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80th Anniversary Convention
(Continued from poge 3)

Pasta Examined from All Angles
In Business Sessions

The business portion of the meeting
contained some of the best business
information ever presented at a con-
vention, commented one member. All
of the formal presentations at the con-
vention will be reproduced later this
year in the Journal,

From the “State of the Industry” re-
marks by Joe Viviano, outgoing Chair-
man of the Board, through the final
team-building seminar, pasta was the
hot topic. Dean H. Roald Lund made
an excellent presentation on durum
wheat and the research that is going
on at North Dakota State University.
The pasta promotion program, includ-
ing the very successful media tour of
cookbook author June Roth, was re-
viewed by Elinor Ehrman and David
Canty, of Burson-Marsteller. David
Tintle reviewed the free pasta promo-
tion that was so successful in the mar-
ketplace last fall and planned again
this September. Dr. Christine Aguiar
had all the pasta makers practicing re-
laxation exercises to reduce tension
during onc of the coffee breaks. She is
the wife of Dennis Aguiar with ADM
Milling Company.

One of the highlights of the business
session was the address and presenta-
tion by the Wheat Industry Council
and its Chairman of the Board, Larry
Batty, who is Chairman of the Board
of ITT Continental Baking. He was
followed by Chicago Tribune column-
ist, Gecrge Lazarus, who has recently
been reporting about the pasta industry
in his weekly Adweek column. Steven
Koff, President of the Southern Gro-
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cers Association, presented the retail
view and Janet Johansen, manager of
the Consumer Punel for Better Homes
and Garden Magazine gave on out-
standing perspective on consumer atti-
tudes on pasta found in the most recent
poll, Roger Johnson, Associate Editor,
Milling and Baking News wrapped up
the business sessions with an outstand-
ing view of the pasta industry in the
last 80 years.

National Pasta Association’s
New Chairman of the Board

Anthony H. Gioia, the new Chair-
man of the Board is a third genera-
tion pasta maker and the third in his
family to head the family business as
well as head the national trade asso-
ciation for pasta manufacturers, Since
its founding, two other members of
the Gioia family have served as the
chiel executive of the Association, the
current chairman's uncle and cousin.
Alfonso Gioia served 1932 to 1933,
He was then President of A, Gioia &
Brother, Rochester, New York. And
from 1958 to 1960, Horace P. Gioia,
President of Alfonso Gioia & Sons,
Inc., Rochester, served at the chief
exccutive of the Association known
then as the National Macaroni Manu-
facturers Association.

Gioia joined the family business in
Buffalo, New York and was elected to
Vice President in 1969, President in
1970, and President and Chief Execu-
tive Officer in 1972, He was gradu-
ated from the University of Southern
Californin with a M.B.A.

In 1976, his company was sold to a
British-based firm, Ranks Hovis Mc-
Dougall Ltd. London, England. In
August, 1981, Gioin relinquished his
title as President of Gioia Macaroni
Company, to become President of the
newly formed RHM Mucaroni, Inc.,
where he now oversees all of the par-
ent company's pasta operations in the
United States. They include Gioia, Inc.
in Buffalo; Ravarino & Freschi, Inc.,
St. Louis, Missouri; and Merlino’s
Macaroni, Inc., Kent, Washington.

In addition to his duties at RHM
Macaroni, Gioia is aclive in a numbsr
of Buffslo community organizations,
He is a member of the Board of Trus-
tees of the Gold Dome Bank, Chil-
dren’s Hospital, of which he is also
Treasurer and the Allbright-Knox Art
Gallery.

New Officers Electe

Other oflicers elected we :: Firy
Vice-Chairman, John Herric = Chair.
man of the Board, General Mils of
Canada;  Second  Vice-. esdent,
Robert Ronzoni, President, onzon
Macaroni Company, Long Is! nd Ciy,
New York, and Third Vice-Chaiman,
Harold Wendt, President, Cooch
Focds-ADM, Lincoln, Nebraska,

- THE LEADER IN
PASTA PROCESSING
EQUIPMENT IS ALSO
THE LEADER IN
FLOUR HANDLING

SYSTEMS.
PASS IT ON.

New Board Members Elecled

The Board also clected C. Mickey
Skinner, President and Chief Exe:utive
Officer of San Giorgio-Skinner, Inc,
Hershey, Pennsylvania and Arrando
Giarrusso, Vice President of Prince
Co., Lowell, Massachusctts to (he
Board.

Skinner replaces Joseph P, Viviang
on the Board following his term a
Chairman of the Board and his recenl
promotion to Senior Vice President of
Hershey Foods.

Giarrusso replaces Ted J. Seftanny,
who recently announced his retitement
as of Seplember 1, as President o
Prince Foods. Settanny previously
served as a Vice-Chairman and Chair.
man of the Government Affairs Coun-
cil for the Nationa! Pasta Association
He has served on the Board of Diree-
tors for cight years.

Members of the National Patla As
cociation's Board of Directors W
were re-clected are: Steven Brody,
President, Ronco Foods, Memphis
Tennessee, and Vice-Presid=:l, New
Business Development, € ¢a-Col
Foods Division, Houston, Te 15; Vit:
cznt DeDomenico, President Golden
Grain Macaroni Company, § ° Leaw
dro, California; Joseph R. Cr us, Vit
President, Marketing Serviee  C. F.
Mueller Company, Best For i US
a unit of CPC Internation: Engle
wood Clifs, New Jersey; Jan i Peit
sen, Vice President, Unit - anageh
American Beauty Macaroni ¢ mpank
Pillsbury Co., Minneapolis, M nesot
Paul A. Vermylen, Presic ol A
Zerega's Sons, Inc., Fair La n, N
Jersey; L. John Westerberg, | residen
The Creamette Company, Mir capoli
Minnesota; Norman D, Weckerly, us
Durum Growers Association. Hurér

Sngems.
ficld, North Dakota; John R. Willa® It's really no secret. We have been
President, Western Globe P'roduct

I’:dus I:Anhgele;. Cnlifomi:: l:ndq:‘:’im "y/// ®
» | T8, Presi Wiy 7 —
Amsoclalions Wi s I(BUHLER-MIAG)

Pasta Association, Washingteth = } 'E_‘\\
THE MACARONI Joursat \ PG, Box 9497, Minneapolis, MN 55440 {612) 545-1401
59 Curlew Drive, Toronto, CANADA M3A2P8 (416) 445-6910

D

Pasta makers
il over the world ;
{now Buhler-Miag manufactures the
hest pasta processing equipment
available, But some may be surprised

to learn that we also engineer and
manufacture complete flour handling

i involved in efficient pasta

production and flour milling for over
100 years. Nobody can beat our
experience.

Buhler-Miag Flour Handling
Systems: Conveying, silo discharging,
blending, weighing, sifting, regrinding,
aspirating, computerized controlling.
Contact us today for more information.
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CHAIRMAN'S ACCEPTANCE SPEECI{

by Anthony H. Gioia

at the National Pasta Association Convention

I am declighted to be addressing you
tonight as your new N.P.A, Chair-
man. After spending six years moving
through the chairs, it seemed like a
long enough time in purgatory. Being
a member of the third generation in the
pasta business, and [ belicve the first
person to follow two relatives, makes
the honor even more significant. Of
equal importance is to follow Joe
Viviano, who has done an outstanding
job in helping us move through the
transition from an association pri-
marily serving family owned com-
panies, to onc now dominated by the
giants in the food business. An im-
portant side bencfit is that while a few
of the most recent past presidents have
not faired terribly well, Joe actually
was promoted. 1 personally hope that
this is a new trend. So much for the
Peter Principle.

Basic Purpose

As you know, the N.P.A. has one
basic purpose, which is listed in it's
mission statement; “to serve all phases
of the industry by promoting the devel-
opment and use of pasta and related
products for the benefit of consumers
and to serve pasta manufacturers and
related industries by providing pro-
grams and services that will enhance
their efficiency and effectivencss.”

As your new chairman, I am pledged
to this end and will devote the time
required. As pasta association mem-
bers, you will benefit from our suc-
cesses. It is, therefore, understandable
that I, like my predecessor, call on
cach and every one of you to give the
association you full support and com-
mitment, because you will benefit
directly from what is accomplished.

It is appropriate, 1 believe, at this
time—our 80th anniversary, to remem-
ber that our industry has had many
changes over the past eight decades. In
terms of membership alone, the figures
are startling. In the 1920, there were
580 members. in 1948, when Bob
Green took over as our executive secre-
tary, we had over 250 members, Now,
in 1984, there are only approximately
50 of us,

Yet the number of members does
not really tell the entire story—we
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have grown from those early days to
become a 1.5 billion dollar industry,
with a retail growth rate that is the
envy of many food categories, and with
further growth predicted. It is difficult
to pick up a women's magazine or
food section or a newspaper and not
read at least one article extolling the
virtues of our product. We have come
a long way in the last 80 years, from a
food that was once primarily consumed
by Italian immigrants to one that is
now one of the mainstays of the Amer-
ican dict, Its virtues are being heralded
by a broad range of experts, including
internationally recognized gourmets
like James Beard, dieticians, and even
athletic trainers. Our product has been
referred to as the perfect food.

With respect to our association, we
should all be well aware that no or-
ganization could survive for 80 years
in this rapidly changing environment
if it did not serve a purpose, and one
of the things we should all be most
proud of is that the past leadership
saw our industry change and the N.P.A.
has also changed to serve our evolving
needs.

In the last 8-10 years alone, as large
corporations became involved in the
pasta industry, our association was
farsighted cnough to adapt to the
changing needs of our members. We
have become more professional to
serve our professional members. List-
ing just a few cxamples of what we
have accomplished, we have reorgan-
ized the association into councils to
serve the specific needs of our mem-
bers. We have undertaken an expanded
product promotion campaign to help
increase consumption. Hired highly
compétent legal counscl. Recruited a
dynamic and professional young presi-
dent in Joe Lichtenberg to handle the
day to day affairs of our associalion.
Moved our offices to Washington, D.C.
to be more at the heart of the decision
making process. And just recently re-
viewed our 1980 strategic plan and re-
fined it slightly to cven belter serve our
1984 requirements,

An Exciting Time

This should be an cxciting time for
our association and its members, be-

cause as can be expected, morc changs
will certainly take place over the nen
few years.

Large consumer packaged goods
companies now dominate our industry,
Will one or more of them be able o
use their marketing expertise to differ.
entiate their product through produ
innovation or unique creative strategy
and change the industry from one tha
has been sales driven to one that i
marketing driven? Our cousins in th
spaghetti sauce industry have been abk
to differentiate their products by using
U.S.P.’s and market segmentation, Wil
this happen in pasta?

Qur allies in the flour milling bus
ness are also facing changes as seven!
companies are vertically integralin
into flour milling with their own mill
joint ventures or tolling—will this b
trend toward the future?

Will we, as pasta manufacture
still face the threat of illegally sub
sidized Italian imports that are, px
ticularly in the East, taking away o
growth? It is important to rememba,
however, that with so much talk todn
about many industrics being hurt by
imports, that our situation is much dif
ferent than others like steel and autd
We are not being hurt because of i
efficiency due to failure to r invest &
modem technology, our labo rates?
not make us uncompetitive and o9
products do not suffer fr m P
workmanship. The U.S. past indust
is as efficient as any in the vorld
our product, made primarily ‘om U
grown durum wheat, is secon 10
If T am allowed to make a | edic®
the sheer cconomic illogic an ouro*
tenacity will, in the end, pre il

Ability to Chang

In closing, I believe, at wr §00
Anniversary, that while we .re p™
of our ability to change with '
we should also spend a few mom
reflecting on the past, p.rucullﬂ
since we have proven we ar¢ ¥
prisoners of it. :

It is only right that at this timé °
stop to think of the early l¢ ers
our industry, many of them pooh ©
educated Italian immigrants. S0P
their descendents are here 10PF

(Continued on poge B!
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Braibanli

. 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 a staff of more than ’

120

technicians, installers and supervisors 1
always available to assist its customers.

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

— Erect a pasta line

— Commission and start-up a new line !
— Carry out periodic inspections of an existing line I
— Provide the customer with the necessary assistance. i

120 qualified technicians always on the move, always avai'able to serve the
customers, always ready to supplement and assist the local managers and
RRAIBANTI sales staff.

his is one of the many factors that has made BRAIBANTI the leading supplier
f pasta equipment. BRAIBANTI means:

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

Eraibanti

DOTT. INGG. M.. G. BRAIBANTI & C. S. p. A. 20122 Milano-Largo Toscanini 1 i
"L 4204 &, - Suive 2040 * New York, NY 10165 o Phone (212) 682-6407/682-6408  Telex 12-6797 BRANY g
.




Acceptance Speech’ 3
{Continued from page 6)

Many of these carly pasta pioncers
probably came 1o the United States
through Ellis Island, with little clse
but the clothing on their backs and
the knowledge that in this land of op-
portunily, with a dream and hard work,
almost anything was possible. Who
were these men—they were none other
than the people that made the Ameri-
can dream a living reality. 1 am proud
to be onc of their descendents and
hope that they can be cqually proud
of us in the next 80 years.

The Marketing
Future of Pasta

by George Lazarus, columnist for the
Chicago Tribune and Adweck,

Column of July 16, 1984,

Up until the last decade, if you
attended a National Pasta Association
(NNPA) convention, you would find
almost as many children as adults.
Pasta making (and what there was in
marketing) was strictly a family affair,
and national gatherings reflected it. To-
day, the children are still around but
in smaller numbers, and the Big Boys
have moved in with marketing data
and studies, promotional weapons and
other trappings of a growth industry.
The Big Boys? Well, the gang includes
outfits like General Foods, Borden,
Pillsbury, Coca-Cola Foods, Hershey
Foods and CPC International, which
have all gained cntry into the pasta
business via the acquisition route in the
last few years,

Indeed, the pasta business has been
u growth business, tonnage showing
annual gains 1p to 5 percent in recent
years, It becume more fashionable to
cat pasta. Consumers rediscovered
pasta as a pocketbook stretcher during
the recent economic downturn. And
the NPA and Burson-Marsteller, its
public relations firm, have waged with
some success an ongoing campaign to
convince consumers that pasta itself is
not fattening (but the calories add up
with the sauces piled on). There's even
u Pasta Lover's Diet Book, a publica-
tion that’s in its fourth printing, Sales
have already passed the 15,000 mark.

General Foods and CPC Interna-
tional, whose Best Foods operation
markets Hellmann's Mayonnaise and
Skippy Peanut Butter, paid premium
prices lo acquire Ronzoni and C. F,

8

Mucller, respectively, within the last
ninc months, CPC outbid GF for Muel-
ler, the No. | brand in terms of mar-
ket share. It has an estimated 12 per-
cent of the total pasta business, which
is worth about $1.2 billion at retail,

The pasta business is still dominated
by regional brands; there is no national
marketer, Mucllcr has been mainly sold
in the Eastern part of the country,
When that brand, under its former
owner McKesson Corp., sought to in-
vade the Chicago market a few years

ago, it didn't fare well at all. Ronzoni -

is sold in the Northeast and in.parts
of the South and West. Hershey, with
its collection of regional brands like
San Giorgio in the Philadelphia arca,
may have 10 percent of the total na-
tional pasta market,

The problem with pasta is that there
has been litlle if any product differ-
entiation. After all, pasta is pasta. If
CPC and/or General Foods intends
to take their new properties into other
parts of the country or take them na-
tional, such efforts will command
mucho dinero and company resources.
The payouts on such expansion moves
will take a considerable amount of
time—and considerable investment, of
course.

Imports

Building a brand identity won't be
easy because of at least one other de-
velopment: the emergence of cut-rate
pasta imports from Italy. Many of the
imports are selling at prices substan-
tially lower (up to 15 cents for a com-
parable package) than for domestic
pastas. The Italian imports (helped by
European subsidies) have grabbed a
I5-percent share of the total pasta
business in New York, which is a
$100-million market by itself,

Naticnally, the imports now have 6
percent of the pasta market. It was dis-
closed at the NPA meeting at Hotel
Del Coronado that imports rose 54
percent in sales in the first quarter from
the same 1983 period. The association
and its members presently have pressed
Uncle Som about the import issue, say-
ing that the size of the subsidies of the
Italian pastas are in violation of inter-
national trade agrecments between the
US. and the European Economic
Community. The imports have made
the pasta business a lot more competi-
tive in pricing. And unless the issue
of that subsidy is resolved, some of
the domestic pasta makers are going to
have problems,

There also is concern ab¢ the
overall growth of the pasta bi iness
Tonnage sales of all pastas sli s 5
bit—I percent—through the fi | fy,
months of 1984, A few of the B Boys
are reevaluating whether they clong
in the market, having to face up 10 the
cut-rate imports as well as the niarke.
ing resources of some of the top firms,
GF recently signed on Young &
Rubicam/New York as agency for
Ronzoni—clearly an indication that j;
means business and will put increased
advertising behind its new property,

Corridor talk at the NPA mccling
indicated that Pillsbury Co. might be
interested  in  unloading  American
Beauty Macaroni Co., a Kansas Cily
firm it acquired in 1978. American
Beauty's line is sold primarily in the
Western part of the country, There also
was some talk that at least another
firm will put its recently acquired pasta
firm on the block.

Buying and selling is a two-way
street. On the surface it would appear
that such privately held independents
as Prince Foods of Lowell, Miss., and
Golden Grain Macaroni Co. of San
Leandro, Calif.,, would be legitimate
takeover targets, Prince has been well
wooed in the past by prospective buy-
crs but turned them all down, I've been
told that Golden Grain, with not much
presence in the pasta business (it big
winner is Rice-A-Roni) is untouch-
able, It could be that Golden frain
will be prowling around for a: uisi-
tions,

Branded Pasta Sales Gr »

Joseph P. Viviano, senior vice oresi-
dent, Hershey Foods Corp., He shey,
Pa., in an address to the summer neet-
ing of the National Pasta Asso. wion
at the Del Coronado hotel in C ron-
ado, said that grocery sales of di pas-
ta were strong and that the g itesl
recent growth has been in br ded
products.

Acknowledging that pasta sales 1ave
“started to slip” in 1984, he pe nted
out that 1983 pasta sales wer. up
1.8% from the year before and that
1983 sales were up 4.3% from 198l.
Mr, Viviono completed his sccond
term as chairman of the association
at the July 8-12 meeting.

The growth rate for pasta, Mr. Vi
viano said, was threc times as fast 28
for all dry grocery products. He said

(Continued on poge 10)
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2st your metal

against our fabric.

When you compare Tetko® polyester
dryer belis with standard metal belts,
you'll find some very important
differences.

First, because polyester monofila-
ment belts are flexible and lighoweight,

they're easier to handle. Installation can

be accomplished more quickly: So pro-
duction down-time Is minimized,

Secondly, these sturdy fibric belts
are reinforced with preshrunk poly-
ester edging. So they can stand more
wear and tear. And keep your produgc-
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 vur comparison hasn't con-

vinced you yet that polyester belts are
superior to conventional metal belts,
mitybe you should make one more
comparison: cost. You'll discover that
polyester belts are less expensive 1o
purchase, install and maintiin, One
more good reason to switch from
metal to polyester dryer belts,

T lind 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.

40 1984 Tetko Ine.

®

/?. ol 26,01
STz A
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Branded Sales Grow

(Continued from poge B)

private labels and generics have lost
ground, falling to 23.7% of all pasta
sales in 1983 from 25.7% in 1982, As
the economy improved last year, he
said, “people started to come back to
quality and value offered by branded
merchandise.” This speaks well for the
future, he added, as the economy con-
tinues to improve. “The strength of
branded products means that we have
greater control over our own destiny,”
Mr. Viviano said. But not all of the
news has been good, Mr. Viviano
pointed out, “Pasta sales arc starting
to slip,” he said, “falling 1% in the
first five months of 1984 from the
same five-month period in 1983, with
most of the decrease in the Northeast,”

Imports Grow

The other dark spot, he said, is the
rapid increasc in the growth in sales
of Italian imports. In 1983, he said,
those imports accounted for 73 million
Ibs., almost triple the level of three
years before. For the first quarter of
1984, he stated, sales of imports were
up 54% from a year ago. Nation-
wide, Italinn imports represent 6%
of the pasta market, he said, and
in the New York market the import
share is 15%. The National Pasta
Association is maintaining its efforts to
gain cquitable treatment under the
various laws and provisions of our
trade agreements with the European
Community, Mr. Viviano said. “Italian
imports represent conceivably the
greatest single threat to the pasta in-
dustry since World War IL," Mr. Vi-
viano said, adding that all the National
Pasta Association wants is “a level
playing field" so that all sellers could
compete on an cqual footing.

Despite the slipping sales in 1984
and the problem of Italian imports,
Mr. Viviano noted a number of
strengths that the industry can build
upon. Consumers are taking increasing
interest in health, nutrition and fitness,
he said, and pasta products fit in ex-
tremely well with today’s modem
trends. Also, the media have helped
to carry the message that pasta is a
healthy food, he said.

Mr. Viviano told of the recent open-
ing of the associntion's office in Wash-
ington. It was u successful ceremony,
he said, and announced that the na-
tional pasta industry was officially in
Washington and had a formidable
association. “I felt pretty good about
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it, and 1 think that the board mem-
bers who attended had the same good
feeling," he said. Mr. Viviano urged
the members of the associztion to work
together for the best interests of the
industry. “We face a period of dra-
matic change and dramatic chal-
lenge,” he said.

Batty Speaks For
Wheat Industry Council

Lauren H. Batty, chairman, ITT
Continental Baking Co., Rye, N.Y.,
chairman of the Wheat Industry
Council, discussed the Council's efforts
to draw together the entire industry to
educate the public on the nutritional
value of wheat-based foods.

The Wheat Industry Council got off
to a shaky start, Mr. Batty acknowl-
cdged, but he pointed out that it had
made excellent progress in the past
year and that its efforts were acceler-
ating. Several examples of various me-
dia presentations offcred around the
country were shown at the meeting.

National Brands Help
Sell Private Label

The key to merchandising private-
label items is tie-ins with national
brands, according to Joc Luff, direc-
tor of buying for City Markets of
Grand Junction Co. He was interview-
ed by Supermarket News.

The 27-unit operation was a subsi-
diary of Dillon before the latter was
taken over by Kroger last year.

“For instance,” Luff said, “if we're
featuring American Beauty spaghetti,
we Iry to encourage our stores to dis-
play Food Club spaghetti right along
with it.”

Private label and generics account
for about 20% of sales, Luff said. He
declined to break the figure down fur-
ther. The chain carries about 2,000
private-label items and about 450 ge-
neric products,

The Food Club controlled label line
and City Markets' generic items all arc
purchased through Topco.

Luff said City Markets® merchan-
dising philosophy Is to give customers
a choice.

“We never force a product on a
customer,” he said. “We try to place
merchandise so there is a relatively
casy comparison between Ragu and
our private-label spaghetti sauce, If the
private label doesn't earn or deserve
the shelf space, we just don't push it.

“For instance, il Miracle Whi oyt.
sclls our salad dressing, we don pro.
mote to the detriment of the n: ional
brand. You see, the consumers have
told us they prefer the national rend
in such a situation."”

The chain is considering pron.oting
itls private label with coupons. “Qur
Topco organization is doing somc pre-
liminary work for us, and one uf the
situations that has come up is a flal-
ness of sales, Topco is looking into
promaling private label through cents-
off coupons.”

With the advent of generic labels,
City Markets cut out some second-la-
bel and third-label items from a num-
ber of its stores to give more room to
the generics.

In the larger stores (51,000 sq. ft.),
one aisle is given to generics, They are
merchandised separately, under a can-
opy of black-and-white strcamers, and
the area designated a “store within
a store,” as in all stores operated by
King Soopers, which was also a Dillon
subsidiary. In some smaller stores,
generic HABA items have had to be
integrated because of space problems.

Space allotted to private label varies
from store to store and from category
to category. For instance Food Club
tomato sauce and tomato pasts often

take up as much as 75% of shelf-space _ A
within the category, but private-labl 4 CARGI! '
4

durum

miller
tor ll

SCasons

pasta takes up only 25-35%.

Noodles for Memory

Readers Digest magazine 1 sors
Thomas J. Lipton, Inc. is st lying
ways of incorporating a differen kind
of nutrient into soup noodles fcr an-
other purpose: to prevent m' mory
loss. In 1975 Dr. Richard Wu man
and a graduate student, Edith € hen,
showed that eating a food sub ance
called choline increased the ai ount
of the ncurotransmitter acetyc: line
in the brain. Drugs that block « :tyk
choline seem to impair the memc y
normal volunteers, while drugs that
mimic the action of acetylcholin. ap-
parently restore it.

Shortly afterward, Dr. Wurman
and his colleague discovered tha! i<t
thin, the natural source of choliie i
humans and animals, produces cven
larger increases of acetylcholine in the
brain, Would extra lecithin help mem-
ory? This is a crucial question for
people who suffer from the memory
disorders associated with old age.

THE MACARONI JOURNAL




T s S i < E

oo b e R Ui o it

THE PASTA INDUSTRY
YESTERDAY, TODAY AND TOMORROW
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by Roger T. Johnson, Associate Editor, Milling & Baking News

Thank you very much for inviting
me here to speak to the summer
mecting of the National Pasta Asso-
cation us it celebrates its 8Oth an-
niversary, It s fitting that this meet-
ing is held in a hotel that itsell is
flled with a storied past. The Del
Coronado is especially meaningful to
me, because 1 am an unreconstrucl-
«d movie buff and this hotel was
where many scenes in one of my all-
tme favorite film were e, and I
still regard it — “Some Like It Hot"
—as the second funnicst movie ever

Eighty years is a long time in o
nation and a world that has changed
w rapidly. Indeed, 1 am quite safe
in saying that in no other 80-year
period in human history has there
ien so much change; in fact no other
period even comes close. In 1904,
when this association was founded,
the horrible wars of the twenticth cen-
tuy lay well in the future, the auto
age was in its infancy, only very prim-
iive radio transmissions were made
and television was a concept virtually
n one could image. Einstein was
uheard of, and relativity had some-
thing 10 do with holidays and fami-
lies, In *hat year, Theodore Roosevelt
wis Pisident of the United States,
ud I'l bet a drink that no one here
@n le! me the name of the Demo-
cratic 1 :minee whom Roosevelt clob-
bered 1 1at year. (One wonders, 80
yans { ym now, whether anyone will
be abl to recall the name of the

Democ itic - Presidentinl nominee in
1984,

Tha the National Pasta Associo-
bon i still thriving after B0 years
i not it all surprising in view of the
Main fuct that pasta is a major food
ind will continue to be so long as
tivilized society, exists. But the indus-
4y and the association are tremen-
y changed in 1984 from what
were in 1904, The future, and
1 feel somewhat like a com-
Mencement speaker, will be filled with
difficulties and with challenges. Those
“ho survive and prosper will be those
able 'to adapt to rapid and un-
foreseen changes,

SErTEMBER, 1984

Roger T. Johnson

1 represent a much smaller organi-
zation, but one that can also claim
a rich tradition, Milling & Baking
News was founded in 1922 by three
Sosland brothers. It was originally
named The Southwest Miller, and it
has been in continuous weekly pub-
lication for 62 years. That is longer
tian Time, longer than Newsweek,
and longer than Business Week. The
three Sosland brothers were the sons
of Russian-Jewish immigrants; the
oldest of the three, Sam, was born
in Russia and died just last fall. The
second generation is now at the helm
of Miller & Baking News and the
company's other publications, as it
has been for the past 16 years, and
two young members of the third gen-
eration are now active in the organi-
zation. And, in the 62 years of The
Southwestern Miller, and later, of
Milling & Baking News, the domestic
milling industry and the international
graln trade have experienced pro-
found—indeed, even revolutionary—
changes.

The Southwestern Miller was cre-
ated to serve the hard winter wheat
mills of the Southwest. As the indus-
try has changed, the magazine's scope
has grown to include covernge of all
milling operations and all phuses of
the industry we call breadstuffs Of
all the components of breadswfls,
pasta is certainly onc of the most
distinctive. And pasta means durum
wheat, which stands unique among
the five major wheat classes.

Cadillac of Wheals

Because of its distinctive charac-
teristics and milling qualitics, durum
has been called the Cadillac of
wheats. Yet, durum is quite different
from other wheat classes in many
ways. It is th conly wheat class for
which no functioning futures market
cxists or is being actively considered.
Price relationships among the various
wheat closses can and do vary, some-
times quite spectacularly, but no class
is potentially quite so volatile as du-
rum. While durum will derive strength
from factors affecting wheat in gen-
cral, durum can be independently
quite strong on its own,

In the past 20 years, exports have
come to account for more than do-
mestic usage, just as has become the
case for all wheat, But durum ex-
ports are more variable from year to
year than are exports for wheat as
a whole. From 1980-81 to 1981-82,
for example, all wheat exporis
climbed 17%, but durum exports
soared 39%. From 1982-83 to 1983-
84, all wheat exports fell 15%, but
durum dropped 28%.

Production of durum is casily the
smallest of the five major wheat class-
es, and usually less than half of the
next smallest. But durum production
is quite volatile and often changes
far more substantinlly from one year
to another than other wheat classes.
From 1980 to 1981, for example,
durum production jumped 69%, but
all-wheat production was up only
17%. Apgain, from the bin-busting
year of 1982 to the payment-in-kind
year of 1983, durum production was
cut in half, but all wheat production
was down by only 17%.

Now, for n somewhat troubling but
important digression. These produc-
tion numbers come from the U.S.
Department of Agriculture, and re-
cent cxperience has taught us that
the durum numbers are, to put it
mildly, not without their problems, In-
deed, U.S.D.A. probably has more
difficulty with its durum data than
with its numbers for any other wheat
class. For example, there is more con-
fidence in the accuracy of last sca-

(Continued on page 14)
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The Pasta Industry
(Continued from page 13)

son's all wheat production estimate, at
2,420 million bu., than there is in
the durum cstimate, at 73 million.

The problem with the durum num-
bers has been manifest in the quar-
terly grain stocks data, issued by
US.D.A’s Crop Reporting Board,
the same ngency which gives us the
production estimates. In these stocks
reports, U.S.D.A, throws a lot of raw
daota ot us without digesting their
implications or even sceing if the
numbers really add up. Well, the
recent stocks data for durum were
pretty raw, and the numbers just
didn't add up.

In April, 1983, for example, the
stocks data indicated that durum
usage in the first quarter of 1983
was 5 million bushels larger than
in the first quarter of the previous
year, No problem with that by jtself,
really, for such an increase could ens-
ily have happened. And such a jump
would have strongly suggested an in-
crease in exports, The problem was
that durum exports in the first quar-
ter of 1983— as tobulated by
U.S.D.A.s Federal Grain Inspection
Service — were actually about 7.5
million bushels less than in the pre-
vious year's first quarter. Therefore,
the numbers told us that domestic
durum disappearance in the first
quarter of 1983 was nearly three
times as large as the year before —
and there was nothing that happened
domestically to justify an increase of
that magnitude. These numbers just
didn't add up. There are three pos-
sibilities — the numbers from 1983
were wrong, thc numbers from the
year before were wrong, or the proc-
ess of gathering information on du-
rum was so screwed up that none
of the numbers could possibly be
right,

But wait — it gets worse. The
stocks data for this past April in-
dicated that durum disappearance in
the first quarter of 1984 was 8.5 mil-
lion bushels, only a third as large
as the year before. Of that B.5 mil-
lion bushels of durum that dis-
appeared in the first quarter of 1984,
exports accounted for 12.5 million.
In other words, the data tcll us that
exports exceeded total durum disap-
pearance by 4 million bushels. The
only way for that to te true would
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have been if there had been a flood
of durum imports,

The purpose of this is to not make
fun of USD.A, in particular or of
bureaucrats in general. I am not prej-
udiced against bureaucrats, Some of
my best friends are bureaucrats,
The point is that we have no more
definitive numbers than those pro-
vided by USD.A, — no one but
U.S.D.A, has the resources to bring
to this task. If we doubt the validity
of the US.D.A. numbers, we have
nothing else to measure them against,
So, when the numbers are internally
inconsistent this raises problems for
all of us in the industry who use them
and try to make sensc out of them.

The production and stocks data are
put together by the Crop Reporting
Board for a number of inputs, in-
cluding surveys of individual farmers
and local country elevators. Just as
a chain is at the mercy of its wenkest
link, so the validity of these numbers
are dependent upon the quality of the
responses to the surveys. 1 know of
a family, for example, that treated
their response to the census question-
naire from the Department of Com-
merce ns a lark, and they went out
of their way to give cute answers that
were as far from the truth as they
could imogine. When asked for eth-
nic background, this W.AS.P. fam-
ily indicated Alcutian Indian. Their
response actually made the news in
their community, for one television
station noted that the latest census
data showed that the number of Aleu-
tian Indians in the community had
doubled to two from one. If many
others followed their example, how
reliable are the census data? Getting
back to the problem with the Crop
Reporting Board's numbers, U.5.D.A.
finds itself in a vicious circle, Often
in the past their numbers have pro-
duced so much disbelief among in-
dividual farmers or elevator operators
in one part of the country or an-
other that those growers have refused
to participate in subsequent surveys;
as o result, the data buse on which
U.S.D.A. relies is very shaky. Wo
certainly hope that U.S.D.A, can suc-
cessfully reevaluate its procedures so
that its reports can inspire more con-
fidence in the future than they have
in the recent past.

Exciting and Vol-‘ile

The durum market, then, is po-
tentially exciting and volatile. One of
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the interesting developments . re.
cent years is the so-called * ‘eset
durum.” A decade ago, prod clion
of durum in Arizona and Cal imia
was almost negligible, but it ha: :ome
to account for about 15 to 2 % of
the crop. “Desert durum” has . dif-
ferent growing cycle than the Norh
Dakota variety; it is planted in No-
vember and harvested between mid-
May and mid-June, It is a high yickl-
ing variety well-suited for the unique
environment, It has its strong de-
fenders who maintain that, in terms
of quality, the best of desert durum
is better than the best of North Da-
kota durum. As much as 90% of
“desert durum” normaly goes for ex-
port — the two major outlets from
that market are Chile and ltaly—and
only a small portion of that durum
goes into the domestic manufaclure
of pasta products, Limiting the do-
mestic food use of desert durum is
the fact that there is very little grain
storage capacity in the region, In re-
cent years exports of desert durum
have accounted for as much as one
fourth of all durum exports. Last sea-
son, however, wheat exports slumped
and exports of desert durum were ak
most nil, so most of this crop wenl
to feed purposes.

Change

As T have reviewed the funda-
mentals of durum, the key factor i§
CHANGE, Price changes for durum
are potentially more volatile tin for
other wheat classes, productica and
exports can vary dramaticall from
year to year, and the devel pment
of “desert durum” opens u new
opportunities for the industry.

In November 1979 I cove: d my
first meeting for Miller & ‘aking
News — the durum forum in Ainol
North Dakota, And though tl t was
less than five years ago — ¢ thd!
time, Jimmy Carter was Pr. ideot
the Iranians had just seiz ! ¢
American hostages and no on could
then imagine that there would 1 : such
a thing as u Soviet grain emb.rgo—
it may seem u lot Jonger ago hecaust
of how much has changed, Not jul
the world has changed dramatically I
that pericd, but so has this industry
as well.

The mood in November, 1979 w&
exiremely optimistic. The future
the domestic pasta industry

(Continued on poge 186)
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(Continued from poge 14)

hardly have looked brighter, and the
entire grain industry was buoyant.

Week after week, grain export clear-
unces were setting record after rec-
ord, straining the capacity of the U.S,
transportation system to move such
large volumes. We were riding on the
escalator and couldn’t see the top.

Clearly that glow of optimism has
faded. However we view it today,
agribusiness is strupggling. The US.
economy has experienced an impres-
sive recovery in the past two years,
but that recovery has just roared by
rural America, leaving it gripped in
the vise of recession. Not just pro-
ducers, but all rural businesses that
depend upon a healthy farm economy
and the entire stream of grain hand-
lers and processors have suffered in
a shrunken agricultural economy.

Let me shift gears for 1 moment.
Five years ago, when optimism pre-
vailed in this industry, there were hlso
u host of hot, new investments that
excited much interest. One hot item
was video games; another was home
computers; and a third was cable
television, Now, all of these indus-
tries have become important parts of
the American scenc, but many of
these hot investments of a few years
ogo have turned sour. Losses by a
major maker of video games a few
months ago triggered a major stock
market decline; the recent slump in
bellweather 1.B.M. has been dircctly
related to the softness in the home
computer market; and many promis-
ing ventures in cable television have
fallen flat even though that indust
touches millions more homes cvery
year. ‘

In short, in the past four or fiv
years many of these hot investmenls
have turned quite cold. But these
are the kinds of industries society
does not need and could probably
do very well without. It isn't just a
matter of how many kid's quarters
have been blown on Pac-Man, for
example, as it is of how many adults
have regressed to childhood or be-
yond because of those infernal ma-
chines. And how many ordinary
houschold tasks have been made
much more complicated because a
home computer was introduced? One
can imagine the poor housewife try-
ing to use a computer to keep an in-
ventory of the family larder when
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a simple glance into the refrigerator
would prove quicker and casier. And
cable television strikes another blow
at that old-fashioned notion of con-
versation and spending evenings just
visiting with family and friends,

The point is that society can get
along quite nicely well without video
games, or home computers or cable
television — perhaps that is why
they proved to be such volatile in-
vestments — but civilized society
cannot survive at all without a re-
liable, dependable supply of food.
None of these industries is nearly so
basic as food, and few of thc com-
ponents of the food industry are so
basic as pasta.

When you get down to it, food
is not just the most basic of busi-
nesses, it is really the world's oldest
business, Civilized socicty was not
possible until human beings were
able to produce an agricultural sur-
plus — a surplus in the scnse that
not every person had to be involved
in providing food, Oh, people smile
when I say that agriculture is the
world’s oldest business, because we
all know what is supposed to be the
world's oldest profession, But what
hos always bothered me about this
is that if we think of the world's
oldest profession was really the
world's oldest profession, how did the
first customer ever earn the money
to pay for it? We should never lose
sight of the fact that we are invelved
in the world’s oldest und most basic
business — food — and that is one
of our underlying and everlasting
strengths,

Changed Outlook

The outlook for durum and for
the pasta industry has changed sub-
stantially over the past few years,
but we must caution ourselves against
the natural human tendency to take
existing trends and project them into
the years nhead. It is human na-
ture 1o extend the optimism, or the
pessimism, of the present into the fu-
ture. It is easy to nssume that the
way things are going now is likely
to be the way they will keep on going.
But when we make such forccasts,
we tend to overlook the fact that it
was unexpected changes that brought
us to where we are now, and the
current situation will in time gen-
erate its own adjustments and read-
justments, leading to still further, and
largely unanticipated, changes. The

ideas of impressive growth 1 the
pasta industry, so commonpl.:e i
1979, turned out to be over/ op

timistic; in much the same w: , the B

pessimism in many scctors of »read.
stuffs today may turn out to ve ex
cessively pgloomy. After all, it i
often just about the time that trends
peak and are nbout to change direc.
tion that we become convinced of
their permanence. The one thing that
we can fairly safely say about the
future is that, like all the unknown
futures past gencrations have en
tered, it is likely to be much differ-
ent from the present we have known
or the future we now anticipate.
Traveling to the future is not like
taking a superhighway across the
plains, where one mile is just like
the last one and the road ohead is
clearly visible. Rather, it is like trav.
cling a mountain road we have never
seen before; we never know what lies
around the next corner, but we are
prepared for surprises, So should we
be always as we look to the future of
this industry.

Trends simply do not go on for-
cver. For example, world population
has been climbing steadily for cen-
turies. In the 1B30%, the world
crossed the 1-billion mark for the fint
time, and population has nearly quin-
tupled since then. At this rate of
growth, world population would be
about 20 billion in another 1K
years, Indeed, if we were to :xtend
this trend on far enough, we would
ultimately reach that point in which
the planet was so crowded ! at mo
one, literally, would have an; plact
to sit down, Obviously, such : tim
will never come. That is anotk ;1 way
of saying that the inexorabli trend
of world population growth - ill, o
some point, but self-correctin . Per-
haps not without considerab; pai
and suffering, but ultimately st | self
correcting.

In our rapidly changing wo. d, It
cent trends have a much shori r life
The booming economy of the 19608
encouraged ideas that growth .1 job
and output and income could b
steady and permanent, inteirupt
only occasionally by those minor ©
adjustments  called recessions. It
those hendy days almost everyon®
including the most poorly mina
companies, were able to make mo™
ey, even when they appeared to

{Continued on page 20)
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bending over backward in an effort
not to. In more recent years, the
dark pessimism of the early 1980's
encouraged the “doom and glaom”
notions that the cconomic ills which
offlicted us would be hard, if not
impossible, to overcome, and that the
intractable problems of today, like
the enormous federal budget deficits,
would be with us as far into the fu-
ture as the eye can see. During the
depths of the recent recession, almost
everyone, ecven the best managed
companies, found it a supreme chal-
lenge to keep the ledger books in
the black, Those who prosper in
good times and bad will be those
who most readily adjust to the quite
unexpected changes that will almost
surely come,

Consolidation

When M. J. Donna took over as
the director of the National Maca-
roni Manufacturers Association 1919,
there were about 500 manufacturing
members of the Associationl When
Bob Green took over nearly 30 years
later, that number had been cut in
half. Today, with Joe Lichtenberg at
the helm, there are fewer than 50.
We could project this trend on into
the future until the shrinkage had
finally left us with only one pasta
manufacturer.

In milling, consolidation within the
industry has been impressive; in re-
cent years leadership in terms of ca-
pacity has shifted from one milling
company to another as the merger
wave swept through the industry. If
this trend continues, we will some
day come to that point where there
is only one mill left: I can imagine
what such a company might be called,
but I'd rather not say.

Down on the farm, the trend to-
wards concentration is also evident
and the traditional family-sized oper-
ation is clearly an endangered spe-
cies, If the trend continues with small-
er farms being gobbled up by larger
units, we will reach a point some-
time in the future where all of Ameri-
can farming is composed of one giant
farm,

This lincar projection of current
trends is mind-boggling, for it leads
to the fancicul conclusion that, at
some point in the future, the one
pasta manufacturer will be buying all
of its semolina from one mill, and
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that this onc mill will buy all of its
durum from the one farm.

Another way we cen look at what
I call “the fallacy of projecting linear
trends” is to look at the recent prob-
lem confronting this industry, that is,
competition from subsidized exports
from Italy, In just a few years, they
have become a major factor in sev-
eral mojor markets, We can take this
trendline of growth and project that
time in the future at which imports
take over the entire U.S, pasta mar-
kel. Of course, this will never hap-
pen; at some point or another, this
trend, like all trends, will finally
change. Clearly identifiable trends
can, and do, last for a while, and
for a considerable period of time a
major trend — such as the consoli-
dation phase in pasta or the merger
phasc in milling — can generate ma-
jor changes, The point is that major
trends will sufficiently change the
environment so as to alter those
trends,

Bright Promise

Despite  the uncertaintics that
dominate any glance into the future,
we can say that the outlook for pasta
is bright with promise, Pasta is a
versatile, nutritious and economical
food that satisfics the public concern
for good health and good value. In
the US, it is casy to assume that
that the growth of the domestic food
industry is limited by the nation's
general affluence and its slow rate of
population growth. But both trends
could be changing in ways significant
for pasta,

This nation has, more than any
other, been a middle-class society,
Yet, that middle class may be nar-
rowing, for statistics indicate that the
proportion of American houscholds
falling within that middle range of
income is decreasing. Many of this
generation wonder whether they are
at an uncomfortable peak, living bet-
ter than their parents ever did and
better than their own children ever
will, If such an economic evolution
materinlizes, it could have profound
social implications, and a shrinking
middle class in the years nhead could
mean significant changes in the ways
Americans spend money on food. In
this case, the appeal of economical
and nutritious foods like pasta would
be strengthened enormously.

Population growth in the United
States has picked up in recent years

after a decline through the 9605
and into the middle 1970, 1 eclip.
ing population growth in receni years
has had profound significan. : for
school systems and youth-or ented
businesses. But as the children of the
post-World War Il baby boom have
reached child-bearing age, popula.
tion growth has increased slowly b
steadily, though it is still far from
the record levels of the late 1950'%,
If these two trends of more births
and a shrinking middle class persis
for at least a few more years be.
fore the incvitable process of change
and readjustment sets in, the impli
cations for businesses like pasta could
be quite profound.

Other uncertainties loom that we
may be powerless to prevent, and
those who best survive in the years
ahead will be those who best adapt
and create their own opportunities in
the constantly changing environment.
Interest rates arc not so volatile as
in 1980 and 1981, but the financial
markets are still prone to dramalic
and sudden shifts, The dragon of in-
flation lies dormant but not dead. The
economic future is filled with several
potential land mines.

In more ways than we want to rec-
ognize, the future is beyond our con-
trol, and the way to survivz and pros-
per in the years ahead is not to af-
fect events we cannot anticipate and
are largely powerless to control but
to adapt to those changes that we
cannot avoid. As this industr has
discovered, we can protest t: the
skies, carry our complaints ‘., the
highest courts but still not b able
to stop the flood of subsidic = im-
ports from Italy, Our frustratic with
this problem is all the more iitense
because of our limited power 1 slop
it,

Perception and Quality

The problem with imports omes
down to two basic factors th: wil
determine the health of this in lustry
in the years ahead and the s coess
of its various components — p reep-
tion and quality. On the onc hand,
there is, in some quarters, the per
ception that Italian pasta is some:
how “the” authentic pasta, and that
anything clse is, in one way or am
other, an imitation, This perception
is wrong and must be challenged
wherever we find itl .

This polyglot nation of ours is @
land of immigrants, except for the
relatively few of us who are native
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Americ n Indians, all of our an-
cstors came from somewhere else
brough the customs and traditions of
their h meland to these shores. Pasta
did co e 1o the US, largely from
lly - - as most other foods that
now ar: a part of our dict — but it
has become so well entrenched in
this country that to take it away is
tuly to take away a part of America,
Pasta is too much entwined in the
fibric of American life to be con-
sidered “just another ethnic food.”
Pasta has become as American as
bascball, or scotch whiskey, or apple
pie, or beer or pizza.

The other factor is quality. Let’s
look at the automobile industry as an
example. The auto industry’s history
iy, of course, much bricfer than pas-
u's, less than a century. And we as-
sclate the automobile with the U.S.
more than with any other nation,
Alter all, it was in the United States
that the automobile was perfecled,
that the industry first developed, that
mass production was inaugurated,
ad the automabile has impacted on
f0 other nation as profoundly and
a dramatically as it has on the U.S.
Am¢ricans are much more likely to
rely on the private car to get to work
and to travel between citics than are
dtizens of any other country,

Yel, today, in this country, which
gave birth to the auto age and which
has becn changed by that industry
than any other, we see that Japan
has come to dominate the small car
wctor, Why? We hardly associate
the Jaj inese with any significant role
in the 'zvelopment of the automobile.
Histori 1lly, Japan has mot been an
imovut-ve socicty so much as a deriv-
ilive « imitative one; traditionally,

¢ not produce breakthroughs
but tal  the innovations of others and
perfect hem. And the Japanese have
domin; ed the small car market only
nihe ast decade or so because they
imilate  American techniques, im-
Praved production methods and qual-
% co:trol and turned out u better
‘mall Cir than anyone else. The Japu-
ftse dominate the small car market

O one reason — quality, Nothing
‘uld so stem the flood of imported
Cars as the availability, at a competi-
live price, of quality automobiles pro-
duced in this country.

As we look ahead, I come back

the theme that has been threaded

ghout this talk — the future,
Mare likely than not, will surprise us,

Strtemper, 1984
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Pasta Makers in America

HERSHEY CHOCOLATE DIVERSIFIES

In 1980 Forbes Magazine wrote: “If
big company money and promo-
tion power aren’t cnough to crack the
fiercely independent pasta business,
there's going to be considerable dis-
uppointment in Hershey, PA, Head-
quartered there in the green foothills
of Pennsylvania Dutch country is the
$1.2 billion (sales) Hershey Foods
Corporation which was the first big
outside company to invade the maca-
roni business. Since 1966, when it
made two acquisitions, Hershey has
been slowly expanding in the business,
With its San Giorgio, Delmonico, Pro-
cino & Rossi, und Skinner brands, it
now claims a 102 percent market
share, second only to the 18 percent
share of C, F. Mueller Company, a
subsidiary of Foremost-McKesson, Inc.
Macaroni in 1979 brought Hershey
about $65 million in sales.

“Hershey remains  essentially a
chocolate company, with 70 percent
of its sales ($850 million) in that
business, but it is trying hard to break
out of that mold, Early last year it
paid $164 million cash to buy Friend-
ly Ice Cream Corporation, a New
England-based chain of 620 moder-
ately priced family ice cream parlors
and restaurants, It was a steep price,
nine times the previous year's earn-
ings, but so far it has worked out
well for Hershey. In 1979 Friendly
produced roughly $25 million in pre-
tax earnings for its new parent, Her-
shey paid for Friendly with the pro-
ceeds of $75 million in 8.5 percent
debentures and the rest with cash
from its bulging treasury. Even allow-
ing for interest costs — and the in-

just as it has surprised our parents
and grandparents. We can only grope
towards that uncertain future with an
awareness that we are in an age in
which the constant in our lives will
not be consistency but change. Change
has always been a factor in human
history, but the accelerating pace of
change in the Twentieth Cenutry has
been unprecedented &+ aman history.
We must always be prepared for the
unexpecled, for no matter what it is
we expect to happen, the future is
likely to turn out quite differently.

terest foregone — Friendly made a
substantial nct contribution to Her-
shey's bottom line and helped pro-
duce a 25 percent increase in carn-
ings (to $3.70 a share). With a return
on cquity of ncarly 19 percent, Her-
shey is among the most powerful
specialty food companies.

“It wasn't always so. In the early
1970's the price explosion in cocoa
beans, Hershey's main raw material,
sent earnings plunging 30 percent,
Another jolt came from the privately
owned Mars, Inc., which buried Her-
shey in a blitz of advertising and pro-
motion and ousted it from the Num-
ber | spot in U.S. candy sales.

“In 1976 Hershey got a new chief
exccutive oflicer, Willlam E. Dear-
den, who, with his right hand man,
Richard A, Zimmerman, made some
basic decisions: Hershey would not
conglomerate; it must lessen its de-
pendence on the cocoa bean; it would
become a major food company.

“The remaining leg of Hershey's
diversification is relatively small but
quite profitable: Cory Food Services,
which provides coffec service to some
75,000 businesses and institutions.
Corry last year brought in about $50
million in sales.

“Can Hershey build major diver-
sification on coffee service and pasta?
As for the Friendly Restaurants, they
have proven a great success in New
England and, to u lesser extent, in
the middle Atlantic states, but is the
quaint-homey formula exportable to
other parts of the country? These arc
ununswered questions.”

San Glorgio

Keystone Macaroni Manufacturing
Company, later to be called San Gi-
orgio, was reported in the February,
1922 issue of the Macuroni Journal
to have held a stockholders meeting
in the newly crected plant in Leba-
non, Pennsylvania. Gaetano Guer-
risi was selected President; John F,
Feeser, vice president; F. W. Kreider,
sccretary - treasurer; Walter Graeff,
solicitor,

In 1943 it was noted that Mr.,
Guerrisi was re-elected  President;

(Continued on page 24)
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All that meat
«nd no potatoes

Not a bad idea. especially when you consider For example: new studies show white
that a very recent study on foods that “hold potatoes shoot the glucose and insulin levels
calories”™ in our body lists white potatoes as high as a candy bar. The circulating glucose

right up there with candy bars. from the potato is likely to be packed away

Simply stated, what the study says is that "the as fat

way we hold calories in the body may be a Masta (made with semolina), on the other
result of our insulin response to different hand. qualitied for the "good group.” a

foods. One function of insulin is to pack away finding that astonished many. Masta

every calorie that the body takes in” If we eat produces a flat reading on glucose levels and
foods that don’t immediately jump the insulin insulin release

level. our overall metabolism responds
differently and we don’t necessarily deposit
the .alories.

We have nothing against the good ol potato
The fact is. we enjoy potatoes. And we don't
suggest totally replacing the potato with
Mo nutritionists have been urging us to cut pasta. We just suggest thatit's a good idea to
dov 1 on our intake of fats and protein and vary our diet  like meat and pasta a couple
inct 1se our intake of foods with complex of times a week

carl hydrates.

Why not suggest this non-tattening idea to
But hich carbohydrates we eat make a your customers?
dif >nce in insulin release.

Pastas — let's tell it like it is.

ADM [ .

4550 W 109th Sureet, Shawnee Mission, KS 00211 @ | 913 3H1 7400

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

(Continued from poge 21)

George B. Johnson, vice president
and general manager, and Charles J,
Travis, sccretary-treasurer, P. N,
Hershey was 1 member of the Board
of Directors.

By 1953 George B. Johnson was
President, and Packaging Parade
Magazine did a story on their in-
stallation of Redington cartoning ma-
chines that took pre-weighed goods
and fed them into a window-front car-
ton, The old cracker shell box with
inner wrapper was climinated.

At the end of 1954 Raymond J,
Guerrisi, oldest son of Gactano, was
clected to succced George Johnson
as President and General Manager.
Brother Robert was named vice presi-
dent and brother Joe treasurer.

The Guerrisi boys made a $750,-
000 addition to the San Giorgia Mac-
aroni plant in 1958, making it pos-
sible to handle flour in bulk, Ten
silos were built to store a million
pounds at onc time,

Phoenix

In 1960 they had a disastrous fire,
but by 1963, like the phoenix rising
from its ashes, the San Giorgio plant
was re-erected into a modern model
macaroni operation, The Braibanti
Company of Milan, ltaly, installed its
latest equipment and invited the in-
dustry to come and tour the facili-
ties which was a tribute to the man-
agement of the Guerrisi family.

San Giorgio boasted of an initial
installation of the Triangle-Gaubert
long goods weighing machines. Spa-
ghetti was automatically weighed into
one-pound units, and ecach quantity
was deposited into a separate tray
in“a continuous belt of trays. This
eliminated the hand weighing and in-
sertion in the pouch of the Reding-
ton system which was a great inno-
vation at the time it was installed,

Hershey Acquisition

In June of 1966 Hershey Choco-
late Corporation made its first move
outside the confectionary field with
the ucquisition of San Giorgio Maca-
roni Company of Lebanon, Pennsyl-
vania, for an undisclosed amount of
Hershey stock.

Harold S. Mohler, Hershey Presi-
dent, told the annual meeting held in
March that Hershey hopes to expand
San Giorgio's market arca to cover
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Raymond J, Guerrisi ‘

the nation, but hasn't any definitc
plans for its expunsion at the mo-
ment. “San Giorgio markets through-
out the castern seaboard, with the
greatest concentration between Wash-
ington and New York.

“Through the acquisition of San
Giorgio, Hershey will be advertising
in the United States, a departure for
the company, although it advertises
its confectionury products in Canada.
San Giorgio advertises and will con-
tinue to do so,” Mr. Mohler said.

Will Dade

Willoughby S. Dade was named
President of San Giorgio Macaroni,
Inc., a subsidiary of Hershey Foods
Corporation in 1972, Dade has joined
the Hershey organization as director
of saley and marketing for San Giorgio
in 1966 after holding various sales
posilions with Scott Paper Company.
In 1969 he was named manager of
sales and marketing for Hershey's
pasta division which included Del-
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monico Foods, Inc., of Lo syill,
Kentucky, in addition to San C org,

Will Dade mastered ltalin: pgy.
chology when he gave the story of
“The Three Bears” in pidgeon lial-
ian at an industry meeting dealing
with the violation of the standard
of identity by General Foods. Gen.
cral Foods had gotten a marketing
permit to make “Golden Elbows” ou
of corn meal, The industry was in-
dignant, because corn meal was not
a permitted ingredient in the stand-
ards of identity.

Here is Mr, Dade's presentation:

In Pidgeon Italian:

Disse libretto ise fo dose u lauche
tu follo di spiccher uail ise spicche.

Di Tri Berrese

Uan appona taim uas tri berres:
mamma berre, pappa berree, e beibe
berre. Live inne contri nire foresta.
naise aus, no mugheggia, Uanne di
pappa, mamma, e beibe go bice, odeie
¢ furghette locche di doore.

Bai cnne bai commese Goldicchese.
Sci garra nuttinge tu du batte meiche
troble. Sci puscie olle fudde duon di
maute, no live cromme. Den sci gos
appesterrese enne slipse in olle bed-
dese.

Leis Slobbe!

Bai enne bai commese omme di td
berrese, olle sanncborne ennc send
inne scius, Deigarra no fudd', dei
garra no beddese. En uara def goine
to du tu Goldilocchese? Tro er - inn3
strit? Colle pulissemennc?

Fette Cienza!

Dai uas Italian berres, eme del
slippe onne florre,

Goldilocchese stei derre tri  icast:
ittle ause erre omme, cn giuste 'icos
dei esche erre uans tu meiche «
dese, sci sei, “go to clle,” enn run¢
omme tu erre mamma, tellener ¢ uat
sanamabicese di tri berrese uer

Uatsiuse? . . . Uara iu goina dv?
Go compleine Sittiolle?

Translation:

This libretto is for those of you
who like to follow the speaker whilt
he is speaking.

The Three Bears

Once upon a time was three bears:
mamma bear, pappa bear, baby beat
They live in a country near a forest
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Nice h use, no mortgage. One day
jappa, 1amma, and baby go bye-bye
pt the forget to lock the door.

By m ¢ by comes Goldilocks. She
gl not ing to do but make trouble,
She pus + all the food down the mouth,
g0 leave crumb. Then she go upstairs
and slecps in all the beds.

Lazy slob!

By and by comes the three bears,
only sunburned and sand in their
shoes. They got no food, they got no
beds. And what are they golng to do
to Goldilocks? Throw her in the
wreet? Call the policeman?

Fat chance!

They were Italian bears, and they
slept on the floor.

Goldilocks stayed there three
weeks; it was her home, and just be-
cause they ask her to make the beds
she say, “Go to hell,” and run home
0 her mamma, telling her what sani-
mabicese the three bears were,

What's the use? What are you going
to do? Go complain to City Hall?

Comments

1 would like to suggest that the
Macaroni Industry is represented by
the Three Bears, General Foods is
Goldilocks, and FDA is City Hall,

At the Washington Affairs Com-
mittce meeting in October, 1 took
some products to explain what we had
been doing for our own guidelines
inasmuch as we think of this prob-
lem more in terms of salesmanship
than we do as a threat to the Stand-
ards, We tried various formulas out
to determinc whether or not they
would be saleable,

Mr. Dade then showed a series of
charts with various combinations of
Semolina, soy-protein isolate, soy
flour, and corn’'meal. In carrying on
the discussion Mr. Dade declared: “I
sifted through all the comments that
we reccived and came up with these
general observations: In every case
the consumer would recognize the
products as elbows. Uncooked the
control products had an undesirable
appearance and color, Cooked, the

AR T 70T e 1

product was cither too yellow or grey
by our standards. And when the prod-
uct was firm to the taste, these prod-
ucts tend to be mealy in texture. The
product tended to be less adhesive
with the addition of soy and/or corn.
Finally, and you may not like this,
despite the poor color and texture
it was the consensus of our taste pan-
el that if you doctored these products
up with sauce or in a casserole the
conditions of color and mealiness
tended to become obscured.”

“Now for my cditorial—it is sim-
ply this: 1 view the General Foods
license to make the product as just
a marketing permit. We are a prag-
matic industry; there is a reluctance
on the part of the industry to make
a product that is not based on wheat.
If this industry is going to mect
USDA needs to have a meat sub-
stitute, I think it is going to have
to step up and be counted and make
such a product available, Otherwise
somebody else is going to be given
the license to sell.

Next Month: Conclusion with Delmonico Foods, Procino-Rossi.
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WINSTON LABORATORIES. INC

Give your salesmen

sulting and Analytical Chemists, specializing in
matters involving the examinalion, production,

- o

Contract Research Projects

Additive or Contaminant Testing
Nutritional Analysis. Sodlum, Cholesterol
Solids & Color Score in Eggs and Noodles
Bacteriological Tesls for Salmonella, elc,
Semolina and Flour Analysis
Micro-analysis for extraneous matter

L Vitamins and Mineral Enrichment Assays
& Pesticide plus Fumigant Analysis

B Private & Professional Consultations

Marvin Wirston, Director

25 M1 Vernon St Ridgelhield Patk. NJ
07660 0361 Telephone (201)440 0022
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tlabeling of Macaroni, Noodle and Egg Products.

a gift good all

year ‘round!

Informed Salesmen
Sell More.
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speCIGHY PGSICI Mﬂker Upgrﬂdes Pu‘kage nnd wore. w fun. A powerhouse ol litness generations, Pasta! Made
qutr - oninall shapes and sizes. best from Amber Mills Venezia
I P d HTH W' h A d l' High renergv-producing carbo Noo 1 Semolina, Imperia Do B
ll(l'e(lses ro U('"VI'Y “ Ufomm'e "Ie widr es. Lower in calories than Crranular or Crestal Faney Duoronm -’_ y
Iy lll[)lll]il}l'l\\'('l'lllll control Matent [-']u;n: N];llitwull'«'w nu‘l vy
I you're o manutsaurer ol speeial- John Natalt was espocalh g wods v reliable souree ol iron Pasta products areas Hicas the Rt
tt‘ pisti products, how d.lu Ao ested mousing 1, w‘uu'm (Y el H'(l-i“'!_‘,('l I3 l'llll1|)l!'N crowds []It'_\'li‘t'(l. Hllil]lt' v up AMBER MILLING
improve your pachaging and incréase ply 1o cisure sapport and 1 e B oaian ns, Pasta! Elegant enongh with Amber's paastie perlorming, ,..!.‘ni: .I‘.';"d',; :;’:.I.‘:‘P.'Ium
your productivity at the sime nme’? asmooth Ctrouble-tree” st ar g rmet lastes, invredients. W B 610 613 70

This wan the problem fuced by
John Natalic President, and Armand
Saavedra, Executive Viee President ol
La Rinascente. an old line manulag-
turer of macaram products

Today, the Teading manulacturer of
fidelini and  cabello de Angel (an-
gel's hair), La Rinascente private la-
bels its quality macaroni products un-
der o number of well-known bramd
mames as well as s own

According 1w John Natah, “pack-
aging fidelini and cabello de An-
gel poses a0 number ol challenges
Among them the taer that the prod-
ucts are not untlorm in size o weight,
they tend to become casily tangled.
and they must be faced” in the pach-
age.”

Until recently, Armand . Siivedra
pointed out that the products were
filled and faced o preformed, pre-
printed  polyethylene bags. Becanse
ol the ditliculty in handling, these bags
had 10 be oversized. As a0 esalt. the
products could easily shilt and trag-
ment in the package. thereby discour-
aging the impulse buyer

John Natali wanted o improve the
appearance of the pachage to aetlect
the guality  coments. At the samye

Based onareview ol then e
La Rimseente’s mamagement o o
o move ahead with o complero g
approach 1o an automated ma e
pachaging line

Pivotal 1o the suecess of 1l .
line were a0 custom designad - pase
loading system and an mtegrancd
tomatic  honzontal  thermotorn
amd seal system,

Iromically, John Nataly tound  n
chinery  solution - his own e

This is o betore ond alter shot showing
the old packege on the lctt and the new
version on the right.

tme, he was abo imterested mom-
creasing e productivin

Could 1t be done’ Ta Runscente
had previowsiy atempted automanng
the hne but was unsuecesstul

However, with an increasing vol-
ume ol onders, John Natal and Aa-
mand Saavedra lelt it was essenil
o Iy again

Loosolve their problem, Ta Rina-
wente management ook g wo-hel
approvich. Fuste they Frought e a
packaging consultant 1o advise them
o avalable packaging options and.
\L’L’I!lh“_\. 1hl.'_\ l'|‘L‘Ilk'\| discussons
with o number ot cyquipment sup-
phers with experience m - automated
lines

America -
. 1s getting
into shapes.

Describes flow of product through ICORE Checkweigher on "~
overhcod system that deposits contents of tub into pockoge @7
ity of Maohally & Hard2r thermoform/Hill/seol system.

Three principals of La Rinoscente cxemining product by Mahaolty
& Harder thermoform/fill/scal mochine, From loft to right: John
Natali, President, Armand Saavedra, Exccutive Viee President,
John Hotkins, General Monager.

20 Lot Mg arost Jon sy
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yard in the form of an automatic Ma-
hafly & Harder horizontal thermo-
form, fill and seal system that could
be tailored to La Rinascente’s spe-
cial quality and production require-
ments.

John Hoskins, General Manager,
had overall responsibility for the in-
stallation of the new system. This in-
cludes a programmable controller
which monitors and regulates the
function of the line, Mr. Hoskins also
had responsibility for selection and
training of personnel necessary for
efficient and continuous operation.

The resulting line offered La Rina-
scente the best of all possible worlds:
First of all, it produced a superior
package and, secondly, it did so at
50% higher rates than before with
less direct laber.

La Rinascente’'s new package is
available in 3 weights and two sizes.
These are 6 oz, 10 oz, and 12 oz
packages measuring 6” x 6 and
104" x 6", respectively.

The improved package consists of
a 2% mil top web of polyester and
polyethylene with reverse printing on
polyester and a bottom web of lami-
nated nylon and polyethylene also
with reverse printing.

According to Armand Saavedra,
“the new package offers important
benefits. First of all, the new ma-
terinls provide an improved barrier
and longer shelf life for the product.
Also, because the package is evacu-
ated and partially flushed with fresh
air, product stability is enhanced.

“In addition, the new package
produces a tighter fit, contributing to
its improved appcarance and virtu-
ally climinating damage caused by
product shifting.”

John Natali also indicated that “the
new materials provide for improved
graphics with no distortion of the
printing. Because reverse printing is
used, there is no abrading or fading
of the printing that could affect over-
all packnge appearance,”

Operation

In operation, the macaroni prod-
ucts are transferred from a slow mov-
ing belt conveyor to individual stain-
less steel tubs each designed to ac-
commodate the same weight as the
final package. The tubs are loaded
and move automatically in two lines
where they converge and are indexed
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into the infecd of an ICORE Check
Weigher,

The tubs are automaticaly weighed
and discharged in three lanes. The
middle lane accepis those buckets that
fall within the desircd weight param-
cters; the inner ond outer lanes
contain underwegiht and overweight
buckets respectively. Tub weights are
adjusted on line and are fed auto-
matically into a second ICORE Check
Weigher which automatically rejects
those tubs which are either under or
over the prescribed weight limits,

The accepted tubs proceed by over-
head conveyor onto a custom engi-
neered automatic loader which cap-
tures each tud, feeds it over the Ma-
hafly & Harder thermoform, fill and
seal system, inverts the tub, and de-
posits the product into the formed
bottom web; the tub is then returned
via overhead conveyor to the load-
ing scction where the cycle begins
again.

Package cavitics on the form, fill
and seal system are formed from pre-
printed roll stock which feeds through
a series of rollers into a set of carry-
ing chains where it is clamped on both
sides and from front to back.

At the forming station, the bottom
web is preheated and then vacuum
formed with minimal distortion to the
printing. Depth of draw is approxi-
mately 2% inches.

Next, the product is automatically
loaded into the formed cavities by
the overhead tub feeding system. Si-
multaneously, the nonforming top web
is unwound, date coded and mated
with the bottom web through me-
chanical clamping and heat sealing.

During sealing, the package is
evaculated and partially flushed with
clean air in order to produce a shelf
stable, low vacuum package. The
packages are then scparated and then
case packed for shipment.

What are the benefits of the new
line?

According to John Natali, “the pre-
vious method was very labor inten-
sive, With the new line, we have been
able to increase productivity by as
much as 50% with fewer operations.”

John Natali also cites the fact that
“the Mahafly & Harder machine al-
lows us to get a much tighter pack-
age than we could ever obtain manu-
ally, with fewer rejects and less prod-
uct damage due to handling.”

Armand Saavedra was also | leassd
with the short break iu peric | due
to the “close support of the :quip
ment suppliers.”

He adds that “we are very cathusi.
astic about both package quality und
the performance of our new line and
that all our projections have been met
on schedule.

Both John Natali and Armand
Soavedra look forward to adding ad-
ditional nutomatic lines to keep pace
with increasing demand.

KLC Multigrade Hydraulic
and Lubricating Oils

KLC Multigrade Hydraulic and Ly
bricating Oils, KLC-654A, KLC-543
and KLC-432 are lubricants manufac-
tured by Keystone. These U.S.DA.
“H-2" products are premium antiwea
oils utilized in multiple applications
that reduce inventory through th muli-
grade concept, This enables cach ma-
chine to be ready quickly after sevenl
days of shut-down. Cool machines do
not hamper the productivity of Key-
stone’s Multigrade Hydraulic and Lu-
bricating Oils. These multigrade hy-
draulic and lubricating oils also main-
tain operating viscosity at elevated
temperatures better than conventional
oil. The smaller change in viscosity re-
sults in less wear, Uscable in plain and
antifriction bearings and in low an
high pressure hydraulic systems, KLC
Multigrade Oils are inhibited igainst
rust, oxidation, antiwear, and are ash-
less for low sludge and deposit ‘orms-
tion tendencics. Also, the KLC 654A.
KLC-543 and KLC-432 have lc v pour
points and are share stable. KLC-
654A for example, has a pour pint of
—40°F, The KLC-654A is al' » dyed
green for identification. Sinc mos!
other oils are amber to dark brc -n, ¢
green color of KLC-654A alloy Jeaks
1o be detected casier and faster

Keystone is a division of P« inwall
Corporation located in Philac :Iphid
Pennsylvania, The Keystone ¢ visioh
is a manufacturer of quality in: ustri
lubricants. Approximately 600 indu
trial distributors in the United 5tales
sell Keystone products,

The man who will use his shill 8
constructive imagination to sce ho%
much he can give for a dollar, instt
of how little he can give for a dolls
is bound to succeed.

—Henry Forl
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Adde 3.0
IF YOU
WANT YOUR PACKAGING SYSTEM
TO ENTER AND
MAINTAIN AN EDGE
IN THE ERA OF ELECTRONICS
AND COMPUTERIZATION

GO TO

(ARIBALDO RICCIARELLI s1s

FACKAGING MACHINERY FOR THE
. PASTA INDUSTRY SINCE 1843

SALVATORE & ALESSANDRO DI CECCO
EXCLUSIVE NORTH AMERICAN SALES AGENTS
103 Bayview Ridge, Willowdale, Ontario M2L 1E3, Canada
Tel. (416) 441-3093, Telox 06-986-963
Alternate Telephone No. (416) 898-1911
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NORTH DAKOTA WHEAT COMMISSION
CELEBRATES 25TH ANNIVERSARY

by Melvin Maler, Administrator

Twcnly—ﬂve years ago an iden
reached its time and the North
Dakota Wheat Commission was es-
tablished, Some of the “old timers"
tell me that the idea of some kind
of organization to push sales of North
Dakota wheat had been around long
before that, We know that there cx-
isted a North Dakota Wheat Pro-
ducers organization as carly as the
1920,

But it seemed like the time was
not right for sales promotion financed
by producer checkoff until 1954,
What made it right at that time was
the passage by the U.S, Congress of
the “Agricultural Trade Development
and Assistance Act of 1954" better
known as Public Law 480,

Its significance lies in the fact that
for the first time the federal govern-
ment, which had dealt with farm
problems in major fashion since the
carly 1930's passed legislation to deal
with the marketing of ag products,

Perhaps the most used and best
known of PL 480's provision was one
which provided for the payment of
U.S. ag products in the currency of
the country making the purchase. The
United States then agreed to spend
these “foreign currencies” for the de-
velopment of agriculture and industry
in that importing country. Another
provision authorized 5 percent of all
foreign currency credited to the U.S,
to be spent for the development of
cash murkets for US. agricultural
products. Eventually those currencies
could be spent to develop markets
in other countries as well. A final sig-
nificant provision was that to be made
available U.S. producers had to match
a portion of those funds with their
own dollars,

That became the driving force be-
hind legislation establishing wheat
commissions in the major wheat
states. Passage by the 1959 North
Dakota Legislative Assembly did not
come easy. Although wheat commis-
sion legislation had the support of
both political parties in 1958 the N.D,
farm organizations were split. The
opposition or support from the two
major farm organizations varied then
and still does from state to state
across the nation.
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In late 1957 and carly 1958 the
U.S. Durum Growers Association, the
Apricultural Committee of the Greater
North Dakota Association and later
the N.D. Farm Bureau actively pro-
moted producer support for the es-
tablishment of a commission, In a
letter to the Legislative Council, Clark
Jenkins, GNDA agricultural manager,
in behalf of GNDA, the North Da-
kota Farm Bureau, and the North
Dakota Crop Improvement Associa-
tion asked for assistance in preparing
the bill draft. Senator Ernest C. Liv-
ingston was the primary sponsor and
introduced SB166 with Senators
Becker, Trenbeath, Vendsel, Fiedler,
Yunker, Redlin, Kisse, Erickson, Sau-
mur and Roen listed as co-sponsors,

Well before the 1959 Legislative
Assembly, producer supporters of the
commission took to the road to tell
the story to farmers, At numerous
mectings held in the summer and fall
of 1958 the proponents argued the
case. One of the more significant was
a meeting held in Carrington attended
by 150 farmers,

The legislation was introduced on
January 27 and after amendment fin-
ally passed the Senate on February
20. The House took up action on
February 23, The House Commiltee
on Agriculture brought SB 166 to the
floor with a majority of nine votes
for “do pass” and a minority posi-
tion of seven for “indefinite postpone-
ment," After sometimes heated dis-
cussion on the floor, SB 166 received
favorable House action on March 2
und following bill signature by Gov-

ernor John Davis, the Whea: Com.
mission came into being.

The concept of the commiss n hy
been right from the start. | s
producer-financed program an.t pro.
ducers control the policy an. pro-
grams of the commission. Rathr than
appointment by the Governor, pro-
ducers in each country elect a rep-
resentative and they choose the com-
mission member in six districts, One

2t et RRE

member is the Governor’s appointee. |8

Since the initial legislation the bill has
been amended several times and now
provides for more of an active advis-
ory role of the county representatives.

The programs have also changed
over the years, The Commission has

reacted to specific problems and to
short and long range opportunities.
From half a dozen trade teams each
year the commission now hosts 20-25
individuals or delegations each year,
The Northern Crops Institute is a
prime example of the need for this
kind of approach not only for wheat
but for all crops produced in Norh
Dakota and this region.

The commission has put much of
the burden on competent stafl. Paul
E. R. Abrahamson, the first adminis-
trator, was a man who fit the times.
“Abie" knew his state and the people
in it. He and those first seven com:
missioners got the commission off to
an unfaltering start.

The challenge for the commission
remains. It needs to be just as imagl
native and concerned now as '~ W
then as it deals with today's o d lo-
morrow's problems and opporti iities.
Some of the initial concerns hav gone
by the way side. Some program have
been discarded as obsolete, no nger
necessary, We hear less of end orod-
uct promotion campaigns in ov rsed
markets today. New markets for lorth
Dakota wheat and durum are s | at
tainable but only with effort T
emphasis is on technical assi+ inct,
which is enhanced by the No hem
Crops Institute and the role ¢ ouf
government in dealing with in.:rma-
tional trade issues.

Many of the problems will be the
same. There are new faces on Ih¢
commission and new people making
decisions in Washington and in the
overseas firms and governments which
buy from us, Staying in touch, know
ing the product, pushing sales, ﬂ"f‘
providing service to customers, that’
the part that hasn't changed and thats
our continuing goal and challenge.
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S % Unusual extruded shapes and designs.
% Special extrusion dies to your specifications.
Call now to discuss how we

can shape up for your special
extrusion dies. No obligation.

D. MALDARI & SONS, INC.
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Phone: (212) 499-3555
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North American_
Durum-Outlook- —

Prospects for ‘spring wheat and du-
rum production in Canada and the
United States are somewhat mixed as
the growing-scason-in-both countries
progress, according to the North Da-
kota Wheat Commission.

Neal Fisher, NDWC deputy admin-
istrator, said total spring wheat acreage
combined in both Canada and the
United States is expected to decreasc
by 3 percent, while combined durum
acreage of the two countries is esti-
mated to increase by 23 percent. Can-
ada and the United States together are
the only significant world exporters of
hard red spring wheat and durum.

“Latest estimate of 1984 U.S, plant-
ed acrcage indicate a 28 percent in-
crease in U.S. durum acreage and a 6
percent increase in U.S, spring wheat
acreage as compared to 1983 plantings
which were sharply reduced by the Pay-
ment-In-Kind/Acreage Reduction pro-
grams,” Fisher said. “Total U.S. wheat
acreage is expected to increase by 4
percent from 1983."

Fisher said similar estimates of 1984
Canadian crop potential indicatc a 3
percent decline in total wheat acreage
with o 20 percent increase in durum
and a 6 percent decrease in other
spring wheat plantings as compared to
1983,

With crop conditions ratings mostly
good over most of the production re-
gion, Fisher said average to above &v-
eroge yield in 1984 provide potential
for a 25 percent increase in North
American durum compared to 1983.
*“VVith a similar reduction in carryover/
stocks of U.S. durum in the 1983-84
marketing year, the current outlook
for 1984-85 North American durum
supplics appears to be quite similar
to last year,” Fisher said.

Quarterly Durum Report

The Crop Reporting Board as of
June 1, 1984, reported that growers
secded an estimated 3.28 million
acres, 28 percent more than in 1983,
but 23 percent below the 1982 acreage.
Durum wheat acreage to be harvested
for grain is expected to total 3.21 mil-
lion acres, up 29 percent from last
year, but 23 percent less than 1982.
Durum wheat sceding progress in North
Dakota was excellent this year with
99 percent sceded by June 3 compared
with an average of 90 percent, Durum
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growing arcas of North Dakota and
Montana were very dry during much
of the spring until showers in early
June improved crop prospects; how-
ever, moisture reserves were still con-
sidered low. Harvest in durum arcas
of California and Arizona was pro-
ceeding rapidly in June and crop con-
dition was considered very good.

Stocks

According to the Crop Reporting
Board, U.S. old crop durum wheat
stocks in all positions on Junc 1, 1984
totaled 101 million bushel (2.76 mel-
lion metric tons), 25 percent less than
last year's 136 million bushels (3.70
million metric tons), but down 4 per-
cent from 1982. This year's farm
stocks of 73.7 million bushels (2.01
million metric tons), were 34 percent
below the 111 million bushels (3.02
million metric tons) on hand June 1,
1983, Off-farm stocks at 27.6 million
bushels (752 thousand metric tons)
were up 11 percent from a year ago.
Indicated April/May 1984 disappear-
ance of durum wheat was 22,2 mil-
lion bushels (603 thousand metric
tons), down 16 percent from the 26.5
million bushels (720 thousand metric
tons) recorded for the comparable
period a year earlier,

Exports

U.S. durum wheat exports for the
past year totaled 58.6 million bushels
which increased 7.8 million bushels.
The largest importers were Algeria
with a total of 20.5 million bushels
and Tunisia with a total of 10,2 million
bushels accounting for over onec-half
of the total imports.

Duluth/Superior

Exports of durum wheat out of Du-
luth/Superior since the opening of the
shipping season through July 20, 1984
totaled 9.7 million bushels in compari-
son to 24.1 million bushels a year ago.
Export buyer demand was slack with
exports down sharply. Stocks of durum
wheat at the twin ports as of July 19,
1984 totaled 3,931,000 bushels com-
pared to 3,145,000 one year ago.

Canadian Situation

Durum wheat, according to Canad-
ian Statistics tabulations based on
1984 findings, planting intentions in-
creased to 4,200,000 acres compared
to 3,500,000 acres grown in 1983,
The visible supply of Canadian durum

is licensed storage and in tra sit o
July 11, 1984 amounted to 8084
thousand metric tons, 123.8 tl. wsapg
metric tons less than last year' figure
of 932.4 thousand metric tons. Cana
dian exports of durum wheat 1.1 Jupe
1983/May 1984 period decreused 1
2.4 million metric tons compured o
2.7 million metric tons during I
same period n year ngo. Algeria, Ttaly
and the US.S.R, were the largest im-
porters taking a total of 1.9 million
metric tons of durum wheat.

Durum Crop Stressed

*Durum prospects in North Dakot
and Montana, as well as Canadian
production arcas, have declined sharp-
ly as a result of hot, dry weather”
James F. Frahm, U.S. Wheat Associ-
ates, says in the organization's weekly
newslelter. Mr. Frahm comments: “Ia
the U.S., some fields that were croppd
last year are beiuy (lowed r cut for
fodder while fickds sown on fallow
ground likely wili yield only about
75% of carlier expected amounts.
Approximately 85% of Canadian dur-
um production lies in the drouth-affec.
ted area and yields are estimated W
have been reduced by 30% from pre-
drouth prospects.”

In North? Dakota, hot and dy [

weather contributed to slight but fur-
ther deterioration in the crop slatus.
Durum in the state was rated 13%
very good to excellent, 48% gool.
33% fair and 6% poor. Dry cor litions
were especially stressful in the norih
west corner of the state, wh :h ac
counts for nearly onc-third f the
state’s output,

Durum Planting

According to the U.S. Dep tment
of Agriculture, scedings of dur m art
3,282,000 acres, a jump of 28* from
2,565,000 acres last year bu 15%
below the February indication of 3
$30,000 acres, Planted area i 43
below the recent high of 5,7 600
acres in 1981, Record durum plant
ings were 6,855,000 acres in 1928
Durum harvest arca is estimaled
3,205,000 acres, up 29% from 2,492
000 acres last year,

ADM Dividend

Archer Daniels Midland Co. de-
clared the regular quarterly divide
of 3%¢ a share on the common st
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*Over 35 years of worldwide experience

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

# 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

® o
formula— automatically. Sanitary construction—all crevice

free interiors and FDA approved

* Tro 1ble-free silo discharge— epoxy coatings inside and out.

off sient, quiet, Turbo-Segment

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

age, grinding and feeding systems

for regrind.
* Du t-free Conveying Systems—

off sient utilization of both vacuum
an« pressure conveying with large
fiit rs and dust-free design

thr ughout.

® Experienced engineering staff. If
you are building a new plant or
modernizing an existing one, put
our staff of experts to work for you. 1

AZ0O Inc.

PO. Box 181070 I
Memphis, TN 38118 'I
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A D M Dividend

und a 5% stock dividend. The cash
dividend is payable Sept. 4 to holders
of record Aug. 7, while the stock divi-
dend is payable Sept. 14 to holders
Aug, 20, The same stock dividend was
paid in 1983,

ConAgra Record

ConAgra, Inc. achieved record sales
and earnings in both the fourth quarter
and fiscal year ended May 27, with the
fourth quarter representing the first in
which ConAgra sales have exceeded
§$1 billion.

Net income of ConAgra in fiscal
1984 totaled $62,648,000, equal to
$2.95 per share on the common stock,
up 31% from $47,770,000, or $2.59,
in fiscal 1983. Net sales totaled $3,-
301,524,000, up 43% from $2,308,-
919,000. In the 1982 fiscal year, Con-
Agra had net income of $32,873,000
on sales of $1,709,599,000.

Net income of ConAgra in the fourth
quarter ended May 27 totaled $19,-
878,000, cqual to 86¢ per share, up
40% from $14,230,000, or 78¢ per
share, in the final quarter of fiscal
1983, Net sales aggregated $1,045,-
321,000, up 91% from $548,812,000
in the year-ago quarter,

ConAgra said pretax earnings from
continuing operations increased 18%
in the fourth quarter and 13% for the
year. Pretax camnings include ConAg-
ra's share of net, after tax income of
the poultry business which was 50%
owned through fiscal 1984,

“Fiscal 1984 was a highly significant
year for ConAgra," Charles M. (Mike)
Harper, chairman and chief exccutive
officer, said. “Balance and diversifica-
tion helped reported earnings per
share reach record levels for the fourth
straight year. Morcover, ConAgra
achieved major growth in trend line
carning power and scale — our an-
nualized sales now are about $5.5 bil-
lion,

“Fiscal 1984 also marked the ninth
straight year in which ConAgra has
met its demanding financial objectives.
Our most important objective is to
average better than a 20% return on
year-beginning common stockholders’
cquity. The 20% return in fiscal 1984
puts our five-year average at 23%.

Excellent Grain Resulls

In revicwing fiscal 1984 operations
by business segment, ConAgra said that
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in its Grain segment, exccllent results
in processing were morc than offset
by depressed results in grain and barge
merchandising. The segment’s fiscal
1984 operating profit was $10.1 mil-
lion, down 56% from $23.3 million
in fiscal 1983, Sales totaled $814.8 mil-
lion, up 16% from $704.5 million.

ConAgra Grain Processing com-
panies had strong carnings growth to
record levels, led by ConAgra Flour
Milling Co.'s major gains, ConAgra
said. ConAgra Feed Ingredient Mer-
chandising Co., also contributed to the
goins, Peavey Grain Companies, it
added, had sizecable losses in a de-
pressed grain merchandising and barge
transportation environment.

ConAgra's Food industry segment
posted operating profit in fiscal 1984
of $82.1 million, up 63% from -50.4
million in fiscal 1983, Salcs aggregated
$1.45 billion, up 95% from $743.1
million,

During fiscal 1984, the company
said, ConAgra Poultry Companies
achicved outstanding earnings gains as
broiler chicken margins were excellent.
Banquet Foods, it added, increased
unit volume and registered significant
carnings gains, Armour Food Co., ac-
quired early in the third quarter, was
a major contributor to fourth quarter
and full year Food segment sales gains,
and earnings were above plan,

Operating profit of the Agriculture
segment in fiscal 1984, ConAgra said,
was $48.4 million, up 4% from $46.4
million in fiscal 1983, while sales total-
ed $1.04 billion, up 20% from $861.4
million. United Agri Products, it con-
tinued, enjoyed excellent results with
increased sales and market share and
record earnings. AgriBanics Co.'s feed
and fertilizer sales and carnings, Con-
Agra added, were strongly ahead of
the prior year's record results. Carib-
bean Basic Foods Co.'s carnings were
down and ConAgra Europe was un-
profitable for the year.

Pillsbury Performance

The Pillsbury Co. achieved record
sales and carnings in the fiscal year
ended May 31, marking the 13th con-
secutive year of rerord performance
by the company.

Net income in fiscal 1984 totaled
$169.8 million, equal to $3.91 per
share on the common stock, up 22%
from $138.9 million, or $3.20 per
share, in fiscal 1983, Per share ecam-

ings for 1983 arc restated lo refleq
a two-for-one stock split in No ember
1983, ~©

Net sales for the year agg :gated
$4.17 billion, up 13% from fiscal
1983 sales of $3.69 billion, Tl year
just ended is the first in which Pills.
bury's annual sales have exceeded §4
billion. In the 1982 fiscal year, Pills-
bury had net income of $136.3 million
on sales of $3.39 billion.

Pillsbury’s carnings before taxes
in fiscal 1984 totaled $303.7 million,
up 32% from $230.2 million in fiscal
1983,

Pillsbury noted that operating profu
gains by its business groups ranged
from 5% for Consumer Foods and
38% for Restaurants to 111% for
Agri-Products,

Net income in the fourth quarter
was $46.7 million, equal to $1.08 per
share on the common stock, off from
$53.5 million, or $1.23 per share, re-
stated, in the final quarter of fiscal
1983. Pillsbury said the decline was
primarily attributable to a more nor-
mal tax rate. Sales in the fourth quar-
ter totaled $1.08 billion, up 9% from
$990.3 million in the 1983 [fourh
quarter,

Citing the significant increasc in op-
crating performance by the Agri-Pro-
ducts group from the previous year's
depressed levels, Pillsbury soid th
greatest improvement was in gran
merchandising. At the same time, It
said returns remained at unacc ‘ptably
low levels. While a solid perfc mance
was recorded by industrial fooc , com
modity-based businesses in la ¢ pan
continued to be hampered by « weak
agricultural environment, F llsbury
said,

Burger King led the Re aurd!
group with average sales per ¢ mestc
company unit showing rerl gr. #th o
13%. Consumer Foods gains { © fiscd
1984 were primarily attributabl to th¢
strong performance of refrigerat :d pre-
ducts and the addition of 1iaag.a-Dat
ice cream.

“Fiscal 1984 was o record year !
every sense of the word and we &
cspecially pleased with the growth and
strength of our operating camings
William H. Spoor, chairman $2*
“While we expect the difficult envio™
ment in Agri-Products to gnmmut
through the summer months, it is 2%
parent that our corporate strateg®
are working well and our momenfi?
s continuing into the new fiscal yed"
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Our customers are very special. You
deserve our best efforts to provide
you with the kind of consistent
qality that assures you a success-
fu product. Without question, the
fi est durum flour and semolina
a : produced from durum wheat
r: sed in North Dakota, From

q ality durum wheat, we pro-

d ce Durakota No. 1 Semo-

li a, Perfecto Durum Granular
a d Excello Fancy Durum

F ‘tent Flour. You're someone
8} acial, and you deserve
tl e best!

the durum people

Y‘WORTH DAKOTA MILL
Girand Forks, North Dakota 58201
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Cable Car Chase

Sun Francisco’s cable cars are back!
The cars, closed down the past two
years for repairs, were welcomed back
into service by the Great Rice-A-Roni
Cable Car Chase, a five mile marathon
which attracted more than two thou-
sard  runners. The commemorative
race, sponsored by Rice-A-Roni, fol-
lowed the course of the new cable car
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tracks through the streets of San Fran-
cisco past the city's most famous land-
marks and neighborhoods,
Participants in the Great Rice-A-
Roni Cable Car Chase included run-
ners and joggers of all ages, group
teams, father and son combos, married
couples, family foursomes and one
fellow who ran backwards. Winner of
the big event was Bob Murphy, seen
above being interviewed by a TV repor-

ter. Murphy, an cntrant from sk
ran the five mile course in 25§ mi
utes. Oldest contestant was 78 car 09
Bernard Dathe who says he heeps f
by eating a lot of Rice-A-Roni. Ht
finished the up and down hill cour*
in 44 minutes flat. Race proceed
totaling $4,500.00 were donated
Golden Grain, makers of Rice-A-Ro%™
to the Epilepsy Society of S
Francisco.

THE MACARONI JOURSM

Exc 1t for the recent two year hiatus
ot rej irs, San Francisco's cable curs
have | en climbing up and down the
cy's 1Is since 1872. They are the
oaly v 1icles of their kind—and a San
Franci o tradition.

Ano oer San Francisco tradition, the
only o.¢ of its kind, is Rice-A-Roni.
an Francisco cable cars and Rice-A-
Roni ure inseparable. For years the
bells on these cable cars have rung out
lound and clear for Rice-A-Roni on
\he nalion’s television screens, This
year they are ringing out louder than
ever.

Carrying @ Torch for Lawry's

Like an athlete who has just cap-
wred first place, Lawry's Foods co-
worker Frank Toy made fists and
taised his arms in victory the moment
he won the right to represent the com-
pny in the 1984 Olympic Torch
Relay.
“] was elated. 1 felt like saying,
I'm the one—you don’t even have to
bother to choose an alternate. If | have
1o, I'l be there on crutches or in a
wheelchair. Nothing’s going to stop
me doing this, absolutely nothing! "
Toy carried the torch for Lawry’s on
Satrday, July 21, just one week be-
fore the opening ceremonies at the Los
Angeles Coliscum, The Los Angeles
Olympic Organizing Committee Torch
Relay ‘oundation has informed Toy
that b kilometer was to be in the
Suma “lonica to Canoga Park arca.
His fi ‘nds, family and co-workers
lined t + route and cheered him on in
ent in history.
vic fever struck carly at
beginning with a spirited Kick-
March in the Lawry's Cali-
:nter gardens. Toy, along with
1er co-workers, contributed $5
S. Olympic Team to enter his
i the Torch Relay drawing.
o-worker contribution was
with an equal amount from
which had already donated
ior the kilometer to help the
raise $30 million for youth
- FOgrams.
To repare for the Torch Reluy,
Toy works out at an Eagle Rock gym
three days a week and cycles as often
ashe can, Ironically, he cannot run on
phalt on a regular busis due to an
ankle injury he received while skiing
4 ML, Waterman, which kept him out
of the Chinatown Chinese New Year
I0-kilometer Race.

SEPTEMBER, 1984

PRV TR (AR SR Y A

Toy is o first-generation American,
born 1o Chinese parents in Los
Angeles’ French Hospital, located in
Chinatown. He grew up in Central
Los Angeles and graduated from Bel-
mont High School. He received his
bachelor’s degree in finance from Cali-
fornia State University, Los Angeles,
where he is currently pursuing a cer-
tificate in business information systems.
Before joining Lawry's three years ago
us o cost accountant, he held the same
position at the General Can Company,
City of Industry. He is a resident of
Monterey Park.

Lawry's Foods, the Los Angeles-
based manufacturer of over 110
blended scasonsings, dressings, siuces
and related food products, is a mem-
ber of the Thomas J. Lipton family of
companics.

Lawry's is located at 570 West
Avenue 26 in Los Angeles. The 15-
acre garden complex includes the com-
pany’s major Western manufacturing
plant, a variety of outdoor dining
arcas, plus gift and wine shops, all set
in a peaceful garden oasis in the midst
of Los Angeles.

Ideal Macaroni
Sales Manager

Mr. Pat Ippolito, president of ldeal
Macaroni Company announced the ap-
pointment of Mr. Sandy Aprile as their
sales manager, replacing Mr. Dominic
Scinaldi who took an carly retirement
to Florida.

Mr. Aprile was regional manager,
and will now be in charge of the sales
staff, and introduce promotions and
sales deals to the retailers. Mr. Aprile
has bzen with the company for 16
years and served in many capacities.
He and his wife “Babes™ live in May-
field Heights, Ohio and have 4 chil-
dren.

Another appointment made by Mr.
Ippolito is that of Jill L. Rice. She will
be in sales, und service most of the re-
tailers in the greater Akron area. She
graduates from the University of Akron
with a BS degree, majoring in market-
ing and sules. She was voted in 1980
as the Outstanding Woman on Campus,
president of the Gymnastic Club,
Buchtelite Feature Writer and MCSA
State Champion. Previously she was
employed by Union-Carbide Corp.,
Glad Products Division. She was mer-
chandising Glad products, ordering
merchendise, setting-up displays, pre-

sented promotions and selling o re-
tuil outlets in o 4-county arca of mar-
keting.

Mr. Ippolito said “cur aim is to
expand our territorial coverage with
added promotions and service.”

Chesebrough-Pond's Sales Up

Chesebrough-Pond’s Ine. sules for
the second quarter of 1984 increased
by 111 per cent over 1983's sccond
quarter to a record level, Ralph E.
Ward, Chesebrough's chairman and
president, announced. In line with the
company's expectations, net income for
the second quarter was 4.7 per cent
lower than the year-carlier quarter, he
added, due to higher production costs
in some divisions, higher interest ex-
pense and increased marketing invest-
ment, The company continues o ex-
pect @ sales increase of 10 to IS per
cent and a net income increase of §
to 10 per cent for the year.

Chesebrough's consolidated  world-
wide sales for the second quarter ros:
w  $432,945000 compared  with
$389.713,000 for the sccond quarter
of 1983, Second-quarter net income
was $23,312,000 or 65 cents per share
compared with $24.462,000 or 08
cents per share in the year-carlier
quurler.

Packuged Foods Division

Divisional sales beaelited from the
continued popularity of Rague spaghetti
sauces  among  consumers.  Ragn
Chunky Gardenstyle spaghetti sauce,
introduced in the Fall of 1983, has
been one of the most successful grocery
products launched in the United States
in the past decade, and has been re-
sponsible  for increasing the  Ragu
brand’s market share in this growing
category 1o aver 53 per cent. Also dur-
ing the quarter, the division continued
developmental work on new products,
which provide an important potential
source of future growth,

Durum Disappearance

Durum disappearance in 1983-84
wits 107,596,000 bu., down 7% [rom
115,870,000 bus in 1982-83, In 1981-
22, the year of record wheat disappear-
ance, durum usage was 136,994,000
bus. Disappearance was 109,488,000
bus in 1980-81, and 131.412,00 bu-
in 1979-80.
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CLASSIFIED
ADVERTISING RATES
Want Ads ... ... ... %0350 per line
Minimum $5.00

WANTED: D usad p d
For Information write P.O, Box 1008, Pole-
tine, IL 60067,

DEMACO
5%4" Cylinder and Scraw (Extrusion Heed)
$2700 used — A SPARE IS CHEAP IN-
SURANCE! Tel.: (201) 778-8777 TLX:
299622 C.R.C. 217 Brook Ave., Passak,
NJ 07038.

FOR SALE — 1 Heavy Duty Miner; 1
Heavy Duty Kneader; 1| Dough Breeker; |
Noodle Cutter; 1 Proliminary er (Con-
tinwous); 2 Dry Rooms; 3,000 Aluminum
Sticks; 5 Dies: Spaghetti - Spaghettini -
Linguine - Fettucce - Losogna; 1 Weigh-
ing and Bagging Mochine; Dies for long
and short goods, best offer. For more In-
formation please call srea code 416-227-
5801 or write care of 102 Townline Rd, W.,
St, Cotherines, Ontario L2T 1P7 Canada.

FOR SALE
1 Demaco 1000 long goods press; 1 Buhler
1000 short goods press; 1 Praliminary Long
oods dryer and lots more equipment, Call
gunlo Zito — 213-261-6106.

Seafood Restaurant Nets
Good Catch with
Spaghetti O's

Parents headed to the New Hamp-
shire lake country have discovered a
restaurant oasis awaiting them in Gil-
ford, Near the shores of Lake Win-
nepasaukee, The Cherry Stone offers
shrimp, scrod and oysters to please
adults and Franco-American Spaghetti
O's for discerning youngsters.

According to owners, Jim and Rita
O'Brian, their new “Parent’s Special”
is netling “fantastic results.” Their
Mother's Day tally noted 32 children
ordered Franco-American Spaghetti
or Spaghetti O's while their parents
invariably preferred fresh lobster,

a8

Joseph R. Cross Dead

NPA Board member, Joseph R.
Cross, Vice President Marketing Serv-
ices, Best Foods U.S., representing the
C. F. Mueller Company, collapsed and
dicd in his office of a heart attack Mon-
day, July 23. Mr. Cross joined the
Board at the winter convention and
was just appointed as Chairman of the
Government Affairs Council at the re-
cent summer convention,

“It is with sincere regret that we
must notify the members and friends of
the National Pasta Association of the
untimely death of our colleague and
friend, Joe Cross. In a short time, Joe
had become a valuable member of our
Board and his counsel will be sorely
missed. On behalf of the members,
Board and Officers, we extend our
deepest sympathy to Mrs. Jean Cross
and the children,” said Tony Giola,
Chairman of the Board.

Memorials in honor of Joc can be
made to the American Heart Associa-
tion, Northwest New Jersey Chapter,
669 Littleton Road, Parsippany, New
Jersey 07054,

Multifoods Restructures

International Multifoods Corp, in
the current fiscal year “will accelerate
growth from our domestic businesses
and restructure our business mix for
long-term  growth,” Andre Gillet,
president and chief executive officer,

told the annual shareholders mecting
June 22,

The primary objective of Multi-
foods, Mr. Gillet said, “is to set the
stage for a return to carnings growth
during fiscal 1986."

Mr. Gillet said that in the first quar-
ter of fiscal 1984, ended May 31, Mul-
tifoods posted carnings of $207,000,
equal to 2¢ per share on the common
stack, off sharply from $4,973,000, or
61¢ per share, in the first quarter of
fiscal 1983, Net sales in the quarter
aggregated $245,877,000, up from
$243,620,000 in the first quarter of
1983.

Unit volume, Mr. Gillet said, rose
more than 3% in the first quarter. The
principal factor causing operating de-
clines in the Consumer, Industrial and
Apriculture market segments, he said,
was devaluation of the Venezuelan bo-
livar. Despite continued  volume
growth, carnings from Venezuelan op-
erations declined 56¢ per share from
the first quarter of fiscal 1983,
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Fritx Mondale’s

Favorite Things p—
:lml \;\:lallcr Frederick M. ndale
elght: Five fect eleven inci.es
Weight: 160 d THE FOOD INDUSTRY SINCE 1898
e i o R T ke SPECIALIZED CONSULTANTS TO 2.4

Minnesota
Parents: Theodore Sigvaard and
Claribel Cowan Mondale. His
father was a Methodist minisier,
his mother, a music teacher
Religion: Presbyterian
Wife: Joan Adams Mondale
Children: William, Eleanor Jane,
and Theodore ) J
Dally Schedule: Early to bed, e
to rise
Hobbles: Fishing, reading !
Shakespeare, reading historical
accounts, barbecuing, skiing,
playing tennis
Home: Cleveland Park
Heroes: Hubert H. Humphrey,
Anwar Sadat, Barbara Tuchman,
Martin Luther King, Jr., Golda
Meir, and Pope John XXIII
Childhood ambition: to be pilot
Greatest influence: Mother and Dad
Favorite indulgence: Fishing
Favorite vice: Fishing
Favorite way to relax: Fishing,
skilng, playing tennis, reading
Greatest fear: Not to go fishing
Favorite dinner: Pasta
Favorite snack: Hot dogs
Favorite book: Hard to say. but 0
of his favorites is a biopraphy ¢
Garibaldi by Trevelyan
Favorite subject: History
Favorite actor: Paul Newmar
Favorite actress: Sally Field
Favorite movies: “The Stin ", “THES
Guns of Navarone” \
Favorite joke: Has a great sensé @
humor, but can't narrow it dovii
1o one joke
Worst mistake: Can't remem ¢r
Most important event in hi- life: -
His marriage to Joan
Best memory: Speech to the UN
Conference in Geneva
Favorite quofation: By Franlin
Roosevelt: “Governments can €
Presidents do make mistukes, b
the immortal Dante tells us that
divine justice” weighs the sins
the cold-blooded and the sins of
the warm-hearted in differcnt
scales, Better the occasional fault
of a government that lives in 8
spirit of charity than the consisic®
omissions of a government frozf

: BUILDING A CONSUMER FRANCHISE
OBJEGTIVES FOR YOUR BRAND

(:
N THE RIGHT BRAND NAME AND SUPPORTIiG
B T0T RIRER S TRADE MARK.

/ | 1 1 1

MARKETING
SALES PROMOTION
TRADE MARK AND BRAND IDENTITY
ADVERTISING
DESIGN AND GRAPHICS
MERCHANDISING
NEW PRODUCTS DEVELOPMENT
MACHINERY AND EQUIPMEXT
PUBLIC RELATIONS

1. + : ‘
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

Y \

Jack E. Rossotti, Vice President
Charles C. RossoHti, President
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