences of groundwater contamint
tion will come into better focus. A

this occurs, EPA and/or the Congresiig

will have to determine what actions &
appropriate to prevent or control (i
dissipation of pesticides into grount
walter.

Several critical policy issue- el
to the protection of groundw ster ¥t
on the policy agenda. Chic ame
the issues is whether the EPA ill, %!
matter of policy, sanction the rese®
of pesticides in groundwater | / estab
lishing talerances for pesticide in P
able water. There is also con der®
uncertainty over how EPA il da
with some of the more wi spie
cases of groundwater contal inau®
cspecially those involving j i

areas where a series of pestici ¢s b

found their way into drinkir : Wi}

The central valley of Califo nia ¥
Hawaii have, as an exampli. h}
great deal of trouble with soil injec
nematicides reaching ground.at¢t
sources. Administrator Ruckel
suggested to the DOFRA subcom®
tee last fall that the agency may 5%
day have to adopt generic st
cancellations in cases where E
termines no currently available pf

(Continued on poge 18
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*Over 35 years of worldwide experience

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

® Trouble-free silo discharge—
e ‘iclent, quiet, Turbo-Segment
D scharge Cones for any size silo.

® D st-free Conveying Systems—
@' iclent utilization of both vacuum
al d pressure conveying with large
fi-ers and dust-free design
th.oughout.

LY, 1984

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

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

® Regrind systems—complete stor-

PRSI T 1

age, grinding and feeding systems

for regrind.

® Experienced engineering staff. If
you are building a new plant or
modernizing an existing one, put

our staff of experts to work for you.

AZO Inc.

RPO. Box 181070
Memphis, TN 38118
(901) 794-9480
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(Continued from page 14)

can be used without posing an unrea-
sonable risk of groundwater contami-
nation. EPA policy on these matters is
very much in flux at this time, and will
until after the election.

Food Safety P I nd
aetyopalui:’y ssues a

If 1 were asked to moderate a de-
bate on food safety issues in Scptem-
ber between President Reagan and the
Democratic nomince, 1 would include
questions about legislative priorities
and the Delaney Clause. I would ask
gbout plans for regulatory reform ini-
tiatives, and for a review of the types
of changes needed in federal cancer
policy. 1 think it would also be im-
portant to ask about budgetary com-
mitments to carry out the often costly
science that underlies sound regulatory
decision-making. The philosophy of
each candidate regarding the proper
role and responsibility of the federal
government in assuring that our food
is safe would also be worth examining.

I would ask each cand:date if he will
support the Administrator of EPA and
the Commissioner of FDA when they
determine that unpopular regulatory
pctions must be taken to protect the
public health, 1 would follow up by
asking what the President will do in
response to congressional reaction in
opposition to contentious actions.

1 would ask how human health risks
should be balanced against the eco-
nomic impacts brought about by regu-
lation. 1 would ask for the candidates’
view on liability issues in an attempt to
get at basic attitudes about who should
bear the cost of compensating the vic-
tims of past exposures to chemicals. 1
would ask for opinions regarding the
job the EPA has done in the last four
years in preventing futurc environ-
mental crises, in contrast to dealing
with the chemical-of-the-mouth crisis,

1 would ask President Reagan if he
believes that the public’s trust in the
integrity of EFA has been restored. 1
would ask the Democratic nominee
what his administration would do dif-
ferently in running the EPA, with a
special focus on acid rain, hazardous
wastes, groundwater protection, and
the pesticide program, 1 would usk
President Reagan if he believes the
regulatory reform agenda during the
second term will be a langthy one, and
if so, what the priority initiatives will
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be. I would ask the Democratic nomi-
ness how he will avoid, if clected, an-
other disruptive swing in the regulatory
pendulwn. 1t could prove to be an
interesting debate that would, in all
likelihood, be carefully watched by the
publit.

1 stated ecarlier my belief that
changes in our basic food safety laws
are needed and probably incvitable,
perhaps as early as the first session of
the next Congress. The key to break-
ing the legistative log-jam is for all the
protaganists to recognize that the law
simply is not working adequately, As
a result, socicty is necdlessly sub-
jected to both excessive health risks
and regulatory costs.

The Delaney Clause works in a rela-
tively straight-forward, cflicient fashion
when applied to most new additives
and pesticides, yct has absolutely no
impact whatsoever on the majority of
older products initially registered be-
fore 1958, Likewise, the Delaney
Clause does not have any retroactive
impact on new or old chemicals when
they are tested after food additive
tolerances have been initially approved.
This large group of products includes
dozens of major pesticide ingredients
tested by Industrial Bio-Test labora-
tories during the late 1960s and early
1970s. This laboratory produced a
series of ncgative cancer blo-assays
which later were found to be invalid
and scientifically fraudulent. Even so,
the studies served the important pur-
pose of getting these products into
widespread commercial use without
any hitches from the Delaney Clause.
Almost ten years after the IBT scan-
dal broke, EPA finally took action last
summer to assure that new studies will
be done on the chemicals tested by IBT
that remain on the market. Four or five
years down the road, a new genera-
tion of regulatory dilemmas will
emerge il some of these new studics
produce marked increases in the health
risks associated with these pesticides.

There is also growing recognition
that the Delaney Clause creates a sub-
tle, but important regulatory catch-22,
especially as it applies to the establish-
ment of pesticide residue tolerances
under section 409 of the FDCA. The
EPA is authorized to suspend an old
chemical like EDB if the risks asso-
ciated with its continued use oulweigh
the benefits, taking into account the
availability of other control alterna-
tives. Yet, many promising new pesti-
cides that are unequivocally safer and

more efficacious than older | oduc
like EDB are denied toleranc s, ang
hence registration because of 1e D
laney Clause. Accordingly, EF \ fink
itsell unable to cancel some of 1/ ¢ mor
nasty older products, even in te face
of disturbing new dala, becau:¢ ther
are no available alternatives. As ,
result, our laws are actually prohibi.
ing regulatory actions that would lea
to unequivocal improvements in public
health,

Resolving this regulatory cutch-2
will be no simple matter. There an
many special cases and a great deal of
scientific uncertainty. Any changes in
the laws will be cxploited to the ful
cxtend possible by concerned consti-
tuencies, exposing the FDA and EPA
to major new administrative and judi
cial pressures, These pressures, in tum,
can divert considerable amounts of re-
sources from the basic mission of the
agencies. If the changes are poorly d&-
fincd and purposefully somewhat oper-
ended, I predict that there will bea
series of extremely contentious, pro-
tracted regulatory battles that could
substantially alter our current food
safety policies.

In terms of legislative solutions, |
believe that little progress will be por
sible as long as the debate over amend
ments to the food safety laws focuss
primarily on the definition of an x-
ceptable, or unacceptable level of rik
Even il a general quantitative agres
ment could be reached on an accep
able level of risk, the science and at
of quantitative risk assessmer’ is 0
sufficiently advanced to apply such 1
standard without an inordinatc 1moun!
of dcbate over analytic meth ds !
cancer policy principles. We 1 ight

B

ing such absolute standards w | eluk

us for many years, if not deca s. Rualty : sting. Whenever necessary, Lyle

Another strategy to overce ne
problem deserves some thoug! . If
ence and politics are too mu dled ¥
establish a level of risk which i accef*
able or “insignificant”, perl.ips *
could instead structure regulat ry s
tegies bascd on the more nariow
of reducing risks below the levels 5
ciated with current chemical use p*
tems. One such strategy might invo™
an exception to the Delancy Cla¥
whereby the usc of a relatively lessP*
tent carcinogen would be permif
but only contingent upon the elimin
tion through regulatory action '0“_’.’
other, more hizardous carcindf
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Mixing/Extrusion Panal:
Wastern Globe; John Curry, C. F. Mueller;
Norman Abreo, Nationol Food Products.

Bert ﬁnnun.

Finished Product Testing Panel: Bill Kwe,
Golden Grain; Tom Haos, Pillsbury; Frank
Chan, Gooch Fods,

TE Uy

el
Raw Maeterial Ponal: Zizi Gibes, C, F, Madd
ler; Den Wendt, Pillsbury; Joa Dick, Nemy

Dakota University; Ken Crane, Notised

Food Products,

Plant Operations Seminar

A record number of participants
converged in Boston in early April to
participate in the three-day explora-
tion into the question of “manufactur-
ing quality into pasta.” More than
125 exccutives from the pasta industry
were repistered at the meeting held
at the Hyatt Regency Cambridge in
Boston,

“Spaghettiville USA” Welcomes
Pasta Manufacturers

Joseph Pallegtino grests group ot lunch.

Working groups held round-table diwcussions,

7 4~ By
Moster of Ceremonies Al Katskee with Seminar Chalrman Marco
Bonne,

The state-of-the-art Prince manu-
facwring facility in nearby Lowell,
Massachusetts was ready for a
thorough inspection by participants. It
was obvious that Prince employces
spent @ lot of time and effort preparing
for the visit. The plant was a showcase
of modern pasta making technology,
and the spirit of the employee group
who operate the facility demonstrated
the real heart and soul of the opera-
tion by their warm reception and will-
ing response to questions.

Following an extensive tour of the
pasta manufacturing facility, the group
was treated to a special luncheon in
the famous Prince Grotto Restaurant.
Then side trips were taken to the Prince
Packaying and Prince Enginecring Di-
vision followed by a tour of the new
durum il

At mill in Ayer, Massachusetts,
durun heat will be brought in by unit
trains -ade up of 60 1o 80 cars or
6,000 8,000 tons und will unload at
the ra  of 660 tons per hour. There

Juy, 1984

Bill Viviano, Joe Lichtenberg, Joseph P. Pellegrine.

arc |l grain storage tanks 120 feet
high that will hold up 1o 12,000 tons
of wheat. The production capability
will be 600,000 pounds of semolina
per 24 hours. The mill is expected to
open sometime this summer.

Alan Pascale, Vice President and
General Manager of the San Giorgio-
Skinner Omaha plant, gave a market-
ing overview and challenged each pro-
duction executive to examine their
method of achieving the final goal—
quality pasta,

Four panels of industry experts were
cach given an hour and a half to ex-
amine how production and marketing
goals relate and depend on cach other.
There was a raw material, mixing/
extrusion, drying and finished product
testing panel. That program took the
entire day and sparked lively discus-
sions continuing late into the after-
noon. The program was capped off
with & seminar by noted management

consultant Dr. Steve Falken, “Under-
standing and Managing Change.”

“The Committec was gratified that
there was such a high degree of inter-
est in the seminar and was even more
encouraged by the active participation
of those who were present. This is the
third consccutive year of increased at-
tendance at these seminars and demon-
states the need and value of a good
cducational exchange of industry ex-
ccutives,” said Marco Bonne, C. F.
Mueller / Best  Foods, Committee
Chairman. The Commiltee responsi-
ble for the seminar includes, Marco
Bonne, C. F. Mucller Best Foods;
Charles Hoskins, Hoskins Company;
Richard Gioia, Givia Macaroni; Al
Katskee, Microdry Corporation; Ken
Kwiat, San Giorgio-Skinner; William
Ogburn, Delmonico Foods; Richard
Reilly, Thomas J. Lipton; Jerome Tu-
jugue, National Foods Products; Curl
Tully, The Pillsbury Company; and
John William, Western Globe Prod-
ucls.

e KA e L




s (Aot e ki st S vt 4o il s ot diag bl il alii s et LI S LT Y e e G

N SRR

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

That's why you can count on
Peavey and ConAgra — Ameri-
ca’s largest supplier of quality
Semolina and other fine durum
producls.

s Flour Milling Company
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Goals vs Production Goals

by Alan Pascale, V.P. Planning — General Manager, Omaha,
San Giorgio-Skinner, Inc,, at the N.P.A. Plant Seminar

Alan Pascale

Whal I will not be talking about are
the technicalities of pasta pro-
What I will be talking about are all
of those things which impact upon the
technicalities of producing pasta.

Not the how—But the why.

What I hope to do for you this
morning is to paint a broad picture—
a backdrop for today's technical dis-
cussions—so that all of us can under-
stand more clearly where plant man-
agement fits in this broad picture, in
an industry rampant in change.

I'll be talking abont—
® Production vs. Marketing.

® How they relate to each other—
or don't relate,

® What the most important element
is in our businesses.

@ The vast metamorphosis, the big
change, taking place in our indus-
try and how it affects you in plant
management—whether you real-
ize it or not.

® How you measure quality. What
is it? Everybody talks about it,
says they want it—but what is the
precise definition of Quality?

e And finally—once you know the

exact quality you want to produce,
how do you go about getting it in
your plant?

Imagine the following four separate
scenes back home in your plant, Put
yourself in the familiar role:

® The Marketing Vice President is
terribly upset with the service
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level and is berating the shipping
manager and plant manager.

® The plant manager complains to
Sales and Marketing that the case
sales forecast compared to ac-
tual is either too high or too low
—by a damn long shot—and how
is anybody supposed to know
how much to make of what, and
how much inventory is needed.

® The Director of Sales is deliver-
ing a Royal chewing-out of the
production people because the
first shipment to the big new cus-
tomer contained primarily delayed
checked product—or maybe the
color is lousy.

® The production people want to
know what you expect when lead
time is hall what we need and
demand this month has not only
exceeded forecast, but capacity.

Does any of that sound familiar?

If it doesn't, this must be your
maiden year in the pasta business,

At San Giorgio-Skinner, the Her-
shey Pasta Division, we certainly have
had discussions of that general nature.
I'm surc you have too—more than
once,

Yes, sometimes there is a wall be-
tween the plant and the office, or pro-
duction and sales. It's pretty common.
Sometimes you find little dialogue—
and less love.

Certainly it is not limited to the
pasta business. It cuts across most in-
dustries,

I know that many of you have spent
your entire careers in the pasta indus-
try, and very possibly most or all or it
on the plant side.

My own career does not fall neatly
into a narrow track. During and after
graduation from college I was a news
editor in the newspaper business, Be-
lieve me, it, too, has a history of the
production side vs. ‘he news and ad-
vertising side.

For the next 14 years, I was with a
large advertising sgency and was ex-
posed to mary industries. 1 observed
varying versions of the eternal argu-
ment between production and sales.

For example, in the insurance business
there is friction betwcen the under
writers who essentially “manufucture”
the policy, and the salesmen, who
must sell the product while duncing
around the limiting clauses, excep.
tions and deductibles. The salesmen
sometimes feel their interests cross
those of the claim adjusters, who in
turn have to content with the poor
risks the salesmen have sold in the
first place,

Sometimes we focus on the issues
of Contention between production and
sales to such degree that we lose sight
of two important facts:

®The divergence of these disciplines
is inescapable. Even morc impor-
tant is fact No. 2:

® They are completely useless with-
out each other,

That scems so self-evident. And ya
we so seldom take the time to reflect
on it, But today is the kind of occa-
sion that is very appropriate for just
such reflections.

I've been in the pasta busincss for
20 years—in charge of marketing, ad-
vertising, sales. From there 1 moved
up to planning and development.

During most of those 20 ycar:, when
I participated in those discussicns b
tween plant vs, marketing, I was ipeak
ing from the marketing-sales p- silion.
Mickey Skinner was running th plant
muct of that time,

Mickey was named President of the
Herchey Pasta Division—San C orgic
Omaha he said, “By the way. Alan
we're going to need someone to i tht
plant—and that's you."”

1 said, “Mickey—what did 1 « verdo
to you?"

Now the truth is I really «d ndt
say that, although ever so bricly
thought flashed through my mind, ¢
dently the result of surprise smothenift
cmotion,

And he said, “Alan, you'll do a fi¥
job—and besides, think of the oppo”
tunity it gives you to see how it feels®
the other side of the fence.” d
Skinner—late last year, Before he I

1 don't think he means it—but ¥
says it often.
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v truth, 1 already knew how it felt
ont ¢ other side of the fence—at least
10a legree,

1 ave retained my planning respon-
sibil y for our Division and I still di-
rect Il military sales for the Division.
So 1w, incidentally, I'm occupying
both side of the Fence—plant man-
sgemient  and  sales—simultaneously,
Consequently, I can sit in my office
dlone and have some dandy arguments
with myself,

With planning, for a number of
years 1 have been forced to mount a
ladder that straddles the fence and to
consider both disciplines, to assure that
the two sides work in concert and to-
wards a common objective,

The Common Objective

That is really the starting point—the
common objective,

Production and sales, despite the dif-
ficulty of working harmoniously be-
cause of the conflicts inherent in their
roles, mect as an indivisible onc—as
asingle unit—at the point of purchase,
when the consumer selects th eproduct,

One of the first things 1 did as a
new Manufacturing Vice President last
December was to solicit from the man-
agers in the plant their written views on
afew key questions. 1 was interested
in their attitudes and orientation.

Two of the questions were:

® Who or what is the most import-
lant element in our business?

® Who is the one above all others
who determines your job sccurity
—-whether you have a job to
come to each day?

The 2nlightened answer to both of
! jucstions is: The consumer,
Witho  the consumer, and without the
fonswr :r buying your product, you
have 1 ) job, whether production or
sales,

The : may be marketing goals and
Produc on goals, but in the end they
ue on and the same: To satisfy the
Custom, r,

I ywr orientation is to win the
Igumeat mgainst sales because it is
your :gainst them—you ore dead
\’mng!

Il your marketing and sales people
e concerned primarily with winning
Iainst you or shaming the plant be-
fause il's against you—they are dead
Wrong!

Your urgument and sales' argument
=il there is to be one—ls against the
Onsumer, not with .tach other, be-

Jury, 1984

cause she is going to decide who is
really right or wrong,

The next time you are in a confron-
tation like that, with marketing and
sales, try to sce if the consumer has a
position—and if she does, that's your
main concern,

What Does the End User Want?

What does the end user want?

Let’s recognize first that we have
hwo customers or end users: The trade
and the consumer.

The consumer: That's a gas-
powered, computer-driven bundle of
prejudice and resentment,

The trade: That's a collective noun
referring to the buying agent for the
bundle of prejudice,

Those descriptions were offered to
me by a highly intelligent, very suc-
cessful marketing man [ admire, who
obviously observes with a jaundiced,
but nonetheless experienced eye, With-
in a certain frame of reference, | pretty
much accept those definitions.

You do have to sell to the trade, the
buying agent is price sensitive,

Pasta as a category is typificd by:

A. High brand loyalty and/or brand
awareness.

B. Low consumer involvement.

As a result, gencrally a competitor
cannot take your consumer from you,
but you can lose your consumer with
an extended period of poor quality.

Perhaps you've heard the terms
“Production-oricnted Company" and
“Marketing - oriented Company.”
Which kind of company do you think
you work for? What do those terms
imply to you?

I supposc people have their own
versions of what those terms mean, but
essentiolly they imply the orientation
or the direction or the type of organi-
zation u company adopts for its opera-
tion. It has to do with the type of de-
cisions and thought processes that a
company makes and uses,

A production-oriented company is
thinking in terms of how to facilitate
the production process . . . how to do
something easicr, cheaper, faster, sim-
pler—with less trouble or hassle for
the plant—so that costs are low and
efficiency is high. Then management
turns to sales and says: “Here, this is
what we've got, thiz wonderful prod-
uct. Now, go out and sell it,”

Sounds great, doesn't it?

It's sounding better and better to me
every week as | become more and

more involved in the intricacies of
plant management. And anyway, isn't
that the same as being a low-cost pro-
ducer, which should be the goal of
every red-blooded plant in America?
No, it Is not necessarily the same as
being a low-cost producer. And de-
spite my responsibilities in plant man-
agement, | personally don't think |
would want to work for a so-called
production-oricnted company,

What, then, is a marketing-oriented
company? Let me explain it this way:

A marketing-oriented company ad-
dresses the more essential, the more
critical questions, and addresses them
first. The first question is not: How can
we do it simpler or eusire for us—or
even cheaper. The first question is:

"What does the consumer want?"

Once a company fecls it has an-
swered that question, then it organizes
its entire operation so as to give the
consumer what she wants, to filling
those consumer needs ps perceived by
the company.

That's a far more intelligent ap-
proach for the long term, because if
you don't give the consumer what she
wants, she'll buy somebody clse’s
spaghetti that does satisfy her wants,
and in the end you might be out of
business.

There is a major difference between
a production-oriented company and a
marketing-oriented company that may
be difticult even for the people in a
given business to see or understand.
But it is there. And the chances of
long-term growth and success are
strongly in favor of the marketing-
oriented company.,

The Historical Perspeciive

This might be a good place to stop
for & moment and consider what is
happening in this industry of ours,
Very definitely, it relates to this sub-
ject. The ground I am about to cover
in the next few minutes was taken from
one of our Strategic Plans from the
mid-1970's. Most of what it said many
years ago has come to pass, more will,
And it describes exactly what is hap-
pening to us all today—and tomorrow.

“There has been and will continue
lo be remarkable change in the in-
dustry. A great number of acquisi-
tions, und change in many other re-
specls.

“Why?
(Continued on page 26)
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All that meat
and no potatoes

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

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

Mo nutritionists have been urging us to cut
do 1 on our intake of fats and protein and
inc1se our intake of foods with complex

@ hydrates.

B. hich carbohydrates we eat make a
di*  ence in insulin release.

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

MPasta (made with semolinai, on the other
hand. qualified for the "good group.” a
finding that astonished many. Pasta
produces a flat reading on glucose levels and
insulin release

We have nothing against the good ol potato
The fact is. we enjoy potatoes. And we don't
suggest totally replacing the potato with
pasta. We just suggest thatit's a good idea to
vary our diet  like meat and pasta a couple
of times a week

Why not suggest this non-lattening idea to

Iy

your customers?

Pastas — let’s tell it like it Is.

A

L

4550 W 109th Street, Shawnee M

ission. KS 66211 & 1 913 381 7400

ADM also supplies quality shortening, corn sweeteners,
CO,, soy proteins, dough conditioners and vital wheat gluten
for the baking Industry.




Marketing vs. Production
(Continued from page 23)

“The industry is overpopulated and
the total pie is divided into numerous
small pieces; no one player has as
much as a 20% share nationally. All
brands are regional in character. That
makes entry into the category easier,
since there is no dominant national
brand. Most importantly, the pasta in-
dustry has grown at a much more rapid
rate than dry grocery-food products in
general,”

I'm going to interrupt this review of
the Plan for a quick statistical update:

In the last seven years alone, pasta
tonnage has increased 12.4%—more
than triple the 4% growth rate of all
dry grocery-food categories as a group.
Now, returning again to the mid-1970’s
Plan description of coming change in
the industry:

“Since major food firms are finding
it difficult to grow in o relatively flat
overall grocery market, they are scarch-
ing for those categories that do have
growth, and then entering the cate-
gories, usually by merger.

“The industry is comprised of
family-owned firms including many
witth ownership concerned with retire-
ment of its principals and succession
of management.

With larger firms 1o become domi-
nant, changes in the following arcas
are foreseen:

“Sophistication — Large grocery

manufacturers bring with them more
sophisticated marketing techniques and
larger sales and marketing staffs than
this industry has ever seen.
. .“Geographic expansion — As the
major firms vie for planned expansion
and growth, smaller, under-staffed un-
sophisticated, under-financed  pasta
manufacturers are going to fall out or
be acquired more rapidly.

“Advertising — The percent of ad-
vertising dollars to sales never has
been high in the pasta industry. With
the major manufacturers moving in
and with their significant purchasing
power and leverage in media dollars,
this will change.

“Distribution — As pasta manufac-
turers become a part of a larger gro-
cery organization, the possibility exists
that integrated shipments with the par-
ent and the use of corporate distribu-
tion centers could change the com-
parative  distribution-cost-differential
among existing competitors in many
markets. Certainly more than in the
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past, fiefdoms will not be left to the
regional lord,

“Finance — The large organizations
coming into the industry operate with
far more zeroes on each line of their
P & L than we are used to with family
companies. Although there are many
places for this money to go, it is safe
1o say that dollars available for growth
and expansion will be significantly
greater.

“Industry composition — Domi-
nated by family-owned companies for
the many decades of its existence, the
industry in the 1980’ will have a com-
pletely cifferent look. The driving
forces will be major food giants sensi-
tive to stockholder pressure for ac-
celerated, stair-step earnings growth.

“ROI — There will be more enlight-
ened pricing due to greater emphasis
on ROL This will be a distinct con-
trast to the days when, at least in some
family-owned pasta firms, a comfort-
able living for the owners may have
been the top priority.

“National Brands — As the indus-
try had been structured, a truly na-
tional macaroni brand might have been
impossible, unlikely, or at least a very,
very long time away. This now appears
simply a question of time, Small busi-
ness has a diminishing role and impact
on the National scene. The sophisti-
cation and strength required on a na-
tional level are not resources possessed
by what have been the industry's aver-
age members,

*Competition — Thus, in the 1980's
we are likely to see not just more com-
petition—but more aggressive com-
petition. The result will be the falling-
out of additional smaller brands, con-
tinued mergers or sales, accelerated de-
population of the industry . . . the
large becoming larger and the small,
smaller. A simple survival of the
fittest.”

That was several years ago—and
it's all coming true. De-population? In
fact, the industry high point was about
250 manufacturer members. Today,
there are about 47 members in this
association.

With all of these changes, it is a
foregone conclusion that plant man-
agement and plant operations will have
to become more sophisticated, more
professional, more customer sensitive.

Tomorrow, your entirc seminar pro-
gram will be on the subject of
“change.”" 1 suggest we all listen care-
fully!

Marketing Orientation

Has the industry been movi g to.
wards marketing orientation? Y u be
it has, Rapidly!

General Foods, CPC, Coca Cola,
Borden, Hershey and others, Thow
names are pretty good synonyis for
marketing sophistication.

How does a marketing-onented
company determine what the consumer
wants? Primarily with research, I
Talks to consumers and observes their
patterns and draws conclusions from
this data.

This is not the time nor place fora
major discussion of market research,
but, to fill in some of the shadows,
the techniques that are used include
surveys, questionnaires, concept tests,
user surveys, test marketing, focus
groups, and so on, They also include
a continuous and exhaustive study of
consumer transactions—what are they
buying, and what are they not buying?
SAMI, A. C. Niclsen, company sales
records and other sources provide tell-
ing information.

Between the soft data of opinion and
concept research, and the hard data of
sales and economic trends, A markel-
ing-oriented company that is good will
have a sound idea of what the con
sumer wants,

This research not only helps deter-
mine what the consumer wanis in
pasta, it helps form the basis for mar-
keting and sales strategies, advertising
platforms, promotion plans and -
tritional education programs to i
crease consumption. Also to duvelop
new products, identify new markets.

I'm certainly not suggestin . thal
companics are either at this end of iht
scale, production-oriented, or Il the
way to the other end, fully mar etin:
oriented. 1L is simply easiest to d scrit
them at those extremes. All co pany
decisions are made somewhere « 1 tha
scale, between those poles, m | [
quently balances must be stru k be
tween marketing and productio .

The point is, you are oriented in thi

direction — marketing — as n orke” |

ing represents the cosnumer, ard Y&
slide away from that far end whed
your P & L, practicality or some msjo
consideration forces you awey.
you know your objective, and yo¥'
thought processes and your devisions
lead you in that direction,

Why? Not because sales wants §o
to, or marketing says that's the way !

(Continued on poge 28)
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“IF YOU

WANT A PRETTY
PAINTED MACHINE,
GO TO THE

SMITHSONIAN.

IF YOU

CALL

&u (poge 14000
C&MA%:‘J NPT

N 00
‘l% So0

WANT A STAINLESS
| STEEL FOOD MACHINE,
GO TO DEMACO.”

DEMACO FOR
ANSWERS.
(212) 963-6000

pemaco

A YITAL LINK IN THE FOOD CHAIN
DEFRANCISCI MACHINE CORP, 260 WYALLABOUT STREET, BROOKLYN, N.Y, 11206 TWX: 710.584.244%
WESTERN REP.: Hosking Co., Box F, Libertyville, 1L 60048 — (312) 362.1011
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Marketing vs. Production
{Continued from page 26)

has to be, but because you know that's
what the consumer wants — what she
will buy vs. what she will not buy.

What the consumer gets is within
the control of the plant!

1 certainly would interject a caution
at this point that is highly important:
Be sure of what the consumer wants!
If the consumer wants it to the extent
that it affects her buying decision, then
the company probably should want it.
But if you as a member of plant man-
agement seriously question that the is-
sue before you is an important or nec-
essary consumer want, then you should
debate marketing as to its necessity.

Marketing and sales are not always
correct. This is a statement I make
to this group . . . without the slightest
fear of contradiction!

Once again, production and sales
have one common goal: To satisfy the
consumer to the point that she will buy
the product you sell—not once, but
over and over,

What does it take to satisfy the con-
sumer with a pasta product? What does
she want? There has been uite a bit of
research conducted on this subject.

I'm going to citc some of it now.
You have to decide whether it is valid
or not. The balance of the day your
job in the panel sessions is to “back
up"” those consumer “wants™ into your
plant — mentally — and determine
how all of the things you do in the
plant affect the qualities research says
the consumer wanis.

Here are fifteen descriptive ideas
about pasta products. Which of these
ideas do you think are most important
to consumers?

(1) Spaghetti that tastes as good us
it looks — rich and delicious

(2) Spaghetti that you can under-
cook or overcook and it's still
just right

(3) The spaghetti that doesn’t get
sticky—even il you can’t scrve
it right away

(4) The quick-cooking spaghetti

(5) Wholc wheat spaghetti—a de-
licious taste and nutritious too

(6) Spaghetti made with eggs—like
your favoritc noodle

(7) Spaghetti made from a blend of
quality wheats instead of a single
wheat

(8) High protein spaghetti — almost
a meal by itsell
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(9) The low-calorie spaghetti — eat

as much as you like

(10) The less starchy spaghetti

(11) 20% more spaghetti per box at
the same price as your favorite
brand

(12) The light and tender spaghetti

(13) Short spaghetti that you can eat
with a fork without rolling it up

14) The firm spaghetti

15) Spaghetti with a golden color

Compare your answers with the re-
sults that come from an actual con-
sumer concept test. You will note there
are some significant differences be-
tween what you think consumers want
and what this particular research re-
ports that consumers said they want.

You listed what you felt were the
consumer's top 2 choices. As a group,
you said “Tastc is first”; “Not sticky
is second”; *undercook/overcook is
third"; “Firm is fourth”; “Color is
fifth.”

You were not asked about macaroni;
consumers were, Note that their re-
sponse is quite a bit diffcrent than for
spaghetti.

Ideas Like Very Best
(Top 2)
Base: 200 Users Each Product
Spaghetti Macaroni

Not Sticks 36.0% 21.0%
Taste Delicious 27.5 27.5
High Protein 18.0 17.0
20% More 18.0 14.5
Undercook/

QOvercook 16.5 20.0
Less Starchy 14.0 14.0
Low Calorie 14.0 15.5
Made with Eggs 12.5 15.5
Light/Tender 9.0 13.5
Whole Wheat 8.0 8.5
Quick Cooking 7.0 10.5
Firm 6.0 7.5
Blend of Wheats 6.0 6.5
Short/Miniature 45 5.5
Golden Color 3.0 30

200.0% 200.0%

This test is not the only one ever
administered to the purchasers of pasta
products. But it is one valid test that is
workable and usable for today's dis-
cussions. Certainly the attributes listed
are a core group of things the con-
sumer wants, to varying degrees, and
can form the basis of your discus-
sions today,

The Plani's Response
The consumer says she does not
want her pasta to be sticky.

t
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What contributes to a pasta prod.
uct being sticky or not sticky’ The
raw material? Auger speed and ratjp?
Dough temperature? Moisture cop.
tent? Drying? Regrind?

Is taste a function of raw materal
formula, or is it influenced by entain
manufacturing techniques?

What decisions in plant management
affect your ability to provide u prod-
uct that is in fact “less starchy?”

If she wants golden color, what
docs that say about raw muterial,
vacuum on the press, drying, the kind
of die you use?

Is firmness a function strictly of
gluten or protein content?

What are the things you do in your
plant that determine whether your end
product performs well if it is somewhat
overcooked or undercooked?

If you are aware that the consumer
will respond very favorably to a pro-
motional concept of a “20% more”
offer that requires troublesome pack-
aging, warchousing and shipping adap-
tations to implement, what is your
attitude?

These are the kinds of discussions
your should be having in your meeting
with the panel groups today. How do
any or all of these factors—and other
factors beyond those 15 — that impact
on the consumer buying decisions,
affect:

® Raw Malterials

® Mixing & Extrusion

® Drying

® Finished Product Testing

As you move into your pan:l dis
cussions, remember the starting point
For production as well as mai :eting;
remember the common objecti 2 the
consumer,

It is for her you make this | ‘odud
—uot for youl

What does she want?

How do you give it to her? /

What the consumer gets is ithin
the control of the plant! .

What do you do in your plant and it
plant management to assure thit Yo%
product is what the consumer wants

I'm kind of anxious to find cut!

Sympathy to the
Ballas Family

Janice Lee Ballas, wife of Leona®
Ballas, Ballas Egg Products Compa®
of Zanesville, Ohio, died May 16. T
Baollas' are long time friends
members of the NPA.
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P ita! Today's All-American
wort for fun. A powerhouse of
nut: tion in all shapes and sizes.
Hlﬁl in energy-producing carbo-
hyd: \tes. Lower in calories than
many popular weight-control
foods. A reliable source of iron
and hard-to-get B-complex
vitamins. Pasta! Elegant enough
for gourmet tastes.

America
1S getting

Light enough for America’s new
fitness generations. Pasta! Made
best from Amber Mills Venezia
No. 1 Semolina, Imperia Durum
Granular or Crestal Fancy Durum
Patent Flour. Make sure your
pasta products are as fit as the
crowds they feed. Shape ‘'em up
with Amber’s pasta performing
ingredients.

into shapes.

Ll

Ac =0 i

®
R 4
AMBERMILLING

Mills at Rush City, Minn—
General Oflices at St. Paul, Minn,
55165/Phone (612) 641-3796

/do.00

7,7:-’—0

/ Z1,.{e

2%

2 il
£ J

2 IJJB

& )

j
:
t
¢

SEa T e b s TS

N e R TR T o

A e s




The Why’s and Wherefore of Pasta

by Lois Terry, Quality Assurance
Department, Good Foods, Inc.

As in any food plant we pretest all
of our ingredients for salmonella,
coliforms, ¢. coli, molds, etc, we also
take our end product one step further,
we test everything toward their end
use, We manufacture various types of
products in our plant, retail, food scr-
vice and industrial. Flour and cgg in-
gredients are purchased from other
sources. The largest volume of ingre-
dients used in Semolina and durum
flour, milled from Hard Durum Wheat.
There are some special flours pur-
chased for specific products i.e.; Gov-
ernment macaroni and spaghstti which
have their own specifications.

Pasta is a natural product, it docs
not contain any seasonings, coloring
agents or preservatives. For a pasta
product to be called a noodle it has
to contain at least 5%2% egg solids.
1f a pasta product contains any egg, it
has to state it on the package some-
where.

Daily Samples

The first thing we do every morning
is to go into the plant and pull samples
from all packaging machines, we then
test them for each individual package
direction. In the dry and cooked state,
we check for eye appeal, product color
and shape, in the cooked state we also
check for firmness, mushyness, taste
and water color. The firmness and
mushyness is tested by picking up the
product feeling and pulling on it to
test for the texture, the taste is tested
by actually cating some of the cooked
product. If he color of the water is
cloudy, we know the gluten is coming
out and the product will not hold up to
our high standards. The types of tests
we do are: (1) Consumer level, pack-
age directions; (2) Institutional, con-
tinuous cooking; (3) Canning process,
boiling so many minutes, chilling with
cold water, and recooking, re-creating
the retort process.

We never use salt in our quality
assurance testing, we want to taste the
actual product, we feel salt could cover
up a flavor in case something has hap-
pened after the initial testing of the
ingredients. We keep daily quality as-
surance reports on everything we fest,
on thesc sheets we write down the
actual date, the line the product was
produced on, the bin number it was
packed from, the type of product, the
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company's name it was packed for and
their recommended cooking time, The
reason we keep all this information is
becanse we pack for several different
companics, even with all the testing we
do, we know there is a chance that
something could happen to the product
after it lcaves our warchouse, If the
end user sends us the entire package,
we can take the code date, go back to
our quality assurance sheets, flour
sheets, etc., very easily. We also do a
lot of visual testing in the plant, after
the product is dried and at the time of
packing.

We look for pre-dryer spots and
what we call “checking.” Pre-dryer
spots show up as white spots on the
product and will not affect the cooking
quality. “Checking” is little cracks or
lines, when this product is cooked, the
product will split where ever there is
a crack., The nice thing about pasta
products is, if we do have a problem,
we can normally grind it back into
flour and send it back through the
system. At the time of testing, if we
have a problem, the first thing we do
is re-test the product to make sure we
didn't make a mistake. If the results
are the same we put a hold on the
product, until we find out if we have a
problem with the whole bin or is it
just a small portion of the bin.

Plant Tours

We do give tours in our pasta plant,
they see the manufacturing, drying
and packaging of pasta, Then we take
them to the Martha Gooch Test Kit-
chen, where we sit down und discuss
and answer qucstions on pasta, Some
of the things we bring out are: (1)
What is the correct area to store pasta;
We recommend storing pasta in the
lower cupboards away from any appli-

ances that produce heat or huniidity;
(2) What do you do if you hive 3
problem with pasta; Regardliss of
who's or what the product is, :lways
send in the entire package, so the com.
pany can get the code date. The code
date allbws the company to check back
into their records and also see how old
the product is.

We also do a lot of consumer pro-
grams, going out to schools and ex.
tension groups. We show them the dif-
ferent types of pasta, explain what typ:
of flour each is made from and ex-
plan why they cook up differently, We
explain that cooking directions on all
packages, regardless whether it is pasta
or frozen dinners, are extremely im-
portant, as the old saying goes, “If all
else fails, turn the package over and
read the directions.”

We are trying to teach the consumer
through advertising and recipes that
pasta has a real nutritional value. Pasta
is being recommended in a lot of die
programs today, After cating pasta you
feel full, the fullness stays with you
and you do not fecl the urge to stan
nibbling on sweets. A lot of people do
not realize there are less calories ina
cup of pasta than there is in a cup of
yogurt, A lot of people eat yogur
for lunch, however it does nol hast
that satisfying full feeling you get from
cating pasta.

The difference between the hol
and cold macaroni is that when maca-
roni is prepared in a salad, it has dress-
ing or liquid around it, the macaron
will continue to expand, as it ¢ :pands
the volume of the product in reass
and the caloric count goes down.
There are a couple of spaghet.i dits
out where you eat spaghetti eve y day.
You not only lose weight, you ¢ ¢ well
lose fat and retain muscle tissuc Pastd
is also very low in sodium. 1 er ¥
less than 5 mg of sodium in . mac®
roni product and 16 mg of so. umin
a noodle product,

Pasta Yogurt
{Serving 1 Cup) {Serving 1 Cupl
Macaroni Hot 155 Calorles 260 calorics
Macaroni Cold 117 calories 260 calories

Macaroni and Cheese
Noodles (Egg)

Spaghettl, Tomato Sauce
and Cheese

Spaghetti, Tomato Sauce
and Meatballs

Hot 288 calories
Hot 200 calories
Spaghetti Hot 155 Calories

Hot 190 calories

Hot 258 calories

260 calories
260 calories
260 calories

260 calories

260 calories
THE MACARONI Joumst
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DRYI

Wh_en talk about pasta production turns to
drying temperature, no one talks alike.

Some talk about low temperature. Some
talk high temperature. Some even higher
temperatures. And some talk microwave.

At Buhler-Miag, we only talk about the right
way to produce top-grade quality pasta on
high performance equipment. We talk about
energy-efficient designs that produce
drying temperatt.: 2s as high as necessary,
not as high as possible.

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

@

(BUHLER-MIAG)

P.O. Box 9497, Minneapolis, MN 55440 (612) 545-1401
59 Curlew Drlve, Toronto, CANADA M3A2P8 (416) 445-6910
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Electricity: A Powerful Friend

by Jeanie K. Irwin,

Loss Prevention Consultant,
Michigan Mutual Insurance Co.

Electricity is everywhere. Our homes
and work areas arc interlaced with it
as a source of convenience and power
for our tools and for the products we
manufacture, 1t's such a familiar part
of our daily lives, however, that we
tend to forget what lethal potential it
has.

Wise use of electricity in a controlled
environment reduces the possibility of
accidents, Careful planning and timely
inspection to continually analyze, test
and maintain all equipment is an im-
portant practice.

However, even when the most asser-
tive maintenance program is carried
out and the best safety precautions are
taken, humans are subject to a mar-
gin of error and accidents can occur,
Thercfore it is important that all of
us have some basic knowledge of elec-
tricity so that we may respond to an
emergency, should one arise,

Electricity is an encrgy force that
flows along electrical conductors.
Water, most metals, wet ground, and
even human beings, are conductors of
clectricity.

Electric current may flow from a
wire to an clectrical device. Thus,
when a person touches or is touched
by an exposed wire, the current can
flow through his body into the ground,

Perhaps you or someone you know
has expericnced a mild shock while
using clectricity at home or on the
job. Unfortunately most people forget
the incident without determining the
cause.

Very little current is required for
clectrocution. At 1/100 amperage (10
milliampers) the average male loses
muscular control and cannot free him-
self from the apparatus delivering the
shock. As little as 5/100 ampecrage
(50 milliamperes) may produce ven-
tricular fibrillation (rapid irregular
contractions of the heart muscles),
which can result in death. At 100 mil-
liamperes, which is less current than it
takes to ring a doorbell, death is al-
most certain,

To respond to an accident in which
someone has received an clectric
shock, carefully follow your company's
written safety policy. If none is avail-
able, one should be developed and

32

orientation provided to all departments.
A good safety policy should include
the following points:

® Identify the power source and
shut it off — if you know the correct
technique for doing so.

e Call for help.

® Note the time the accident ac-

curred.

@ If you have been able to identify
the power source and have successfully
shut it off, go to the injured person and
cvaluate the extent of injury.

® If you determine upon examina-
tion that the person has suffered car-
dinc arrest (you can determine this
by checking for the absence of the
carotid pulse), and if you are trained
in cardio-pulmonary resuscitation,
move the victim to a flat hard surface
and initiate CPR.

® If you are not trained in CPR,
do not attempt it!

® Move onlookers away from the
area so that they will avoid injury,
and the area will be clear for others
to work.

Each person hus a responsibility to
bs continually alert for safety hazards
and to report them as they are cn-
countercd. Assess the work area fre-
quently for faulty equipment or equip-
ment that is showing signs of wear,

Electrical or power supply cords can
pose serious hazards. To avoid tripping
und falling hazards and possible dam-
age to the cords, they should be care-
fully placed away from aisleways and
out of trafficked arcas in the work-
place. Defective cords should never
be used.

It is necessary to remember the fol-
lowing principles when handling elec-
tric cords in and around work stations:

® The cords should never be pulled
or dragged over sharp objects or tools,
They should never be pinched in any
way which could damage cord insula-
tion and create a safety hazard.

® When cord insulation is damaged,
the cord may no longer be water-
resistant, Therefore, the insulation
could absorb moisture which would
short-circuit the mechanism or cause
excessive current leakage to the
ground.

@ Exposed wires can shock u worker
who contacts them,

® Power supply cords shoule neyey
be wound tightly around the enc sure
of oppliances, tools, or lamp: This
practico could damage insulatiin and
break conductor strands at the point
where the cord is bent sharply.

@ Electric cords and fittings should
be inspected regularly, They should be
wiped clean and examined for small
breaks, abrasions and defects in theis
jackets.

® Don't spill solvents on cords.
Some solvents can be damaging.

® Asscmbly, repair and meainte.
nance of electrical equipment should
only be done by qualified authorized
personnel. Immediate reporting of
wom cquipment will expedite its main-
tenance or replacement,

@ Before using electrical equipment,
make sure your feet and hands are dry.

® If you receive a shock from a
piece of clectrical equipment, stop
using it and have it checked before
using it again.

Electricity is a force that is meaat
to work for you. Take proper safely
precautions whenever you use it. Do
not hesitate to report even the smallest
incidents to your supervisor, Your
alertness could be rewarded by spar-
ing yourself or a fellow employe
physical injury.- Remember the Iethal‘.
potential of electricity, and handle
with care,

Bryan R. Gibbs

Bryan R. Gibbs joined ‘ereboi
Limited in 1963 as a salesman and by
1968, had been appointed tI M
aging Director of Sharwood a1 | Com
pany Limited, Cerebos's gourr :1 food
company.

After the takeover of Cer 205 by
RHM, Bryan held appointmen : in ¥
Food Service Division, ultim: .'Iy_b-‘-
coming Managing Director of 1 ¢ Food
Service Company, and was t.¢n o
pointed Managing Director © RHY
Foods, the company which ha: dles3)
of RHM's grocery products.

In January of 1984, Bryan was 3
pointed President and CEO of RHY
Holdings (USA) Inc., which inclu:lﬂ
RHM Macaroni, Inc,, The Red Wil
Company, Inc., and Indian Summet
Inc.

Bryan is marricd aad has w0 chir
dren,
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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 s»s

PACKAGING MACHINERY FOR THE
PASTA INDUSTRY SINCE 1843

SALVATORE & ALESSANDRO DI CECCO
EXCLUSIVE NORTH AMERICAN SALES AGENTS
103 Bayview Ridge, Willowdale, Ontario M2L 1E3, Caonada
Tel. (416) 441-3093, Telex 06-986-963
Alternate Telephone No. (416) 898-1911

i, £3.00

ULy, 1984

33

T




EUROPE REVISITED I
Spring 1984

M. Lundes ond Bob Green

Marseille is the great seaport ol
France, the preatest on the Mediter-
rancan. Ui also o Lrge manulacturing
center and home of Rivone & Carret,
largest pasta producer i France with
facilities here and near Pans

Ihe Marseille plant managed by
Engincer  Robert  Fitoussi - employvs
ahout 300 workers in the plant and
30 i adonmistration. They hase 20
silos for the storige ob risw materal
cach holding 20 1wons

Most of the pasta s pached under
the Rivocea label They do some pr-
vate label as well as making baby fowd
ol tapioca and sugar and cous cous
sold 1o the North African trade

Masr Landes, also an engineer.
showed us through this fine establish-
ment.

In Milun

In Milian we hid a0 pleasant visi
with Cesare Vallett, Chanrman of Do,
Ing. M., Go Braibanu & Coo o the eve-
ning he ook us 1o the imous restan-

Bob Green presented Rolex
Corparation, Milan,
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watch by Cesore Vullﬂ;i,

rant Savim m the Gallerna and pre-
sented Fran sath a0 Gueer searl and
me with o Rolex watch “lor services
1o the industry”

In reviewing plans for nest Sprine’s
vsit o the TPACK-IMA Show
AMilan, he proposed o visit o ther
press manubactunng tacihies at Rover-
ctin, en route o Meniee

Braibanti sells about . third ot the
pasta manufacturing equipmient i the
world market

In Padova

About an hoor and hall west ot
Venwe v Galliera Veneta in the
provinee of Padovi—the home of Othi-
cime Meccamiche Pavan S.p.AL Pavin
wits established by brothers Mano and
Nicooan 1948 Nico was kalled meoan
amtomobile acendent aosvear ago

Tnnovative pasta praducers they im-
provad equpment and went into the

Bmiba;ﬂi
page 13.}

Rafoel ond Mercedes

They hae o
panded their honzons woanclude cquis

manutacturing of 1l
ment for makmye broakbost coree
pellets. and snechs ma company (el
\Mapimpianti.

o006

Sales Manager Marco Manzin s
wave an eveellent presentation
NoPAL Wanter Meetimg, was il
\ll\hk’ll'} o Moseow, His osoorety
Rosanna Amati and sales manaoer
northern Europe Pietro Mo
showed us the Pavan facilities

A sits o Brabant and Pavar s,
as Buhler Brothers m Uzwil, = e
Land nest Spring after the 1PAC
Shew m Milan will be very edt
W pasta plant personnel 1
L nited States

Hospitahy will be warm o 2
cious. We owoere senved lune
Pavan's Club facihines for e aihe

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

n page 3¢
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the durum people
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NORTH DAKOTA MILL

Cerand Forks North Dikota =20

Costellvi of Barcelono, (Sce Jurc ™
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Offices of Pavan, Galliera Venste,

and visiling customers, We remarked
how we enjoyed the vegetable sauce
of the macaroni. Rosanna Amati gave
us the recipe:

Vegetable Sauce for Macaroni
180 grams green and black olives
100 grams onions
300 grams pecled tomatoes

50 grams olive oil and butter

In a sauce pan heat olive oil and
butter. Brown the chopped onions slir-
ring frequently. Stone the olives and
cut them into thinly sliced pieces,
Then, add them to the sauce together
with the tomatoes and salt to taste.

Cook the sauce on low heat for a
half an hour.

For added flavor: a pinch of parsley
and a chopped red pepper.

Makes four servings.

The Great International
Pasta and Noodle Recipe
Contest

The ldeal Macaroni Company and
The Weiss Noodle Company, both
headquartered in the greater Cleve-
land arca are jointly sponsoring the
Great International Pasta and Noodle
Recipe Contest,

Two Grand Prize winners will each
receive an all expense paid vacation
for two to the Culinary Capitals of
Europe via TWA, the number one air-
line across the Atlantac.

Additionally, twenty finalists will
cach receive $100 in free groceries and
the top 500 cntrants will each win a
Pasta and Noodle Cooker. And in the
contest, everyone is i winner! All who
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enter will receive a packet of valuable
coupons and offers worth over $5.00.

The twenty finalists will vie for the
two European Vacations in a head to
head cook-off to be held at the Cuya-
hoga County Fair in Berea, Ohio, the
week of August 6, 1984, Winners will
be announced ot the fair on Sunday,
August 12, A schedule of cook-off
times will be available at the fair and
the public is invited to visit the Recipe
Contest Tent and watch the cook-off.

To enter the contest, a recipe that
uses any Weiss and Ideal product as a
main ingredient and an official entry
bland or facsimile must be mailed to
“Recipe Contest” P.O. Box 39670,
Sclon, Ohio 44139, The contest ends
June 15, 1984,

Recipe blanks and complete contest
rules are printed on Ideal Macaroni
and Weiss Noodle and Soup packages.
Many grocery stores will also have
available printed entry blanks,

The contest is being publicized via
30 second T.V. spots, 60 second radio
spots and newspaper ads during April,
May and June.

For further details, contact Mike
Syntax, Syntax Advertising Agency,
4652 Warrensville Road, Cleveland,
Ohio 44128 (216) 662-2282.

Lipton Packaging

The packaging for Lipton's “Noodles
& Sauce” and its new “Rice & Sauce”
lines of instant dinners is process
printed in seven colors with a high
gloss varnish and is designed to with-
stand considerable abuse.

Made by Rexham's Flexible Pack-
aging Division, its rugged construction
is an important feature, particularly
for the puckuging of the dehydrated

Valorio Sanglovanni, Bob Groen and Pistre Menfardial,

%
oSANITATION e QUALITY CONTROL £ "0
o[ EPENDABLE PERFORMANCE ¢ ECONOMY

HERE’'S HOW TO MEET “““”
MANY OF YOUR
PROCESSING PRIORITIES.

Efficient processing of pasta items
including both free and non-free flowing
products takes special care, speclal
equipment. Food Engineering Corporation L5
offers you top quality processing amd unilormity of product
machines and systems to meet the needs mvﬁn‘;;l,r;lmhﬂ‘
of your most challenging applications. fﬁ%n;mm; i

h high lemperature
drying.

: i

noodles, which are sharp, hard, abn-
sive and prone to puncture the package.
The tough structure means not only
product integrity throughout the man.
ufacturing, distribution and merchan
dising cycle, but extended shelf-life a
well. Moreover, the high-qualiy
graphics provide effective point-ol
purchase appcal.

Rexham's Flexible Packaging Divi
sion specializes in converting films
foils, papers and resins into precision
printed, laminated and coated mk
terials for consumer, health care ad
technical applications.

For morc information on the Divk
sion’s product line, write to: Hunta
Phillips, Markets Manager, Reshin
Corporation, Flexible Packaging Div
sion, P.O. Box 35068, Charlott,
NC 28235; or telephone toll free (800)
438-5915. In North Carolina: (704)
371-5826.

High Temperature
Climate Controlled
Dryers

Full climate control of
circulating air at dry bulb

lemperatures up to 200°F
lor greater aner

Ourcomplete line of short goods dryers,
coolers, belt storage systems, bin storage
syslems, spiral let-down chutes, sanitary
belt conveyors, screw conveyors, vibratory
conveyors, and product spreaders includes
features that assure you of sanitary,
trouble-free product handling, smooth
operation and dependable service life.
Food Englneering Corporation equipment
Isyour best buy, by all performance
standards,

Belt Storage Systems
Conlinuous accumulation of
product from one of more
processing lines with
greater line yieids, unilorm
ucl discharge rates.

Wl product in is first

producl out. Single B-hour

chaging shifl on 24
Rouiday fine.

Vibratory Conveyors
Dynamically balanced for
smooth oparation, low
Many sues
and amangemenis available
inclading 8'xeading of feed
systems, also muliple
gates for distribution (o
vanous locations.

—

TE! .US YOUR PROCESSING NEEDS!
Foc ! Engineering Corporation can

res; »nd with equipment and system

8sug estions to answer your needs for

pric: and performance. Free literature

Witl lull details of equipment operation
anc 'lustrations avallable upon request.
Cal. sr write today!

PHONE: (612) 559-5200

Food Engineering
Corporation

Food Engincering Corporatic 1, 276
Niagara Lane, Minneapolis, Minnt
sota 55441, Phone (612) 5 3-5200
Manufacture, assemble and - :rvice
standard line of short goo.s pa!
processing equipment, incluc ng 41
ers, coolers, vibratory conve; o,
storage systems, continuous L2t stor
age and accumulating system., vibe*
tory distribution and conveying ¥
tems to packaging, and other rel
cquipment. Also suppliers of dnt®
accumulating systems, vibratory &
veyors and other processing machi®
and equipment from many other foo!
industries. Mr. Ralph D, Burgess, -
President. Mr, Donald Lyman,
Technicul Manager.

THE MAcARON! Jour

The new headquarters of Food Engineeting Corporalion leature 50,000 sq
ft I with adj 9. test lab

and sdminisirative ofices.

FOOD ENGINEERING CORPORATION
2765 NIAGARA LANE ¢ MINNEAPOLIS, MINNESOTA 55441
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Planting Completed

Planting of spring wheat and durum
was virtually completed, and emer-
gence was slightly above the year-ago
pace and the five-year average by the
end of May, While moisture was gen-
crally plentiful during the final days
of seeding, strong winds subsequently
caused considerably drying. Topsoil
moisture in North Dakota was rated
80% short or very short; two weeks
back it had been mostly adequate to
surplus.

Quarterly Durum Report

The Crop Reporting Board on Feb-
ruary 1, 1984 reported that growers
intend to plant 3.85 million acres of
durum wheat in the spring of 1984,
If realized the planted acreage will be
up 50 percent from last year's 2.57
million acres, but would be 11 percent
less than the 1982 sceded acres. In-
tended plantings in North Dakota, the
primary durum State, are vp 48 per-
cent from 1983,

Stocks

Durum wheat stored in all positions
on April 1, 1984 totaled 125 million
bushels (3.39 million metric tons),
down 24 percent from the 1983's rec-
ord high 164 million bushels (4.47
million metric tons) and 6 percent less
than April 1, 1982, Farm stocks of
89.3 million bushels (2.43 million
metric tons) were 31 percent below
the 130 million bushels (3.54 million
metric tons) on hand April 1, 1983,
Off-farm stocks at 35.2 million bushels
959 thousand metric tons) were up 4
percent from April 1 a year ago. Dis-
appearance indicated during January-
March 1984 quarter stands at 8.53 mil-
lion bushels (232 thousand metric
tons), down 66 percent from the 25.0
million bushels (681 thousand metric
tons) recorded during the same period
in 1983,

Exports

U.S. durum wheat exports during
the June-March 1983-1984 period
totaled 51.1 million bushels compared
to 35.5 million bushels during the
same period a year ago, an increase of
15.6 million bushels. The largest im-
porters were Algeria, Chile, France,
Italy, Netherlands, Poland, Tunisia and
Venczuela taking 25.1 million bushels
which accounted for well over one-
half of the durum wheat exports.
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Duluth/Superior

Exports of durum wheat out of
Duluth/Superior since the opening of
the shipping season through May 7,
1984 totaled 2.6 million bushels in
comparison to 7.8 million bushels one
year ago, a decrease of 5.2 million.
Stocks of durum wheat at the twin
ports as of May 17, 1984 totaled
6.494,000 bushels compared to 4,051 ,-
000 one year ago. The stagnant de-
mand for terminal quality durum con-
tinued as inventorics remained burden-
some.

Canadian Situation

According to Canadian Statistics,
based on March 1984 findings, Cana-
dian farmers intend to increase acreage
by 700,000 acres and if intentions are
carricd out, prairie farmers will plant
4,200,000 acres compared with 3,500,-
000 grown in 1983, The visible supply
of Canadian durum is licensed storage
and in transit on April 25, 1984,
amounted to 857.3 thousand metric
tons, 213.3 thousand greater than last
year's figure of 744.0. Canadian ex-
ports in June-March 1983-1984 per-
iod amounted to 1.9 million metric
tons compared with 2.1 million one
year ago, a decrease of 213.1 thousand.

Wheat Industry Council
Officers Elected

The Wheat Industry Council Board
of Directors elected five of its members
to serve as its officers and Executive
Committec for 1984 at the Council's
Annual meeting May 17 in Washing-
ton, D.C.

Lauren H. Batty, president of ITT
Continental Baking Company, Dye,
N.Y., new serves as Council Chairman.
Batty, an end-product manufacturer,
formerly held the Vice-Chairman posi-
tion.

In the Vice-Chairman position is
Vivian J, Thuesen, Thuesen is a wheat
producer from Dagmar, Montana,

Philip W. Orth, president of the
Philip Orth Company, Oak Creek,
Wisconsin, fills the position of Council
Treasurer. Orth is a processor repre-
sentative on the Council's Board of
Directors.

Reclected as Council Secretary is
Alice H. Perkins. Perkins, a consumer
representative on the Board of Direc-
tors from the American Dietetic Asso-
ciation, is a nutrition consultant based
in Western Springs, Hlinois.

Reelected as Member-At-L irge i
Paul A. Vermylen, presidcat, A
Zerega's Sons, Inc,, Fair Lav ., New
Jersey, Vermylen is an end-roduy
manufacturer.

Immediate past Chairman R ymond
L. Davis, n wheat producer fr. m Dig,
Nebraska, serves on the E.ccutiv
Committec as an ex officio mcinber,

Durum Growers
Association President

Jerry Thuesen, Reserve, Monlam,
was named President of the US
Durum Growers Association at a re
cent board reorganizational meeting.
Thuesen succeeds the late Monroe
Scheflo, who passed away in April.

Scheflo’s contributions to agricul
ture, the wheat industry and cspecially
to the U.S. Durum Growers, will lony
be remembered,” Thucsen said.

“All of us on the board and men
bership at large hope to continue Ih
tradition of service established by Mon,
roc,” he said.

Thuesen has been a member on the
U.S. Durum Growers Board for cigh
years and has served as vice presidest
for two years.

He has been a member of the Mot
tana Growers Association for nix
years. He and his wife, Nancy, operalt
a farm where durum is the main crop|
They have three children: Steven, I7,
David, 14; and Laurel, 7.

Bil. Oustad, Manfred, North Dr
kota, was elected vice-president a
DuWayne Tessmann, Goodrich, Nodd
Dakota, rcelected secretary-t-casurt!

Dan Schaefer, Glenburn, w:s namt
to represent the U.S, Durum Srows
as an ex-officlo member of t" ¢ Not
Dakota Wheat Commission.

New directors named at t: ¢ sprit
annual meeting include John “tice
Maddock, North Dakota; Da
gard, Makoti, North Dakota.

Retiring board members inclu
Robert Campbell, Garrison, North D¥
kota and Dan Schaefer. R:maioi
board members are Herb Olscn, L34
don; L. A. Braunagel, Devils
Eugene Nicholas, Cando; Lyie
Kloten; Charles Lindseth, Silva;
rence Scheresky, Des Lact P
Neshem, Stanley; and Don JTH
Britton, South Dakota, Membe®%
services are based at R, 1 Box
Goodrich, North Dakota 58444.
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FOOD EXTRUSION DIES
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Immediate Service

Unquestionable Reliability

« Finest Workmanship

« Extreme Accuracy

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

Cull or write now for personal attention to your requirenients.

D.MaLbaR! & Sons. IncC.

557 THIRD AVE. BROOKLYN, N.Y.,, US.A, 11215
Telephone: (212) 499.3555
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Egg Outlook

Egg Production To Remain Below
Last Year

During January-March 1984, egg
production was down 2 percent from
the 1,433 million dozen produced in
first-quarter 1983, The decline resulted
from a smaller number of layers dur-
ing most of the period and a reduced
rate of lay from last year. Strong egg
prices encouraged producers to try
to increase production, Since the only
course open was to hold back old hens,
the rate of lay declined both because
the hens were older and because of the
colder winter this year. Egg produc-
tion would have been even lower had
there not been an cxtra day due to
leap year.

Layer numbers on April 1 were 1
percent above last year and are ex-
pected to stay near a year ago until
fourth-quarter: 1984, The hatch of re-
placement layers has been below year-
carlier levels until recently. During
first-quarter 1984, replacement pullets
were down 14 percent from 1983
levels. In the second quarter, replace-
ments wi!' be down 4 percent from
1983, hut third-quarter replacements
will b2 up almost 2 percent, However,
the larg number of older hens that
may be sold as additional replacements
become available are expected to cause
egg production to remain below last
year until the fourth quarter.

Egg Prices To Weaken

During first-quarter 1984, prices of
cartoned Grade A large eggs delivered
store-door in New York averaged
$1.03 per dozen, up sharply from 66
cents last year. Prices were strong be-
cause of the strong general economy
and reduced supplies of eggs, especially
in the beginning of the quarter when
cold weather and avian influenza re-
duced output,

Prices for eggs remained strong in
carly April as traders anticipated addi-
tional movement for Easter. With in-
creased employment, more eggs were
expected to be necded, but supplics
likely were near last year or a little be-
low. New York egg piices dropped
sharply after Easter but still overaged
$1.04 per dozen dvring April, up from
68 cents last year. Unless producers
sell more old hens than expected after
Easter, reducing supplies more than
anticipated, second-quarter prices are
likely to average 86 to 90 cents per
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dozen, up from 69 cents last year. Dur-
ing third-quarter 1984, prices for eggs
in New York may average 5 to 11
cents per dozen above the 74-cent aver-
age for 1983, if supplies are slightly less
than a year ago.

Stocks at Low Levels

On January 1, 1984, cold storage
stocks of frozen products and shell eggs
totaled 9 million dozen shell equivalent,
down sharply from 20 million in 1983,
On April 1, stocks were 10 million
dozen, down from 18 million in 1983,
Stocks of shell eggs were up from last
year as eggs were being held for Easter.
Short supplies and high prices for eggs
have discouraged the holding of stocks.

Breaking Use About Steady

In 1983, eggs broken under Federal
inspection totaled 732 million dozen,
necarly the same as the 733 million
broken in 1982, Short supplies and
higher prices caised breaking use to
decline 2 percent in the fourth quarter,
but this reduction was offset by first-
half use. The lower ending inventory
suggests that the use of egg products
was highzr In 1983 than in 1982, The
improvement in the economy, plus de-
clining unemployment, has likely meant
additional demand for processed items
that would use cggs broken commer-
cially.

In first-quarter 1984, 179 million
dozen eggs were broken, up from 175
million in 1983, Eggs going to breakers
rose in February from a year ago as
supplies increased, partly from larger
imports, and prices declined. The num-
ber of eggs broken during March was
up. With the economy remaining
strong, demand for egg products should
also remain strong during 1984, The
number of cggs broken commercially
should increase in second-quarter 1984
as cgg supplies increase and prices
slip. Cold storage stocks of egg prod-
ucas may be partially rebuilt during
the third and fourth quarters as eggs
become more plentiful.

Government Figures Err

Durum stocks on April 1, included
in the all wheat total, werc 124,513,-
000 bus, down 24% from 164,177,-
000 bus last year, 6% less than 132,-
638,000 bus two years ago and the
smallest for this date since 83,256,000
bus on April 1, 1981, Durum stored
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on farms was 89,266,000 b. :, dow
31% from 130,138,000 bus ‘st yey
Farm-stored durum accou o fo
72% of all stocks, down fr n 79
last year,

Indicated durum disappear: ic¢ dug
ing January-March was 8,530,000 I
down 66% from 25,024,000 tus frig
the first three months of 1983
the smallest apparent usage for a f
quarter since 6,422,000 bus in 19
or 21 years ago.

That the data on durum disappea
ance “just doesn't add up" was a con
mon comment am+:ng industry obser
ers, For one thing, durum stocks
124,513,000 bus, were about 15 mi
lion bus or more above trade exp
tations — a wide difference. The sto
were so much larger than anticipas
clearly accounts for the unreasonab
low figure for January-March dur
disappearance.
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Usage Down?

Indeed, indicated durum usage
January-March 1984 was not o
smaller but substantially smaller th
in any year since 1963. Furthermon
data from the Federal Grain Inspectio
Scrvice show that durum export i
spections in January-March were 1%
533,000 bus, or 4 million more th
the indicated disappearance during
same period. This would mean nd
only no net domestic use, but import
of 4 million bus o cover total duns
clearances — and this, of course, 04
not happen. Industry obseriers e
mate January-March durum nill gnx
in the range of 10 million t- 15 mi
lion bus,
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Want Ade ..o -.$1.50 per line

Minimum $5.00

WANTED: D used p spresders,
For information write P.O, Box 1008, Pale-
tine, IL 60067,

DEMACO
514" Cylinder and Scraw (Extrusion Head)
$2700 wsed — A SPARE IS CHEAP IN.
SURANCE! Tel: (201) 778-8777 TLX:
199622 CR.C, 217 Broock Ave, Pomaic,
NJ 07035,

FOR SALE: Two complete automatic long
spaghettl and short macaronl pesta lines for
e preduction copacity of 1,000 pounds per
hour. Long Line: aeutomatic press, double
spreader, pre-drying end drying sections,
ry paste silo, and eutomatic packer, Short
line: automatic press, pra-drying and dry-
ing sactions, 47‘ pasta silo, end autometic

cker. For intormation call Joss Merio
iorenl (813) 864.2624 or 864-4022, or
write 4222 45th St. So., St. Patensburg,
FL 33711,

Weight Watchers
Spaghetti Sauce

Weight Waltchers in introducing a
thick, rich Spaghetti Sauce that has
20% fewer calories than national
brands. To reduce the calories yet
maintain  the rich flavor, Weight
Watchers climinated the fillers.

It cut the calories by taking out the
oil, starch and added sugar, and re-
placed these items with more plump,
sweet, juicy tomatocs to maintain
thickness. Then it added a pinch of
onion, hint of garlic, dash of basil and
oregano to delicately season the sauce.

Weight Watchers Spaghetti Sauce
meels the needs of serious dieters look-

42

ing for a spaghetti sauce that tastes as
good as regular sauces yet has fewer
calories.

It fills an existing market gap since
no national brands of calorically re-
duced spaghetti sauce exist,

The advertisement dramatically
highlights the thickness and good taste
of the product,

To deliver this message Weight
Watchers has run a full-page ad in
Family Circle, Good Housekeeping,
Woman's Day, Reader’s Digest and
Weight Watchers Magazine during
May and will follow-up with two-
thirds page ads in Family Circle, Wo-
man's Day, and Weight Watchers
Magazine during June, July and
August,

Rice-A-Roni Campaign

Fourteen leading women's maga-

zines including Family Circle, Bon.

Appetit, McCall's, Woman's Day,
Southern Living, Sunset and eight
other publications are being used to
promote Rice-a-Roni during May and
June,

Full-color, eye-appealing ads in
these 14 national and regional maga-
zines feature a retail store coupon with
20¢ off on any package of Rice-a-
Roni.

Ad copy emphasizes that with Rice-
a-Roni “you get more ounces for your
money."

The May and Junc issues of these
14 mogazines go into 63 million
homes.

In addition to print advertisements,
there will also be a heavy schedule of
network television commercials on the
air during the promotional period,
dramatizing Rice-a-Roni's better value
theme,

The heavily concentrated multi-
media coupon campaign is one of the
largest spring promotions in the brand's
history.,

General Foods Optimistic

“Fiscal 1984.was a year of accom-
plishments on all fronts.” James L.
Ferguson, chairman and chief execu-
tive of General Foods Corp., said in
announcing record sales and earnings
for the fiscal year ended March 31,
Progress in the year, he said, included
“volume growth mecting our expecta-
tions, aggregate share of market in-

creasing, more than a dozen n: y prog
ucts entering the market suc essfy
and real camings growth,”

In addition to citing gains d  ring ihe
year by Entenmann's, Inc., he pe
mium sweet goods baking su sidiary,
Mr. Ferguson pointed out that Genen
Foods had acquired Ronzoni Con
fresh and frozen pista producer, an
recently agreed to acquire pait of (b
Iéaking operations of Oroweut Food

0,

“We see the Ronzoni Cop,
acquired in February, our joint venu
with thc Saimaza coffee business i
Spain which began early in the ye
and our more recent agreement (o
acquire the westen division of Orowe
Foods Co. as broadening our produ
portfolio and increasing the company
growth potential,” Mr, Ferguson saq

“In turn, our announced sale of
Gaines Pet Foods removes from ouf
portfolio a business that, while succ
ful, has less of a strategic fi."

Packaged Grocery Products Led

Packaged Grocery Products led
eral Foods in sales and earning growh

during the year, The group in fix/j

1984 had sales of $3,787.5 million, up
12% from $3,375.7 million in ficd

1983, Operating earnings for the groq i

aggregated $470.4 million, up 10%
from $427 million in the previous yex,

“Overall, our Packaged Grocn
Products registered excellent sales and
carnings growth,” Mr, Ferguson sid
“And the strong volumes acl ieved by
General Foods Internatio nal, o
pecially in the Asia/Paciic amt
helped to offset the negativ - imp!
of the strong U.S. dollar on :aminp
Intense competition in world- vide g
cery coffec and the U.S. ce 'al bu¥
nesses decreased their carnin s conth
butions, but the company 1 spond
decisively to defend its coff: - shar
and we have set cereals bac . on ¥
path of growth.”

In fiscal 1985, Mr. Fergus n stae!
“We intend to continue tah ng de
sive ndvantage of growth «ppors®
ties in new products, expand:ng &¥
ing businesses and acquiring new 0¥
that will move General Fuods i
additional growth areas of the [®
and beverage market. In fiscal 1988
we continued volume progress. Gen
Foods has momentum bascd of
solid achivement in fiscal 1984, 10"
expect to keep that momentum *
build on it."
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ROSSOT

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY SINCE 1898
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FOR YOUR BRAND
TRADE MARK.

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

A | A 1\ /

MARKETING
SALES PROMOTION
TRADE MARK AND BRAND IDENTITY
ADVERTISING
DESIGN AND GRAPHICS
MERCHANDISING
NEW PRODUCTS DEVELOPMENT

\ ] \ Y |

MACHINERY AND EQUIPMENT
PUBLIC RELATIONS

PRODUCT AnD PACKAGE

We have experience in these areas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

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

Established in 1898

Charles C, Rossotti, President

Jack E. Rossotti, Vice President
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