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Y Fold-Pak
of course

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

fol2

CORPQORATION

of elegance, packages can
varnished, waxed or poly-coate
depending on your individu
product need. Our graphic an
structural designers are al
available to update your paclf
age or give it a completely ne
look. The end result is a pastg§
package that your produc

pasta package
by Fold-Pak.

Newark, New York 14513/315-331-3200
Englewood Clilfs Sales Office: |10 Charlotte Place, Englewood Cliffs, New Jersey 07632/Phone (201) 568-7800
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NATIONAL PASTA WEEK
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Recipes for Cover Story

Boston Clam Chowder
With Pasta

(Makes 6 servings)
8  ounces fine egg noodles
(about 4 cups)
1 tablespoon salt, optional
3 quarts boiling water
2 slices bacon, diced
Y2 cup chopped onion
| cup chopped fresh clams or 2

Gradually add noodles and salt, if
desired, to rapidly boiling water so that
water continues to boil. Cook, un-
covered, stiring occasionally, until
tender, Drain in colander,

While noodles are cooking, in large
saucepan over low heat, cook bacon way, and The Joe Franklin Show; q
until almost crisp. Add onion and cook, 16 additional television shouws inm
stirring frequently, about 5 minutes. jor U.S. cities, on three nationally 5y
Add tomatoes, carrots, celery and par-  dicated and 25 local radio program
sley. Measure drained liquid from and in 17 food editor newspuper intey
clams. Add bottled clam juice to make = views in U.S. citics. And much more §

1% cups. Add to vegetables along coming, with stories scheduled by
with thyme. Cover and cook over me-

Program highlights in ygy
highly successful promotic of 7
Pasta Lover's Diet Book by une Ry
Through this vehicle, the 1 w-calor
pasta story was featured o . najo
television shows such as Touuy, Bre

IF YOU

WANT YOUR PACKAGING SYSTEM

RO T s R g

cans (6% ounces) chopped
clams, drained and liquid re-
served

Bottled clam juice

2 teaspoons butter or margarine
13 cups skim milk
Dash ground pepper

Gradually add noodles and salt, it
desired, to rapidly boiling water so
that water continues to boil, Cook un-
covered, stirring occasionally, until
tender. Drain in colander.

While noodles are cooking, in large
saucepan over low heat, cook bacon
until almost crisp. Add onion and
cook, stirring frequently, about 5 min-
utes. Measure drained liquid from
clams. Add bottled clam juice to make
1% cups, Add to onion mixture along
with butter, Cover and simmer about
10 minutes. Add milk, clams and pep-
per. Simmer 5 minutes longer. Add
noodles and stir until well mixed and

heated through. Calories per serving:
235,

Note: Chop fresh clams to equal
I cup. Use clam Jiquid plus enough
bottled clam juice to make 114 cups.

Manhattan Clam Chowder
With Noodles

dium heat 15 minutes. Add clams and

noodles; heat through.
* If using fresh clams, chop enough
to make 1 cup. Use clam liquid plus

enough bottled clam juice to make
1% cups.

NPA Product Promotion

Report . . . 815 Million
Impressions!

“For the first nine months of fiscal
year 1984, the National Pasta Asso-
ciation’s public relations campaign
once again reached millions of Amer-
icans with the messnges: Pasta is NOT
fattening and Pasta IS a low-calorie,
nutritious versatile, economical, con-
venient and delicious food for every-
one,” rcports Robert Ronzoni, Presi-
dent of Ronzoni Macaroni Company
and new chairman of the NPA Product
Promotion Council which oversces the
efforts of the NPA's nationwide pasta
promotion effort conducted by Burson-
Marsteller Public Relations.

Even though this year's program is
not yet complete, results have already
met or exceeded target goals, The pro-
gram achieved 7.343 placements, re-
sulting in over 813 million impressians.

jor newspaper syndicates and Suny
Supplements, Ronzoni said.

But the book promotion is only
part of the results, The News Burx
and ongoing electronic media effl
generated placements in leading wo
men's magazines such as Seventen
Family Circle and Women's Day; I
major newspaper syndicated service
such as AP and NEA; on the n
tionally-syndicated television show, 4
Better Way; and in cooperative effon
with other food associations. The fol
lowing table summarizes the publ
relations partial (9 months) resu!
for the 1984 fiscal year.

Fourth Quarter Activities

Leaflet; 200,000 coples to be div
tributed in supermarkets and o exten
sion home economists,

Video ncws releases: A three-pan
video news serics on pasta (o be dis
tributed to 100 TV news si:tions.

Pasta Lover's Diet Boc', Cabk

Television: Stories to come m nev§

papers, national newspaper s ndicates
Magazine format to be disti uted by
satellite to 3,400 cable TC s' tion s)¥
tems covering 40% of the JS. TV
households,

(Continued on poge 1

o 5P
(Makes 6 servings)
8 ounces fine egg noodles ot b N
(about 4 cups) - Sl Achieved (Goal) Achleved (G
" nsumer ews Bureau
; “:::1::"::)'?',“"' °f“°““' Magazines 80 (901000 252,419,291 (200-25¢ 200,000
q SIBYater, Newspapers 207 (210.235) 438,970,503 (475-530 200,000
2 slices bacon, diced g
I medium onion, sliced e idrdey
Network TV 4 (2. 4 13,283,000 (=}
5 ""cﬂ:o:)‘:::‘j“:ff cfl::?) PRURIS). 1 Modia! Newselon = 8,720 11 [ 84001 - 98,000,000 (120000000
' .8,000,0
Y cup diced carrots mﬂ'"' Interest i (%30 5001 3,247,000 (7
Y2 cup diced celery Important Extras
2 tablespoons chopped parsley beyond goals) 1,433,000
2 cans (6% ounces cach) chopped Local TV 16 4,142,191
clams, drained and liquid re- National Radio 3 6,182,500
served® Local Radio 25 —
Total 7,343 815,667,485
Y4 teaspoon thyme leaves, crushed

e

TO ENTER AND
MAINTAIN AN EDGE
IN THE ERA OF ELECTRONICS
AND COMPUTERIZATION

GO TO

GARIBALDO RICCIARELLI sas.

PACKAGING MACHINERY FOR THE
PASTA INDUSTRY SINCE 1843

SALVATORE & ALESSANDRO DI CECCO
EXCLUSIVE NORTH AMERICAN SALES AGENTS
103 Bayview Ridge, Willowdale, Ontario M2L 1E3, Canada
Tel. (416) 441-3093, Telex 06 986-963
Alternate Telephone No. (416) 878-1911
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ood morning!

At the Florida meeting in March
we gave you the highlights our our
promotional campaign since the adop-
tion of the NPA strategic plan at La
Costa three years ago.

This morning, we're presenting a
stewardship report of our nine months
results in the current fiscal year, be-
ginning October 1, 1983.

We're including our promotional
goals for the year, with our results
to date as a benchmark of our prog-
ress in reaching them.,

Our target audience continues to

®* Women in 18-49 age group

® Low and middle-income families

and our promotional message—

® Your family can ecat pasta every
day because it is low in calories

® Pasta is not fattening

As our major promotional vehicle
to get this message across, we chose
to promote a book which spelled out
our message and focused on June
Roth's “The Pasta Lover's Diet
Book.”

We made every effort to make it
a best seller in its category,

The promotion is still going on.
In fact, June is in Philadelphia today
making TV and radio appearances—
sponsored by Bobbs-Merrill, her pub-
lisher,

She is also just beginning a series
of telephone interviews with radio
commentators across the country, and
has completed spots in Providence,
Boston and Cleveland to date. This
series will continue throughout the
summer,

As our Canadian members know,
she went to Toronto in June, where
Burson-Marsteller Toronto placed her
on network radio and television shows

PRODUCT PROMOTION REPCRT

by Elinor Ehrman and David Canty of Burston-Ma stelly
at the NPA Summer Convention

throughout Canada, She was also in-
terviewed by the Toronto Globe and
Mail,

The book is presently in its fourth
printing, and has passed the 15,000
mark. In book publishing circles, a
successful book is one which reaches
a distribution of 10,000. Remember
the significance of this promotion is
not the number of books sold, but
the millions of people reached with
the pasta message,

Here's a quick review of our re-
sults so far on the diet book. We
first discussed this book with Junc
Roth, well known author of 32 books
on health and nutrition, over two
years ago, We worked with her on
copylines, and she was able to weave
in our industry copy points into the
basic concept. Our message “Pasta
Is Not Fattening” coincided with her
sincere beliel that pasta is a nutri-
tious food that can be served at lunch
and dinner for less than 1,000 cal-
orics per day, every day for two
weeks and lose weight.

We met with Bobbs-Merrill editors
and publicists, and worked out a pro-
motional program for the book. The
publisher even accepted our edits on
copy for the spring catalog.

Our photography was used on the
cover of the book. The “Book World™
first read about it in Publishers Week-
Iy which described it as “more of a
cookbook than a diet book.” They
promoted her premise that pasta in
S-ounce portions topped with low-
calorie sauces and served with a veg-
etable and salad makes for delicious
dict fare,

In January, 1984 Family Circle de-
voted a 2-page spread to “Templing
Lo-Cal Pasta Dishes,” and credited
the book and its author.

Another fine tribute to the book
appeared in the spring edition of
Country Decorating Ideas.

Last month the nationally circulated
Star devoted their food feature to the
book. “If you love pasta but think you
can't afford the calories, try these three
delicious recipes that will let you in-
dulge your passion for pasta without
paying the consequences in unwanted
pounds. Pasta is for those who want to
be thin, says June Roth, author of the

Pasta Lover's Diet Book" (i,
3,905,400,
And in her own syndicated hedl
column, June discusses the merits
pasta and its low-calorie versatiliy
Her columns appear weekly in 40 n
jor newspapers around the country,
I know that just about everyon d
you met June Roth when she was oo
guest at the winter convention. We
given her a crash course in TV p
sentations, including our NPA cop
points to stress, and she was an c
cellent student. We admonished b
about her personal weight probka
and she obligingly went on her ow|
dict and was able to tell TV and rady
audiences of her 15-pound weight los
as a result,
Orlando was her first tour i
which was followed by Tampa/&
Petersburg, Dallas/Fort Worth, Hoo
ton, San Francisco, Detroit, Clevelad,
Baltimore, Atlanta and Miami . .. &
New York City. .
Here are some of the storics whid
ran in the cities as a result of persond
interviews, All with the low-calow
message - Orlando, Newark, Houston
etc.
The headlines state; “Boo. lets jo
enjoy and reduce”

“Pasta dict? Better believe il”

“Writer comes to praise p sta—n
to bury it in fatty sauces”.

We prepared special relea: s for
markets where June was not heduld
to appear, And here arc som of th
results in Lincoln, Nebraska, alt Lak
City, Grand Forks, Syracuse, fontef]
and Lancaster i

A re-cap of print interview inchd®
these major papers, and the itionally
syndicated Family Weekly, . EA
New York Daily News, "

Here is a re-cap of her -:lcvm:
appearances, including three net¥?
and natlonally syndicated shows U
NBC's Today Show, The Joe Fr
Show and Breakaway - filmed in
lywood,

Again in the clectronic era — %%
radio sports, headlined by three et
work breaks including ABC and

Here's David Canty, to run !:
through excerpts of some of
spots on both television and radio.

(Continued on page 8)
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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
always available to assist its customers.

Any day of the year, a BRAIBANTI specialist is flying and enroute to a pasta factory

in some corner of the world to:

— Erect a pasta line
— Commission and start-up a new line
— Carry out periodic inspactions of an existing line

— Provide the customer with the necessary assistance.

the
120 qualified technicians always on the move, always available to serve
cuﬂo?::rs,:lwuys ready to supplement and assist the local managers and

BRAIBANTI sales staff.

This is one of the many factors that has made BRAIBANTI the leading supplier

of pasta equipment. BRAIBANTI means:

— State of the art equipment and tachnology
— Reliability

— Guaranteed technical assistance throughout the world.

Braibanh

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

Mmrponﬂon
‘0K, 420d . - Suite 2080 *New York, N
Octoser, 1984

Y 10165 ©Phone (212) 682-6407/682-6408 ° Telex 12-6797 BRANY *
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Product |Prombtion Report
(quliw\isoﬁ“\}mne 6}

¢ David Canty
Thank "you, Elinor.

We've been ipvolved in  many
spokesperson media. tours in the past,
and this one’ was without a doubt one
of the most successful. For example,
the typical “guest" on a talk show is
usually on for 4 to 5 minutes, But Junc
cooked, demonstrated and talked about
pasta for usually 7-8 minutes in her
appearances, We've looked through
the 3 national and 16 local TV shows
June was on, and put a few segments
together in a 10 minute tape,

June did an excellent job getting
our low calorie message through loud
and clear.

During her national tour, June also
did 25 local and 3 nationally syndica-
ted radio interviews.

To date, our pasta lover's diet book
promotion has carried our pasta mes-
sage to millions of Americans and gen-
crated nearly 34 million impressions
and more is coming with stories sched-
uled by major newspaper syndicates
and Sunday supplements, but the book
promotion is only a part of our pro-
gram for 1983-84, and a part of the
budget. We continue our on-going ac-
tivities in print media with story and
recipe placements in newspapers and
magazines, and we continuc many
radio and TV placement activitics —
again, all in addition to the book pro-
motion.

The results of those activitics? Even
though we are only nine months into
the program, we are on target or in
some cases alrcady exceed the goal for
the year,

In our news burcau, for example, we
send pasta recipes and story ideas to
the top 265 major market area papers.
Our goal is 125-135 black-and-white
and color placements in the top 100
papers of those 265 major market
arcas, We don't track placements in the
101st through 265th size papers be-
cause that would result in some many
clips our monitoring costs would sky
rocket.

Alrcady to have gone beyond our
goal — we've gotten 139 placements
for a circulation total of over 25 mil-
lion.

We introduced our new theme for the
year at our annual press event in New
York. Our site for the editor reception
was the American Stanhope which had
hired Jack Terczak, a chef who is a

pioneer in the evolution of the new
American cuisine. We chose the theme
“Pasta Goes American”. We felt this
would give pasta greater news value
because it would link it with the grow-
ing intcrest of food cditors in regional
American cooking. Recipe and story
lines were developed around this theme
for pick-up by the editors.

And pick up on it they did. The
Houston Post states *'Pasta goes Ameri-
can when teamed with fresh vegetables
of the season and a savory sauce with
Monteray Jack Cheese.” And our low
calorie message comes through as the
story continues “For lean cuisine, try
spaghetti topped with a medley of
Broccolli, mushrooms, squash and
tomatoes. Calorie count is 370",

Here are two more of the 139 place-
ments, with the Oklahoman stating
“The myth that pasta is laden with
calorics has finally been dispelled.

When spices or vegetables are com-
bined with pasta, the calories are mini-
mal. In fact, the national pasta asso-
ciation says there arc only 210 calories
in a five-ounce cooked portion of pas-
1a.”" And the headlines on the left un-
derscores our theme, stating “Pasta
goes American in low-cal vegetable
combos.”

This year we made some of our
color placements through a color mat
service. One we cost-shared with the
tea council, To date, it has appeared in
38 papers for a circulation total of
nearly three million. It also appearcd
in papers in Sacramento, Indianapolis,
Las Vegas, Long Beach, Chattanooga,
and Knoxville, to name a few.

The Sacramento Union ran this
+tory reminding its readers that Octo-
oer 6-15 is Pasta Week, and “therc’s
no reason to hold back when you re-
member there are only 210 calories
in a 5-ounce cooked portion.”

More cexamples . . .stories in the
La Hcerald Examiner on macaroni and
cheese. In the NY Times - “Pasta
dishes inexpensive, nutritious and
quickly prepared” and in the San Fran-
cisco Examiner - “Pasta from appeti-
zers to desserts.”

Here's a collection of placements.
Our low calorie message made the
headlines:

® Low-Caloric pasta dish has
checese, vegetables

® Waistline watchers like pasta

® Tasty noodle casseroles arc low
in calories

P
® Pasta makes low-calorie v jelable ' ! W / rroo

combo filling 4’C 22
® Nocdles nice, not naught P 27 Jo
® Pasta association offers it :as for ( ®

salad
Our news bureau also places stories ¢

in newspapers not covered by our of-

forts in major markets, through news. ‘ L J

paper syndicates like AP and UPI, in

syndicated Sunday supplements like \ ‘
Family Weekly and Parade, and in )‘

national newspapers like The Star and
USA Today. Our goal is 85-100 place- l
ments to reach a potentinl circulation

total of 450-500 million. So far we'r:
on target at 9 months into the year

with 51 placements and over 409 mil- ‘\

lion circulation total. Here are a few
cxamples of those 51 placements.

Newspaper Enterprise Association
has a potential circulation of 25 mil-
lion. It ran our recipe for cold pasta
saleds with vegetables, and picked up
our theme in the title “Food for
Americans,”

NEA also ran a pasta story on the
most Amecrican of all days - Thanks-

giving, Bllld notice the low icalorie mes- [ @ Oornputer controlled continuous

sage again: “Often we think of pasta

dishes as fattening. Five ounces of en- blending systems assure that

R BALE IR ¥ Jow 21 aniotont accurate blends of different flours
Our message came through here in [e8S.

Grit. “contrary to food myths, pasta and regrind are fed to each p :

Each prass can receive a differen
formula—automatically.

*Qver 35 years of worldwide experience

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

is not fattening, and in the story "Many
people believe that pasta is loaded
with calories, but the fact is your fam-
ily can enjoy pasta everyday M‘fi n;t
have to worry about calories. :nd the —
Star says “tasty dishes that ma': pas- . Tfl'ub|ﬂ-fl'98 silo discharge

ta a dieter’s delight . , , Nation:" Pasta of icient, quiet, Turbo-Segment

Week, October 6-15, i -1 time J A
loctenke anglherr look n: :;liso: salike Discharge Cones for any size silo

food staple that still has an un:j:l erved
bad reputati i -con- -
sauu?&lo?)l:nczﬂgllgczzﬁirsl <« J§ 9 D: st-free Conveying Systems

count pasta out or their cuﬂnﬁ "i°§; ol iclent utilization of both vacuum
ment - not if they realize the ¢ &
only 210 calorics Tn s satisfyi- fv al d pressure conveying with large

oz, portion of cooked pasta.” fii:ars and dust-free design
Magazines are our other majo. news

bureau activity, and we sct a g al 0 throughout.
90-100 placements for a 200-25 mil

lion audience reach. At 9 month: we'®

on target with 77 placements an.i have

already met our circulation goal Her¢

arc a few examples.

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

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

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

AZO Inc.

FamHyICIrdc ranHa slt:l'y h)‘dl‘;i‘lcl PO. Box 181070 "
Brody called “Eat Heartily and s Memphis TN 3811
I weight,” The story continucs )

‘?\s’::u enﬂimp pounds on a diet b (901) 794-9480

in carbohydrates. Starchy foods 8r¢
lower in calories because they contain

Tue Macaron: JournAl I OcToser, 1984
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Product Promotion Report
(Continued from poge 8)

much less fat and fat supplies more
calories than any other nutrient, A
spaghetti dinner has fever calories than
just the meat in a steak dinner or a
quarter-poupd hamburger on a bun.”

Family Circle nlso recently ran this
story about Nika Hazelton's forth-
coming book, for which we supplied
her materials,

And Woman's Day ran a story on
spaghetti primavera on the cover and
noted it had only 337 calories, The
article was on “dict dinners.”

Again our American theme shows
it's news value for pasta here in a
Woman's Day Super Special tilled,
“Great American Cooking. Pasta Goes
American.” And in the story it says,
“'pasta in itself is low in calories - only
210 in a five-ounce cooked portion.
It's the go-withs that can be the cul-
prits” and a pasta story in Harper's
Bazaar is anything but bizarre, stating
that “carbohydrates in pasta burn more
slowly, giving you lasting energy, and
at only 200 delicious calories per cup,
it's a dieter's dream food.”

Young people are an important mar-
ket; 30% of today's food dollars are
spent by tecnage girls, and here in
Seventeen, they learn “The Lowdown
on Pasta.” The story says - “We want
to clear up pasta's reputation as a de-
licious but diet-destroying food - it's
what you pile on top of it that can raise
the caloric count nstronomically,”

And just a few more examples, The
cover of Women's World showed “diet
recipes that take the points out of
pasta.” The diet and nutrition section
was titled - “pounds off with pasta,”
and featured light recipes calories
counted at 360 or lower.

«lttenzione called attention to pasta
right on the cover - “The power of
pasta-tive thinking.” The five-page
story that followed featured three NPA
photos, It described “pasta Pluses -
oodles of noodles also contain B vita-
mins, riboflavin, niacin and iron and
are contrary to popular belief - low
in calories. An average serving (five
ounces) has only 210-220 calories.
The inside story titled - “A Food for all
Reason” stated “known collectively
and lovingly as pasta, these golden de-
lectables come in a multitude of shapes
and sizes, adapt to any sauce, delight
dieters, satisfy athletes and make all
around winning meals.”

10

Electronic Media

Moving into clectronic media activie_[ere were a hefty number ¢ storky
ties, we arc shooting for 2-4 plh"d‘fwmiﬂ['“‘“d- e

ments this year, and have already
achieved 4 for over 13 million audi-
ence impressions. Three of the four
were Junc Roth's, one was with onc
of our friends at USDA ,Edith Hogan,

Radio is second only to television
in share-of-time, and we also conduct
a number of radio activities - womens
interest featurcs, radio satellite news
feeds, and spokesperson placements.
Collectively we try to achieve 127 mil-
lion impressions, and are on target at
nine months with over 104 million.
Our radio news features are short,
usually about 60-90 seconds, They tie
pasta with some topical news item, and
are beamed by satellite to 2,100 radio
stations in the AP/UPI network,

And since we are at the 9 month
mark, we have a number of activities
yet to come. We will be producing a
new TV news series for distribution
this fall to 100 of the top 200 TV news
stations, our goal is usage by 40-50
of them,

The footage from the series can have
cxtended and thercfore cost effective
uses For example, with it we will pro-
duce o new 30 minute cable TV seg-
ment for distribution to 300 cable
stations via satellite,

And still to come this year is our
new leaflet to be distributed to editors,
and home economists, and to food
shoppers through our mailings to su-
permarket consumer specialists,

And we're looking forward to our
annual press reception in New York
in Mid-September. There we will
launch our theme for 1984-85: “Pasta;
A New Way Everyday.”

To summarize our results for the
first nine months of this fiscal year, we
have achieved 7,343 placements for
over 815 million impressions, With our
year's budget that comes to only 32¢
per thousand.

————— e

Conagra’s 1984 Pasta
Program

Last year, to help counter the grow-
ing threat of imported pasta, ConApgra
originated a pro-American pasta cam-
paign. Sent kits about “World's Best
Pasta — Made In USA" to 500 news-
papers.

Many of the editors — especially
food editors — shared the opinion that
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Advertising
This year, ConAgra will aguain agrey
sively promote American pasta with 4
campaign that can pay cash dividend;
Over the next three months super.
market executives will be sceing ad
promoting pasta’s profitability ‘and
growth, They will run in Progressie

Grocer and Supermarket News — oy
370,000 copies,

Progressive Grocer: September, (-
tober and November.

Supermarket News (September 10),
(October 15) and (November 12),

Plos Letter

In addition to this, the 200 top -
permarket executives will receive a-
vance notice of the program along with
reprints of the ads via direct prior to
the campaign breaking.

C. Robert Stephenson, ConAg
Vice President and General Sales Man-
ager, has written personalized letten
as follows:

Dear Sir:

Nothing beats an idea whose time
has come. Especially when it means
more sales,

The idea is simple: increase pasa
sales by welcoming the many Amer:
cans who are rediscovering pasts
Through a combination of prof.ssional
reports and mass media stori 5, your
customers are learning, to their lelight,
that pasta is now an “in" food y

They're being told why pas i's car-
bohydrates don’t trigger calo:': slor-
age; that pasta contributes i good
health and that pasta is soci ly &
ceptable in dozens of new rec. ies.

So, people are buying mor. pasta.
Enough so that, in recent ye s, th
growth of dry pasta has bee:r aboit
triple that of all supermarket vy gro-
cery products as a group, Enc igh 8
that pasta sales are expected tc grov,
in real dollars, 4.8% a year 1.rough
1990/ %

The pasta bandwagon is still paining
speed and there's still plenty of room
for your stores.

We're reminding the grocery indus:
try in ads — and you personilly —

.
£

$
3 TIMES
AS ALL

8

New facings now mean more
money now. Because new sales
are coming from people who now
know pasta is good for them.
Others have learned pasta’s
carbohydrates don't trigger
calorie storage as much as many
other foods. Stll other new
customers are showcasing pasta
in deliclous new recipes.

There’s still room on the pasta

It's a fact. ver the past seven
ears, the goowth of dry pasta
lms been about triple that of all
supermarket dry grocery
products as a group.

Your computer will tell you pasta
js glving you a better margin-
turnover combination than
many other dependable money-
makers in your stores, Average
margin: 25.8% , plus Impressive

{

SELR
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what a profit potential pasta hus. Il* turnover. bandwagon for you.
already giving you a better margi Pasta Is expected to have
(25.8%) than many other items If 4.8% real annual dollar
your stores. growth between now and
(Continued on poge 14} 1990.
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YOUR COMPUTER
WON'T TELL YOU

. Flour Milling Company

1. Pastais now a good-health food.

2. Pastais now a dlet food.
3. Pasta is now 2 qourmet food.

4. Pastasales are expected to grow

4.8% ayear through 1990,

Your computer will tell you pasta is
already glving you a better margin
turnover combination than many
other dependable moneymakers In
your store,

Average: 258 % margin, plus
impressive lurnover.

Over the past seven years, the sales
growth of dry pasta has been about
triple that of all

supermarket dry grocery products as
agroup.

Pasta is hot because pasta has some
new, well-publicized images. It's
good for people of all ages, doesn't
trigger calorle storage as much as
many other foods and is being served
in delicious and unconventlonal

new ways.

Give pasta room to grow.

There's still plenty of room on the
pasta bandwagon. Pasla’s new
popularity means new profil
potential for retailers who push
pasta now!

oday. 1 would like to discuss
consumer attitudes towards pasta,
psed on the results of a survey of
p Better Homes and Gardens Con-
umer Panel. The questions in the sur-
{'were ‘submitied by the Nalional
{2 Association, and Burson Mar-
dler and, in turn, were mailed in
April, 1984, to the 500 members
of Panel B of the Consumer Panel,
he Better Homes and Gardens Con-
mer Panel was established in 1976
o provide effective, informative com-
lnunication betwcen business and con-
amers. The Panel investigates con-
amer trends and preferences through
i one thousand members, who are
divided into two groups of five hun-
dred. Each Panel is demographically
mitched to BH&G's 7,450,000 sub-
wribers so we can reliably project
rsults from Panel studies ot the total
BH&G subscriber base.

Curmrent Trends

Before I discuss the results of the
mrvey — and be assurcd that there
' good news to report — it Is im-
portant to place such a survey within
the’ context of several trends of
direct importance to you as food
market: rs,

First the last few years huve seen
1 dran tic change in consumers’ al-
itude oward nutrition and health.
A'rec t Consumer Pancl study on
aling habits revealed widespread
wncer  with health ond nutrition.
Miint: 1ing the right weight, cating
abaln ed diet, getting enough exer-
die ar . staying away from salt were
the m« 1 frequently listed health con-
wems  subscribers.

~Sece d, we have seen o resurgence
in ho: : entertaining. During pust
period: of high inflation, many Amer-
icans turned to dining ot home as
an alte native to cating in restaurants.
Subsequently, we have seen increased
interest in gourmet and fresh foods,

| & cooking as a hobby for both men

and women has grown in popularity.
ood us an expression of creativity
o stalus is very much a part of con-
lemporary middle class American life.
Third, and this is thc most im-
Portant factor, half of the adult wom-
™ in America are employed. The

Octoner, 1984

social and economic ramifications of
this fact are numcrous. For our pur-
poses, I'll mention only a few. There
are now more two-income families
and they have generally preater dis-
posable income than families with a
single wage-earner.

They can afford top quality gour-
met and specialty foods. Yet at the
sume time, the demands of work have
left the two-income family with less
time to shop and czok. Not surpris-
ingly, the rise in two-income fami-
lics has spawned greater demand for
convenience foods.

Perhaps there seems to be a con-
tradiction here. A minute ago I said
that consumers were more interested
than ever in fresh foods. For ex-
ample, according to the United Fresh
Fruit and Produce Association, super-
market produce sections have, on
average, doubled their square footage
in the past five years — more growth
than any other scction of the store.
But now I'm saying that consumers
are buying more convenience foods.
In fact, both statements are truc, und
this leads to my next observation,
which is of central importance to food
marketers such as yourselves. There
are few, If any, consumers with mono-
lithic food nceds. We are living in
an age that is sceing the decline of
mass media and the mass markel.

The same consumer who fecds his
or her family with frozen iasagna
cooked in the microwave on a busy
Tuesday may spend all Saturday al-
ternoon buying fresh vegetables and
premium pasta for a leisurcly dinner
of pasta primavera, Consequently,
food marketers must adapt to the va-
rious food neceds these families have
at different times in the week.

Why Care?

Why should the National Pastu
Associution care about these fuctors?
[ would suggest that these trends —
rise in nutrition awareness, increased
interest in fresh foods und home
cooking, as well us the increased
number of women in the workforez
and the changing food needs of these
fomilies — are all conducive to a
healthy sales climate for the pasta
industry. The reasons, I'm sure, are

PASTA, THE CONSUMER AND THE CHANGING AMERICAN DIET

by Janet Johansen, Consumer Panel Manager,
Better Homes and Gardens, at the NPA Summer Convention

clear to all of us. Pasta is nutritious,
low in calories; it contains fiber, is
u complex carbohydrate and is a good
source of protein, The various pasta
shapes can be used for the simplest
or most clegant occasions, Pasta dish-
cs can be cooked in a matter of min-
utes, served hot or cold — pasta is
convenient and versatile for the busi-
est of families. Finally, in terms of
price, pasta is still a bargain. Clearly
pasta has all the attributes 1o make it
a staple of conlemporary American
cooking.

Survey

Let’s turn now to the Better Homes
and Gardens Consumer Panel survey
on pasta for the National Pasta As-
sociation to sce how pasta fits the
lifestyle and cating habits of these re-
spondents. There is good news. Pasta
is popular, Over 92% of respond-
cnls cat pasty, and 11.3% eat pasta
two or more limes per week. More
than 46% cat pasta ot least once
n week,

The study also shows that pasta
is most popular among respondents
from the Northeast states, followed
by those in the Western, North Cen-
tral and Southern states. The com-
paratively high concentration of per-
sons of Italiun ancestry in the North-
cast — particularly in the metropoli-
tan areas of Boston, Providence, Phil-
adelphia and New York — must ac-
count in some measure for the re-
gional skew ol pasta consumption.

When asked what type of pasta
they eat or serve most often, 55%
of respondents say spaghetti. Maca-
roni is second, named by nearly 27%
followed by cgg noodles, lasagna, and
other pasta types,

Let's turn to some of the high-
lights or responses given to questions
ubout various charucteristics of pasta
types. In cach instance, respondents
were asked lo rate cach pasta type
in terms of a single criterion, such
as “pood tasting”, If they very much
agreed that spaghetti with meat sauce
was good tosting, they circled the
number four; il they somewhal
agreed, they circled the number three
and so on. From all these responses

(Continued on page 14)
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Consumer Survey
(Continued from page 13)

we have calculated mean, or average,
scores which range from one to four
and reflect the overall attitude of
respondents,

And, overall, attitudes towards pas-
ta are very positive. For each cate-
gory of pasta surveyed, respondents
show strong agreement with the state-
ments that the various pasta types
are “filling", “convenient” and “taste
good”. In light of the multiple food
needs of today's consumer, this over-
all response suggests that respondents
are aware of and appreciate pasta's
many advantages.

More specifically, let’s examine the
response to cach pasta category in-
cluded in the survey. We'll be look-
ing at the four highest and the two
lowest scores in each instance,

For dry spaghetti, “filling", “con-
venient”, “good tasting” and “liked
by children” receive the highest
SCOres.

“Little food wvalue” and “good
source of fiber” receive the lowest
scores, Interestingly enough, these two
criteria received the lowest scores for
each type of pasta in the survey,
Respondents know that pasta has sub-
stantial food value, but they seem to
be unaware of any fiber content.

For macaroni, “filling.” “conveni-
ent,” “versatile,” and “liked by chil-
dren” lead the list of characteristics
with which respondents most strongly
agree.

“Little food value" and “good
source of fiber” elicited the strongest
disagreement.

Attitudes towards epg noodles re-
peat the patterns we've scen, except
this time “convenience” heads the list.
Nonetheless, respondents repeat their
three main opinions of pasta: it is
filling, tastes good and is convenient.

Again, “little food valus" and
“good source of fiber” receive strong-
est disagreement,

“Filling" and “good taste” receive
top marks in the fresh pasta category,
followed by “high in starch" and
“liked especially by adults.”

“Little food value" and “good
source of fiber once more receive the
lowest marks,

For spaghetti with meat saucee, we
sce the same three qualities — fill-
ing, good tasting and convenient —
from respondents, Indezd, these mean
receiving the strongest agrcement

14

scores are very high. Practically 75%
of respondents *'very much agrec” that
spaghetti and meat sauce is filling,
and over 67% “very much agrec” that
it is good tasting,

“Little food value” and “good
source of fiber” elicit the least amount
of sgreement.

Macaroni and cheese receives
high rating for the three common
qualities we've discussed, but also
draws strong respondent agreement
on its starch and caloric content,

And, no surprises here, “Little food
value” and *good source of fiber”
bring up the rear,

Tuna noodle casserole is the only
category in which “good tasting” or
“liked especially by adults or chil-
dren” does not show up in the top
four mean scores. This category is
also the only one in which nutritious
and good value for the money made
the top of the list,

As usual, “little food value" and
“good source of fiber” elicit the least
agreement among subscribers,

‘The Calories Issue

I would now like to discuss the
pasta and calories issue. In the battle
of the bulge being woged across
Middle America’s midriffs, you us
pasta marketers have had to work
hard to educate the consumer about
your products’ low calorie content.
The results of the survey indicate
you've won a partial victory in your
campaign. The majority of respond-
ents are aware of pasta’s low calorie
content, but there does seem to be
some confusion atout what low
caloric content means in terms of
other nutritional factors such as car-
bohydrates.

For instance, when asked to esti-
mate the caloric content of five ounces
of cooked pasta with tomato sauce,
62% of respondents answer under
300 calories. (The actual figure is
somewhere between 280 and 290 cal-
ories.) Twenty-two percent estimated
between 300 and 349 calories, and
thirteen percent guess a figure of over
350 calories, Thus, the good major-
ity of respondents are aware of pas-
ta's relatively low calorie content.

Let's explore this issue further by
examining respondents' answers to
the various criteria. For “High in cal-
ories," respondents to the survey show
they are aware that pasta dishes ure
fattening only if the sauce is fatten-
ing. Thus, macaroni and cheese and

spaghettl with meat sauce rc ejve g
highest mean scores. It is ot g
why respondents give fresh pasty
higher rating than dry spap elti uf
macaroni. Perhaps it is th. fexy
of fresh pusia that creates the per
ception that it is more fattering th
dry products, As you can see,
spaghetti and macaroni reccive lows
ratings than posta with sauce,
When given the criterion “faiter

ing,” respondents rate the pasta typaf

in the same order as they did fx
“high in calories.”” The consistency d
responsc in this instance suggests tha
these consumers are aware that pasy
does not have to be fattening, anl
the low mean score of dry spaghetti
most encouraging.

Our survey also shows that theg|
consumers know that pasta is a good
source of carbohydrates, Each cate
gory receives a mean score grealet
than three. While the scores arc al
pretty close, it is interesting to not
that once again macaroni and chees
and spaghetti with meat sauce head
the list. It makes one wonder whether
consumers assume that foods that an
higher in calories are also higher it
carbohydrates,

Furthermore, though  respondents
may not know that scientific detail
of complex carbohydrates, they ar
nonctheless aware that pasta is a good
source of starch, which is an im
portant complex carbohydrate. Agit
we find that though the mea: scorts
are quite close, macaroni an  chees
tops the list, This begs the juestiod
of whether richer, more itteninf

foods are associated with hiy 1 starch by

content.

CONSUMERS AWAR .
OF STARCH CONTE T

High In Starch Meas
Macaroni and cheese 351
Macaroni 34
Dry spaghetti 34
Fresh pasta 346
Spaghetti with meat sauce 33
Egg noodles an
Tuna noodle casserole al

Overall, consumers in the sunt
do not exhibit great knowledge
prsta’s  nutritional content, thov
they arc aware, to a large extenh
its caloric content, :

I am aware that th= N.P,A.'s nul™
tion and, Education Committee h¥

(Continued on page 16!
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The North Dakota Mill has your interests
very much at heart. Our experience and
excellent milling facilities assure you
the finest durum products for your
pasta. We are located in the heart. of
the rich durum country, and we pick
the “‘cream of the crop” for you.
Tt rough testing and laboratory
fac lities assure uniformity and
qu lity control. You can rely on
co sistency when you order

D: ‘akota No. 1 Semolina, Per-
fe. o Durum Granular or Ex-
ce o Fancy Durum Patent

Fi ur from North Dakota

M |, We're thinking of you

ev ry step of the way.

the durum people

NORTH DAKOTA MILL
Grand Porks, North Dakota 68201
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worked hard on spreading the word
about pasta as a source of fiber, vita-
min$) mingrals and complex carbo-
hYg!rat\q' and would hope that these
cfforts’ continue, perhaps even in the
form of direct consumer advertising.

The mean scores — roughly three
for each category — for the criterion
“nutritious” indicate that respond-
ents somewhat agree that pasta is
a healthful food, but elsewhere in the
survey, when asked about pasta as
a pood source of vitamins and min-
erals, respondents, in general, give
each pasta type a rating lower than
three; that is, they show little agree-
ment that pasta is a good source of
vitamins and minerals.

The survey may suggest a lack of
consumer awareness of pasta’s nutri-
tional content, but one thing it makes
certain: these consumers believe pasta
is filling. Each pasta type receives a
high score in this category, which is
important, In the marketing of pasta
you can sell the product on its nu-
tritional qualities as well as the fact
that it satisfies one's appetite, unlike
some so-called health foods such as
bean sprounts or tofu.

Best of all, respondents say pasta
tuste good, though, they are less en-
thusiastic about tuna casscrole than
other varicties. Spaghetti with meat
sauce scores highest in terms of taste.

Spaghetti with meat sauce is also
the most popular with the adult pal-
ate, according to the mean scores.
Fresh pasta is second.

For children, respondents give
macaroni and cheese the highest
overall rating, with spaghetti and meat
sauce close behind, Tuna noodle cas-
serole still languishes at the bottom
in the land of leftovers.

Ability to Adapt

Pasta’s ability to adapt to every
occasion is very much appreciated by
respondents. They believe that maca-
roni, dry spaghelti, egg noodles and
fresh pasta are versatile foods that
can be prepared in a number of ways.
Whether these respondents actually
know many ways to prepare pasta
is an issue I will address a little later,

Tied to the notion of versatility
is that of convenience. The high mean
scores in this category show that these
consumers appreciate the quick and
casy preparation of many pasta dish-
es. The only exception is fresh pasta,

\l.

which receives a low score. Perhaps
if it were more widely used, respond-
ents’ perception of its convenience
would be greater,

PASTA'S CONVENIENCE COUNT
PASTA’S CONVENIENCE

COUNTS

Convenlent Mean
Macaroni 3.60
Dry spaghetti 3.60
Macaroni and cheese 3.52
Egg noodles 3.52
Spaghetti with meat sauce 3.50
Tuna noodle casserole 3.29
Fresh pasta 2.97

Respondents’ positive attitude to-
wards pasta extends to its excellent,
cconomical value,

Each type of pasta scores high in
this category, with macaroni and spa-
ghetti products leading the way.

Respondents reiterate their belief
that pasta makes an excellent meal
with their strong disagreement with
the statement that pasta has little food
value.

Finally, you can be assured that
there is consumer confidence in the
products you market. Respondents
show strong agreement that the va-
rious forms of pasta are products they
trust.

Pasta is well-positioned in the mar-
ketplace, It is tasty and filling, con-
venient and versatile; it provides good
economic and food value.

More Consumption?

Can we look to increased consump-
tion of pasta in the future? Unfortu-
nately, according to the survey, the
answer seems to be no, Nearly 85%
of respondents say they Intend to eat
about the same amount of pasta in
the future as they do now. Over 5%
say they intend to eat more; nearly
8% say less,

The survey also asked why re-
spondents don't serve pasta more of-
ten. Nearly half say it is because pasta
is high in calories and fattening —
a somewhat contradictory statement
compared to data we've already
looked at. Nearly 30% say they don't
know enough ways to serve it, and
nearly 24% noted other reasons,

It is also interesting to note that
58% of those respondents from the
Northeast — where pasta consump-
tion is high — say they don’t serve
pasta more often because it's high in
calories and fattening. Only 41% of

T

respondents from the West | ve ¢l
ories as a reason for not serv. g pay
more often.

An important reason res andemy
are not serving pasta more 0. ¢n my
be that they do not know enoug
ways to serve pasta, and that. for
most part, their repertoires .re lim
ited to a few basic dishes with sauoy
that do tend to be fattening. Mor
people are familinr with macaroni and
cheese, for example, than with pa
with light vinagrette dressing. By
providing consumers with light, low.
calorie alternatives to standard pasu
dishes — by expanding their culinay
sense of what pasta can do — you cu
increase your market. Which is na
to say that that will be an easy task.

What is casy, is to look at re
spondents’ usage of fresh pasta. Only
20% have purchased it; of thes,
nearly 70% say it is better than dry.

What of Imporis?

And what of the imports? I can
tell you that the position of domestic
pasta manufacturers is strong in the
cyes of the consumers surveyed. Only
22% have purchased imported pasia
The most common reason given by
respondents for buying imports, how
ever, is impulse, named by over 40%
of those who purchased imported pa+
ta, Quality and price are the net
most commonly mentioned reasons
for purchasing imported pasta

Once they buy imported pasia
these respondents are hardly .old on
its benefits, More than 60% of re g
spondents who have purcha d in-
ported pasta say they see no differ-
ence compared to domestic pasts
30% do say they think it i+ been
and a small but distinguishec minor
ity whom I'm sure you'll all pplaud
say that imported pasta is wo ¢ (h
domestic,

Only 29 of the 422 resj ndens
surveyed preferred imported past
The most commonly mention ! res
ons for this small group's pr. eren
were overall quality, taste, i|:mnest
and texture,

That sums up the statistical resul
of Better Homes and Garden. Co
sumer Panel survey for the Nation
Pasta Association, | was asked to d¥
cuss how surveys such ns this o%
incorporated into food editorial
Better Homes and Gardens magaz®:

Let me spend just o few last miv
utes giving you some cxamples. Afle

: day's All-American word for
uj::: a;{;l:.;ler ouse of nutrition in all
chapt s and sizes. High in energy-produc-
Ing Ca ‘bohydrates, Lower In calories than
nany nopular weight-control foods. A reli-
ble source of iron and hard-to-get B-
complex vitamins. Pasta! Elegant enouF_h
or gourmet tastes, Light enough for
erica’s new fitness generations. Pasta!
ade best from AmbBr Mills \gnezlai Nl%lr

Imperia Durum Granula
%erglt)zlli%g'ncy %urum Patent Flour. Make
sure your pasta products are as fit as the
crowds they feed. Shape ‘em up with
Amber’s pasta performing ingredients.

5\ AMBER MILLING @h{ 3‘116.00
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Consumer Survey
(Continued from poge 16)

all these numbers and tables I'm sure
you'll be pleased to know that there
are only food pictures left to look at
at plus a few headlines. And if all
you've been looking at is the food pic-
tures, that's okay, too, since they all
come from the pages of Better Homes
and Gardens.

BH&G is evolutionary, not revo-
lutionary; we change gradually with
our readers, adapting to their chang-
ing lifestyles, introducing new ideas
and techniques that educate read-
ers with recipes and nutrition infor-
mation,

Cover Story

And pasta is part of BH&G ecdi-
torial. January, 1983, cover story was
on pasta,

The articles contained 20 new pasta
recipes, all illustrated with four-color
photographs to show the varicties of
shape and presentation possible with
pasta.

“Pronto  Pasta!” provided recipes
that could be prepared quickly — a
response to the time demands on busy
husbands and wives.

This part of the pasta feature
showed how versatile pasta is — that
it can be served as a light appetizer
or as a full meal,

Readers were piven elegant, so-
phisticated recipes to use when they
have the time and interest to pre-
pare a special meal.

“Surprising Pasta,” featured unex-
pected ways of preparing pasta and
acquainted readers with some lesser-
known varieties of the food.

The article also included this photo
titled “Pasta Potpourri” which pic-
tured and identified 22 different pasta
types.

The article showed how pasta’s va-
rious qualities could fit the various
lifestyle needs of our readers for con-
venient, versatile, innovative and ele-
gant food,

Our treatment of pasta is typical
of Better Homes and Gardens ap-
proach to better eating. We do not
publish any trendy diets, BH&G nu-
trition articles are factual pieces that
promote good eating as a pleasurable
social experience — there's no starv-
ing or suffering involved in eating
healthfully and enjoyably.

For instance, in our February,
1983, issue, Belter Homes and Gar-
dens published a major story on 28
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low-calorie recipes. Each recipe was
illustrated in a four-color photograph.
The recipes were ecasy 1o prepare,
used everyday ingredients and werc
designed for cnjoyment by the whole
family. BH&G cditors incorporated
the consumer's needs for convenience
und good taste to make the plan as
practical and casy as possible. In
cvery food feature, Better Homes and
Gardens food editors address the nu-
tritional nceds and taste preferences
of readers and seck to expand their
culinary horizons with recipes that are
compatible with their lifestyle.

Suggestions

I've discussed consumer attitudes
towards pasta within the context of
a changing American dict, which is
function of a changing society.
We've seen that consumers have very
positive opinions about your products,
To maintain and develop this fran-
chise of consumer confidence, 1 have
several suggestions. Continue the cur-
rent campaign which through various
channels cducates 'consumers about
pasta’s low caloric and high nutri-
tional value. Provide recipe informa-
tion at as many points in the distri-
bution process as possible. Consumers
are hungry for information. Give con-
sumers more ways lo preparc pasta,
and you might just sce a rise in sales,
Stress the convenience and value of
your product. In this busy world con-
venience is an essential factor in food
purchasing. As always, consumers ap-
preciate value for the money which
pasta clearly offers. Value never goes
out of style.

It was over five thousand years ago
that the Chinese first recorded the
cating of pasta, but it seems clear
from the results of the Better Homes
and Gardens Consumer Panel survey
for the National Pasta Association
that there is no food quite as con-
temporary in America as pasta — a
food for the eighties.

ConAgra’s Pasta Program
(Continued from page 4)

I urge you to read the enclosed ads,
Then pass it on to the executive re-
sponsible for localing potential new
profits, If that’s you, your search may
be over for this week,

There ir rew inoney to be made in
additional faving of pasta, ConAgra is
committed to supporting America's
pasta makers.

NPA Promotion
(Continued from page 4.

Radio: Two more radio n s Ic-
leascs for additional 3.5-4.0 nillion
audience reach,

NPA Annual Press Recepiio ; Sep.
tember 19,1984, Editors and media
specialists invited,

* Audience impressions arc based
on actual circulation figures of Sunday
Supplements and major dailics, and
potential circulation figures of news.
paper syndicates,

Product Promotion Committee mem.
bers are Norman Anseman, National
Food Products; Marti Yeager, The
Creamettc Company; Paul Vermylen,
A. Zcrega's Sons, Inc.; Donald Ber
man, Best Foods U.S.; Clifford Larsen,
San  Giorgio-Skinner Co.; Steven
Brody, Coca-Cola Foods Division:
James Petersen, The Pillsbury Com
pany; with Robert Ronzoni, Ronzoni
Macaroni Company, as Chairman,

Scott Towel Offer

Scott Paper Co. has uannounced a
savings guarantee of at least 10 per-
cent — or payment of up to $1,000 in
cash or products — to business, in-
dustrial and institutional customers
who switch to the company's line of
paper towcls,

Quoting Mike Shackelford. director
of marketing for the Washroom Group
of Scott's Commercial Produci: Divi-
sion, Paper Sales reported th offer
applied equally to users of com :tiliv
paper toweling systems and t those
using cloth roll towels.

The offer expires Dec. 31. 1984,
and is based upon a 90-day ial of
Scott toweling systems,

Announcement of the Sw :h-o-
Scolt campaign and ils guaran : wa
made to potential swtchers in oubli
cations targeted to building :rvice
operators, plant managers, instit :ional
administrators, purchasing ager - and
lodging and hospitality excutive

“We at Scott fecl very safe ii mak:
ing what may appear to be o high
risk offer,” explained Shakelford “For
us, there’s rally about zero rish Cus:
tomers across the country have a.cp!
our recommendations as to the (ype
towels to use — and the right dis
pensers to go with them — where sav
ings have been substantial.”

NPA Winter Convention
Boco Raton, Florida
February 17-21, 1984
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WINNING: THROUGH NEGOTIATIONS Jiii WHEAT INDUSTRY COUNCIL — ITS PAST, ITS CHALLENGE

_ by Jack Carter, President, Personnel Development, Inc.

Negolialion is the art of the possi-
ble.

Each negotiator in his own way
learns from 'mistakes and successes,
both his and others, by observation,
analysis, guides, research, and con-
cepts, We increase our chances of
success by more careful planning and
systematic approaches,

1t is not possible for a complex sub-
ject such as negotiation to list do's and
don'ts to apply in all situations. Cer-
tain guides can, however, be consid-
ered in the thoughtful approach of
when, where and how much.

The difficulty and importance of
negotiations varies widely from the
sample onc-time approach to the com-
plex continuing relationship.

Systematic analysis should enable
us to check why you are successful in
certain negotiations and how you can
become more successful, By organizing
your resources and strategy to gain
objectives you minimize the chances
of being surprised and develop confi-
dence in your position to take neces-
sary risks and protect yoursclf agoinst
various pitfalls in negotiations,

Everyone negotiates and frequently
attains what he really wants if he is
able and willing to make a fair ex-
change. Negotiation is an art and skill
that can be improved. Although each
negotiator has his own style and adapts
to people and situations there are ac-
cepted fundamentals of successful bar-
gaining. It can be rewarding and it can
be costly. Emotions and feelings are
important, Both positive and defen-
sive tactics are involved. We need to
be constantly on guard for ourselves
and even the other party against pit-
falls and mistakes.

Successful negotiators observe these
basics: Al

1. Know what you want

2, Get facts to back it up

3. Casc the other person and his
position

4. Plan presentation

5. Anticipate rcactions

6. Match your presentation to the
other party's receiving capacity,
and to the “climate”

7. Encourage feedback

8. Consider the other person's

position with him — help him

at the NPA Winter Meeting

develop cven better proposal
9. Minimize defensive position —
yours and his
10. Develop respect for ego and
feclings
11. Consider methods, climate, and

timing, not just facts and con-
tent

Major faclors in successful negotiu-
tions:
1. Planning
2, Power
3. Skill
4. Timing

Assumptions and Sirategies in the
Use of Power

Self-interest is of real importance in
negotiating. Most negotintors have de-
sires, interests, needs and wants be-
yond their present attainment. Some
people do not negotiate successfully
because they do not know what they
want. It is essentinl that we know for
each situation our goals, our self-inter-
ests and the other party’s goals and
self-interests,

There are certain assumptions con-
cerning power and its use which de-
serve examination:

Assumption No, 1 — "It is wrong
to be self-concerned.” Self-interest is
associated with the attainment of es-
teem and respect, both by the individ-
ual and others. A negotiator can gain
his self-interest without unduly destroy-
ing the esteem and respect of others.
Interest in improving one’s self and re-
lationships with others is a major goal
of human life. In negotiations, we are
usually representing persons in addi-
tion to ourselves.

Assumption No, 2 — “If there is a
winner everyone clse has to be a loser.”
In negotiations one party often wins
more than the other party but in con-
tinued relationships both parties necd
to win something, and often both
parties can win substantially,

There are certain situations where
coercion is not appropriate. If serious
conflict situntions exist, negotiations
may be less than useful and collarobr-
tion impossible,

Assumption No. 3 — “The use of
power means coercion and often cor-
ruption.” The use of power involves
risk. Some people are uncomfortable

using power and fear that it s jp.
herently wrong, Whether or not power
corrupts depends upon your ow valu
of what you think is right o wrong
and what you are willing to do,
Assumption No. 4 — “My gl
interests are determincd by sociely”
Winners sct their own goals high and
usually do not let someone tell then
what their self-intercsts are. You ar
a winner only when you exent (b
power nccessary to satisfy your self
interests as you define them,
Assumption No. 5 — “In negolia-
tions we should behave according 1o
the rules — real, imaginary and in-
plied.” Winners in negotiations do ob-
serve certain norms and guides. They
rarely ask what are the rules, what do
other people expect of me, and am |
playing the game properly.
Imaginary boundaries limit unneces-
sarily your freedom and power. Rel
boundaries are maintained by real r-
wards and punishment. There is o prict
to pay for crossing them, We need to
know whether the boundaries are rel
or imaginary and have effective means
to test them, asking the question what
are the costs and rewards to me if I:
a. Conform
b. Go outside the boundarics
c At_tempt to change the ~ound:
aries
Assumption No, 6 — “Ris’ -teking
should be approached cautious' ." The
following are concerns and ! ars in
risk-taking:
— being refused
— being rejected by others
— losing your position
— becoming responsible
— failing
— hurting others
— not being competent
— slarting something you ¢ 't
finish
— losing control
— winning
— getting people angry with you
— having people jealous of you

Most of these fears can be overcomt
in negotiations with planning, exper
ence, and success, There is usually
anxicty in exercising power but the
possible positive  consequences out
weigh the doubts,
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by Lauren Batty, Chairman of the Board of ITT Continental Baking Company

« -¢ all part of the wheat indus-

t.v. In the past the growers, the
proccss{:rs and the end manufacturers
have hud several things in common.
Historically, they have been entre-
preneurs, hard working, and from what
I've heard of the pasta people them-
wives, that goes in spades. Hands-on
operation, right in with the action,
know what's happening, keep abreast
of things, move our business, individ-
ualistic, each with our own opinion,
each of us building a business. A do-
ityoursell type of an organization, a
do-it-yourself type of busin:ss, a do-
it-yourself type of company, and highly
competitive. And all of those things
are true of the entire food industry,
particularly the wheat industry, where
the individual means so much to the
various segments of the business.

Now, what that history of the wheat
industry has led us into is product and
brand interest basically evolving
around self-interest. And there's noth-
ing wrong with that. I don’t mean to
crilicize self-interest but sometimes it
makes us short sighted regarding the
lotal industry, We like to work as an
industry in the organization I'm with.
Frankly one of the reasons that I'm
here is that my wife and I — and our
family — have worked hard; we man-
aged 1 achieve, and we fecl we owe
somet’ ing to the business that helped
uto = successful. So we're trying to
put s aething back into the business
that 1 varded us so well,

Th  self-interest and the company

ilere  probably were first and fore-
most + my mind as we went through
ourg wth with the company, | believe

that's cue of all of us. Not to be un-
expec d, but it does have an end re-
slt 1. perhaps we con address. All
of the 2 past experiences, and the past
Wwork ind the past application of those
things that have been both our ideals
and notivated our careers, has led to
3 poor consumer perception of what
our products are, and what they mean,
id what they do for you.

And finally, working as individuals,
“orking as independent companics,
Yorking as corporate companies, we
have addressed the industry issues in
in ambivalent manner. I think that’s
tue of most of us. It's interesting to

Ccroper, 1984
s T -

note and | couldn't help but hear this
come through in yesterday's presenta-
tions, The pasta group either has al-
ways worked together or is commenc-
ing to work together; for example, in
the work you're doing for the import
issue that you currently have. I would
presume you all worked together, with
the GMA, when the Ethyicne Dibro-
mide issuc came up. All of us got
mixed up in that to some degree, As
a result of all of the things we've done
in the past and all the things the in-
dividuals have done, we've come to
be an industry whose industry interests
are rather ambivalent. And we've scen
a perception created by some consum-
ers that is erroncous regarding our
products. All of the wheat based prod-
ucts. Those consumer misconceptions
then become our challenge.

The Challenge

Our challenge then, is to work as
an industry to correct these misconcep-
tions, Thus, the Wheat Industry Coun-
cil; a group of people from your in-
dustry, from my industry, from farm-
ing, from consumers, from millers, a
group of companics, an industry-wide
effort that has been launched to try to
educate people on the nutritional value
of wheat goods, We've gotien off to a
fairly shaky star. Most pcople are
aware of that. In the past year how-
ever, we've done an excellent job and
the effort is accclerating all the time.
It accelerates with the participation of
people, including people from your
industry. Joe Viviano was on the board
for some time. He started out with the
Council and did a nice job in our carly
days. You currently are represented on
the Board by Paul Vermylyn and you
will continue to be represented on the
Board.

Dr, Lund addressed the fact that
your contributions to research were
vital, not only vital, but having partici-
pated, the rescarch resulls were very
effective. 1 don't know how muny of
us in our industrics have stopped 10
think about it but we do a lot of re-
search work. As 1 recall, the number
he identificd yesterday was $1.6 bil-
lion as total research going into wheat,
of which durum was a large segment,
but $1.6 billion going into research,

that's just in one area. Our parent com-
pany in rescarch across the broad tech-
nological area, including electronics
and communications and all things,
invests in excess of a billion dollars a
year in research, We in the baking in-
dustry, Continental Baking Company,
invest millions of dollars in research
annually ourselves. All of us, making
all that investment in research, don't
seem to have the appreciation that we
should have as to what we need to
additionally invest in to present the
end results of that rescarch to the con-
sumer. Because, unless we, the industry
— the total wheat industry, all phases
— have the capability of presenting to
the consumer the benefits of wheat
based foods, correct the erroncous im-
pressions of them being fatiening and
non-nutritious, unless we have the re-
sources and ability to convince the con-
suming public, 've'll be a rather slum-
bering giant throughout our history.
And there is nu reason for us to be
that, Thus, with your help, and the
help of the rest of the wheat industry,
to build the Wheat Industry Council
to become stable, recognizable force
in the food ficld.

We must continue to develop, con-
tinue to build, and continue to make
the total wheat industry business a
business that is not just a sleeping
giant. A business that is not — what
marketing people call — a malure
business, Right? Kind of just sits there
and goes along. We shouldn't allow
that, we can make it o growing in-
dustry,

Complex Carbohydrates

Complex carbohydrates today are
being identificd us one of the most
necessary elements of the human diet.
The home economists and consumers
are slowly beginning to perceive that
and need to be more aware that wheat
based foods are un excellent source
of complex carbohydrates. We, as the
leaders of the industry, can help them
to see it if we do contribute, and if we
do support, and if we do actively, be-
yond the contribution and support,
identify our own products with it. We
will convinee - public properly, for
their own nuicional good, that they
should consume u great deal more
wheat-based foods.

a1
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No one mills more quality
durum than Peavey and
Condgra. No one provides a
more dependable supply — the
right product at the right time
al the right price.

That'’s why you can count on
Peavey and ConAgra — Anteri-
ca’s largest supplier of quality
Semolina and otber fine durum
products.
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I would like to introduce Joan
Reynolds, the professional director of
the Wheat Industry Council who does
a very fine job. Marge Warder is a
consultant, hired by the Wheat Indus-
try Council who manages what we call
our medis te.ars, These involve a ium-
ber of professors from colleges that we
have retained to go on tour on our be-
half. Marge sets the tours up for them
and arranges their appearances, They
open themselves up for questions on
talk shows, T.V,, radio, all around the
country, and address the issues and
benefits of wheat-based foods.

During the presentation, Tony Gioia
commented that he was pleased to sce
the balance in our presentations to
consumers. 1 was pleased with his re-
action, We in the Wheat Industry
Council said early on *“Look, we know
most of the money for this, just due
to the sheer volume, will be coming
in from the baking business, but we
cannot be successful unless we talk of
wheat in u balanced manner, across the
full gamut of wheat products.” And,
I hope we are representing that as you
sec the presentations that were made
and your interests arc well represented
as the pasta industry by Paul Vermy-
len, The real idea is to see the value of
wheat, no matter what form it comes
in, and the more we all participate, the
more successful we are all going to
be. Nothing about this is short-term.
As a matter of fact, we are probably
barely crawling right now, because we
have n new organization. We started
campaigning for this in 1956 and it
took us until 3 years ago to get legisla-

tion so that we could work together,
and now, we're starting to move.

Telling the Story

The Wheat Industry Council s
showing that wheat-based foods have
so much value, so few calories. And
we are really just starting to tell that
story, Now you tell me, how can any-
one not want to support a program
like that for our industry? Just can't
be done. Everyone of us, everyone in
industry, particularly the manufacturers
of the end product should get this in-
formation from the Wheat Industry
Council, It's available — everyone
should use it with their consumers,
their customers, Everyone should try
and tic whatever promotional work
they do with some of the Council's
themes. It's pretty much your option.
We're preparing this material — doing
all this research — and we're doing it
with your assistance — and we're

doing it to make the industry a better
industry for you and for me and those
who will fullow us. We owe it to our-
selves and to them to really do the job.

I'll close by saying there are two
phases of working in an industry or
in any endeavor, You can be a par-
ticipator, or you can be dedicated. And
I think the most appropriate compari-
son with the participation and dedica-
tion is what you may have had for
breakfost this morning. Bacon and
eggs. Now, the chicken participated in
that breakfast, but the hog was dedi-
cated. And that's the way each of us
should be — dedicated.

Durum Production Expands;
Exports May Hold Steady

Heavy participation in the 1983
acreage reduclion program by U.S.
durum wheat growers cut back that
year's production to about half the size
of the 1982 crop. That reduction made
a heavy dent in the ballooning supply
levels of the previous 2 seasons, In
turn, Durum farm prices throughout
the 1983/84 scason were above $3.65.
a-bushel — the only wheat class to
trade above the national average loan
rate all year. However, aware of this
premium status, producers decided to
lower acreage enrollment in the 1984
wheat program. This resulted in in-
creased plantings of 1984 Durum
acreage — 700,000 more acres than
in 1983,

Current crop conditions suggest
yields near 32 bushels an acre, con-
siderably higher than last season's 29
bushels, With estimated harvest arca
indicated at 3.2 million acres, the 1984
Durum harvest may be 30 million
bushels more than last scason. A crop
nearing 100 million bushels would still
maintain 1984/85's supply at about
ZOO‘million bushels for the third suc-
cessive season, two times greater than

the expected disappearanc.
would leave 1984/85 endin; s
about the same as beginning st cks,
Prospects for the 1984/8% exp
sales of Durum hinge heavily on i
price being competitive with ofh
wheat classes, The combination of pr
mium pricing (relative to other wheats
and the high value of the U.S. doli
place a limit on potential export .
pansion. This situation, which exisi
somewhat in 1983/84, also tends (o
encourage expanded domestic produ
tion by world Durum wheat users, I;
creased 1983 production in the E
(Italy) resulted in decreased U.S, saly
to that area in 1983/84, The 198
Durum output by Italy and Greece i
expected to contribute to a drop in
U.S. exports during 1984/85. The six
of the Canadian Durum harvest my
also limit U.S. exports to slightly under
1983/84's 62 million bushels.

Canada to Cut Exports

Canada is being forced to redue
its grain exports this year because of
low stockpiles and the poorest harves
in four years,

The country’s spring-wheat crop,
currently being harvested, is expected
to total 625.8 million bushels, down
25% from 835.9 million bushels la
year, Statistics Canada, a federal agen-
cy, estimated Friday in its first crop
forecast for 1984,

Spring wheat, Canada's principal
wheat crop, was hurt by droug!t anda
grasshopper infestation that hi south-
ern regions of the big Wester: Canx-
dian Grain Belt. Canada is on of the
biggest grain exporters and : major
competitor of the U.S, on wo! J mar-
kets,

The low supplies mean Can Ja wil
have to restrict sales this ye: to i
traditional customers, such as Jritain.
and to meeting its commitme s ut-

ESTIMATED DURUM ACREAGE,
YIELD, AND PRODUCTION, 1979-83

Arsa -
Yoor Planted Harvested Yield Productien
it
Milion Million
Acres Bushels Busheh
1979 4.0 a9 27,1 1067
1980 55 48 22.4 108.4
1981 5.8 5.7 324 183.0
1982 43 4.2 349 1459
1983 2.6 25 29.3 73.0
1984 Forecast a3 a2 328 105.0
e
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s mo : than a dozen long-term sup-
agr ements with such countrics as
. Sor ¢t Union, China, Algeria and
aid Brian Stacey, a spokesman

il,
“anadian Wheat Board.

The

Agerian Imports to Drop

Algerian durum imports are expec-
td to be down 10% in 1984-85 to

Alberta Agriculture Depart-
ol cslimates that Canadian wheat
rts will fall 25% for the year end-
2 July 31, 1985, to 16.2 million met-
« tons, Barley exports may decline
i% to less than four million tons, the
epartment 5ays.
[n its report, Statistics Canada csti-
nated that Canada's durum whe?t.
op would drop 20% from last year's
77.6 million bushels. Canada
is he biggest exporter of durum wheat,
) variety used to make pasta and
wher foods, Th ebarley crop is expec-
i 1o decline 2.6% to 460.5 million
wshels. The harvest of rapeseed, less
dected by the drought, will rise 19%
10 137.9 million bushels, the agency
said.

730,000 tons (26.8 mil. bu.) up 47%
from last year’s drouth reduced crop.
Record level European durum crop
prospects will provide strong competi-
tion for U.S, and Canadian durum ex-
ports to the Mediterranean area includ-
ing the two major North African mar-
kets for U.S, durum, Algeria and
Tunisia.

Crop Report

Durum harvest made excellent pro-
gress under nearly ideal conditions, and
about 60% of North Dakota's crop
was already combined by carly Sep-
tember.

Quality of the new durum was con-
sidered outstanding, though yiclds
were disappointing because of the hot,
dry summer weather.

Italgrani Plans St. Lovis

Durum Mill

A 6,000-cwt durum mill will be built
in St. Louis by Italgrani U.S.A., Inc.
and the target is for completion in the
fall of 1985, John C. Miller, executive
vice-president and general manager,
stated.

Cereali, S.p.A., the Italian mill builder
that provided the machinery for New
England Milling Co., Ayer, Mass,,
which is owned 50% by Italgrani and
50% by Prince Company, Lowell,
Mass. Mr. Miller is president of New
England Milling. Production at the
Ayer mill is entirely for Prince.

The mill project at St. Louis, to be
100% owned by Italgrani, will include
a revamping of the company’s facilities
for loading and unloading barges which
will facilitate the shipment of durum
from the Upper Midwest. The mill will
be on the site of Italgrani Elevator Co.,
a subsidiary of Ialgrani U.S.A., Inc.
Also included in the building and reno-
vation plans are facilities ‘for bulk
handling of millfeed, fertilizer, coal
and other products.

Groundbreaking for the mill is
planned in six to cight weeks, with
completion of construction about 13
months later.

New England Milling Ct. in Massa-
chusetts, the Italgrani-Prince venture,
began grinding semolina in August and
is currently working two shifts, Durum
is moved to Ayer from the Upper Mid-
west by unit train, A formal plant

% mil. bu, due mostly to a improved
domestic crop situation. This year's

Algerian durum crop is expected to be

The contracts for the machinery

have been signed with Berga Impianti  tember.
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New research shows pasta releases
the right complex carbohydrates —
rewards us with better health, slowed aging
and built-in weight control.
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Supermarket Sales Manual

Progressive Grocer magazine (July
issue) has taken over the data source
previously used by Chain Store Age
magazine for the comprehensive re-
port called “Supermarket Sales Man-
ual”

They editorialize:

After what scemed an eternity of
conitinuous increases in food prices,
retailers embraced the onset of dis-
inflation a couple of years back with
open arms. Their enthusiasm was jus-
tificd, considering the awesome bot-
tom line pressures created by a de-
pressed economy. No longer having
to contend with rampant inflation and
a lingering recession—conditions that
had fostered fierce price wars—gro-
cers could once again go on with the
business of making money.

Unfortunately, that's not quite the
way it happened last ycar as super-
market operators remained firmly
committed to price-slushing tactics as
a primary means of luring customers,
The result: While the lowest retail
food price hike in 15 years enabled
the industry to rcalize “real” sales
growth in 1983, the relentless use of
prices as a compelitive weapon served
to further nggravate profits, Halfway
through 1984, the price wars continue
unabated.

Despite a gloomy prognosis for u
speedy turnaround from price-based
competition, there are forces at work
that are improving the supermarket
operator’s ability to control what hap-
pens in the store.

Scanning, of course, offers the re-
tailer an efficient and expedient tool
for fine-tuning his product mix,
sharpening his merchandising strate-
gies and pinning down every sales
transaction that takes place at the
checkout. With advanced software,
grocers for the first time have a way
to gauge the cffects of advertising
support, couponing, special in-store
displays and other merchandising
approaches on the products they
stock. The fact that this data can
be gencrated so quickly and with such
precision makes it possible for re-
tailers to modify activities while
they're still underway, instead of hav-
ing to wait until they find themselves
backed against the wall, an all too
frequent counsequence of seat-of-the-
pants operations.

Meanwhile, large scale programs
involving all scgments of the food

28

industry are slowly, but steadily, be-
ginning to fall into place. Thanks to
sophisticated technology, for instance,
many companics are now relying on
computers to transmit purchase orders
and invoices, eliminating the need for
paperwork and marking the first steps
toward a total electronic communica-
tions system.

While these developments offer
considerable hope for a more man-
ageable future, the current volatility
of the industry places supermarket
operators in a tough situation, at least
for the balance of the year. Slow in-
creases in food prices—which are ex-
pected to move at a slightly faster
pace this year compared with 1983—
not only make it more difficult for
retailers to cover their fixed costs, but
discournge many from intensifying
their capital spending programs.

Clearly, grocers still have little to
cheer about despite an overall im-
provement in operating conditions,

They then present an in-depth
analysis of category performance.
Those of prime interest to the pasta
industry follow.

Pasta Products
1983 supermarket
volume ($ million) ........$970.46
% change from last year ... 3.48
Gross profit (3 million) ....$250.73
Assortment at warchouse ... 154
Gross profit (% margin) ... 258

% total supermarket
VOIUMIE ..cosnvovonnaninnse &1

Pasta Perks Up

The pasta market is perking up,

thanks to the stability of durum
prices, apgressive marketing  ap-
proaches by major producers, con-
sumer interest in nutrition, and the
gourmet trend,

The U.S, pasta market is expected
to grow to an cstimated $1.64 bil-
lion by 1990, according 1o a new
study by FIND/SVP, a New York-
based information und rescarch firm,
Pasta volume is expected to increase
from the estimated 2.349 billion
pounds sold in 1983 to 2.66 billion
pounds in 1990.

Annual growth is expected to hold
to an average rate of 2.4% in vol-
ume and 4.8% in real dollars, bring-
ing to an end the relatively flat mar-
ket that existed from 1977 to 1982.

AL

Industry obscrvers say onc ign of
the industry’s interest in ir -casiny
sales is that spending on ad :rtising
for pasta products increased I: .t year,
“Increused advertising bud 2ts i
1982 and 1983 are an indic: tion of
the aggressive marketing u;proach
being adopted by the major pro
ducers,” says Peter Allen, FIND/
SVP maanger of Market Research
Reports,

Annual per capita consumption of
pasta in the US. is 10 pounds, com-
pared to 55 pounds per person in
Italy, so there’s certainly room for
development. Future growth Is ex
pected to come from health- and
gourmet-conscious, upscale customers.

Recent health studies helped pro-
mote pasta as an alternative 1o meat,
by noting the lower incidence of can-
cer and heart discase among Italian-
Americans whose diet is high in pas
ta. The low-calorie, complex carbo-
hydrate advantage of pasta is catch
ing on among nutrition-conscious con-
sumers,

Also, the high-cuisine aspect of
pasta is being touted by food er
perts such as Cralg Claiborne, James
Beard and Mimi Sheraton. Gourmet:
conscious consumers, following the
direction of restaurants and cook:
books, are moving toward special
ty shapes, flavors, and high-quality
pasta.

The gourmet trend is also nfluenc-

ing the growth of fresh pa:.a lines
in a number of supermarket Fresh
pasta scems to sell best wi 2t s
made on the premises wi ¢ ¢
customer can see it being o le and
knows it's special. While fre  past
retails for more than twice ¢ col
of "packagéd pasta, a groc. - mer
chandiser of a Northeaster chaid
observes, “Customers don't mi'd paj-
ing n little bit more for the | st. We
find customers following the ‘Ored
philosophy of ‘I'm worth it." "

Howeyer, ‘some industry e» cutives
Yee the frésh pasta movement 1 Olj
a fad, and say that even thoug! shoP
pers may be enchanted with the idc{
of fresh pasta for a time, it simply
won't last. “Because it is freshly
made,” says a Northeastern past
manufacturer, “it has a higi.l waler
content, So a lot of the weight th
consumer is paying for is walch
They're not gelting nearly the vali&
and 1 just don't believe they'll o
tinue to buy it.”
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“IF YOU
WANT A PRETTY % *©
PAINTED MACHINE,
GO TO THE
SMITHSONIAN.
IF YOU
WANT A STAINLESS
STEEL FOOD MACHINE,
GO TO DEMACO.”

CALL
DEMACO FOR
ANSWERS.
(212) 963~-6000

pemaco

A YITAL LINK:IN THE FOOD CHAIN
280 WALLABOUT STREET, BROOKLYN, N.Y. 11206 TWX: 710-584-2449
IL 40048 —(312) 362.1031

DIFRANCISCI MACHINE CORP,
WESTIRM REP,: Hosking Co., Box F, Libartyville,

sy st o
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—
&\ )\ Supermarket sales Gross profit % margin Ass iment
Pasta F’Odm‘ﬁ : 1983 sales % of 1983 gross % of rehrersge | ltems sk
1 volume calegory
($ millions) sales ($ mlm ll':m F‘D“ w -l:‘.:
Macaroni dinners $160.80  16.57 $25.78 11.48 17.9 ™
With cheese 128.64  13.26 21.61 8,62 16.8 6
Al other macaroni dinners 32.16 3,31 a1 2.86 22,3 3
Noodle dinners 385,95 3,70 10.80 431 30.0 %
With meat 18.92 1.95 5.79 2,31 30.6 2
All other noodle dinners | 17.03 1,75 5.01 2.00 294 ¥ 4
Spaghetti dingers 11.35 L17 2.74 1.09 4.1 )
With meat 3,78 39 .88 35 23.2 ]
All other spaghetti dinners 7.57 78 1.86 74 246 i
Noodle mixes | 2648 273 155 3.01 s
Macaroni | 16269 16,76 45.48 18.14 n
Elbow 73.78 7.60 20.59 8.21 1
M_r mgca_rng 88.91 9.16 24.90 9.93 ; E
Noodles 196,74  20.27 54,02 21.54 E']
Flat 85.13 8.77 24.77 9.88 15
All other noadles e IS T 99,08 11.66 2
Spaghetti 2133 2.8 ﬁ 61.63 24.58 n
Regular 153.23 15.81 45.97 18.33 16
All other spaghetti 68.10 ____:J’LOZ 15.66 6.25 il
Meat extenders 30.27 312 kg 8.05 321 L]
Plzza mix 16.48 21 | 134 2,93 10
One-pot dinners to which fresh |
meat/fish is added 64.32 662 | 14.93 5.96 ]
With noodles or macaroni 24.59 2.53 5.53 2.21 ki
With rice 1.57 78 1.7 .68 1
All other one-pot dinners to which
meat/fish added 32.16 33 | 169 3.07 L)
Noodles with sauce mixes 32.16 aan | 89 .55 6
All other pasta dinners Degaiie L ] i 1 20 1
Category total | s970.46  100.00 $250.73  100.00 154
Italian dishes , Canned $247.82  21.95 $54.25 19.77 n
Spaghetti with meat 43.51 3.85 9.36 341 5
Spaghetti all other ' 39.73 3.52 R AT 2.59 4
Macaroni with meat ' 41.62 3.69 9.20 3.35 b
Macaroni all other | 24.59 2.18 6.12 2.23 3
Noodles all types ; 3.78 33 1.09 40 |
All other Italian dishes 94.59 8.38 21.38 1.79 10
 Spaghettisauce | 48238 277 | W0L74 2432 L.

Value is the major attraction of
i bulk pastas (47 cents for bulk vs,
73 cents for packaged in some mar-
! kets), and it seems to be catching
on in some major chains ncross the
country. Pick N' Pay, a division of
First National Supermarkets, head-
quartered in Maple Heights, Ohio,
is selling 24 varicties of bulk pasta
in more than 25 of its 57 stores, ac-
cording to Susan Barlow, director of
the chain's consumer center.

Not cveryone has had success with
bulk pasta, however, A New Jersey
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retailer tried two programs—a qual-
ity program and a price program, both
with full variety, and neither won
customer = acceptance. “The biggest
problem,” he says, “was that within
this marketplace boxed pasta was sell-
ing at almost the same price as the
bulk product. The customer could get
a box of Ronzoni on sale at 49 cents
or private label and Prince pasta at
3 pounds for a dollar for assorted
varieties,

“We do very well with some of
our other bulk items like nuts and

dricd fruits, but we've found n the
bulk department that if tho item
docsn't have a distinct price dvan®
tage over similar shelf items, t Wil
not sell,” :
As yet, fresh and bulk pastus dont
seem to be adverscly affecting pack-
aged pasta sales, “It's difficull ©
track,” says Don Berman, marketing B
manager for C. F. Mueller Co., "bul
from what we can determine, the ¢
fect is minimal. Our major comp:
tition is coming from regional brands
moving from onc market to another
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any use point, This vibratory
system operates at natural fre-
quency to minimize main-

The « “iciency of your pack-

aging oeration 1. dependent

on « form product feed.

Surge r gaps in the product '
flow n cause lost machine cycles resulting in lost pmf!ts.
ASEL D is a specialist in providing bulk material har‘\dimg
and f 4 systems which can maximize your plant efficiency.

Maximize Processing

Our ¢ line storage systems bridge the gap between continu-
Uous roduction and intermittent product demand. By

accep ing product as It Is produced and holding it umn. re-
quires for packaging, production and packaging operations
tan Loth function at thair optimum rate. The ASEECO
ACCUMAVEYOR® provides ‘flrst-in, first-out’ capability to
swre product freshness and minimum degradation.

Maximize Packaging
Our MODU/TRAN® distribution system can feed any num-
ber of packaging machines from one product stream withlno
srvation at any machine. The proprietary cross feeders with-
draw product from the main stream according to the need at

Y

tenance and power consump-
tion. It also incorporates a kinetically balanced design to vir-
tually eliminate vibration transmission to the mounting struc-
ture.

Using the combined ACCUMAVEYOR-MODU/TRAN system,
ASEECO can provide you with material handling systems to
achieve maximum operating efficiency. For more detailed in-
formation on how our distribution system can help you,
contact us at the address below.

ASEEC

3100 BANDINI BOULEVARD
LOS ANGELES, CA 80023-4574
Telephone (213) 267-1860

Telex 472-0432

N st
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Pasta Perks Up

y o ((rion[!puaf.l\fm g?g'e,‘lm
and from the Italian imports.” The
overall share of the Italian imports
is cstimoted at 5% nationally, but in
some Northcastern markets, such as
New York, market shares run as high
as 25%.

A General Agreement on Trade
and Tariffs ruling in June, 1983 cut
subsidies of Italian imports to the
U.S. As u result of the ruling, FIND/
SVP forccasts price stabilization with-
in two years, thereby opening up an
opportunity for domestic producers to
capitalize on the upscale, “authentic”
specialty market created by the im-
ports,

In recent years, helped by lower
durum prices, domestic producers,
particularly in the Northeast, have re-
sponded to low-priced imports with
intensive trade dealing and discount-
ing. FIND/SVP predicts a leveling
off of trade deals and couponing and
an increase in consumer advertising
to support existing and new brands
and products.

On the National Front

The study also predicts that by
1990 there will be at least two na-
tional pasta brands deyeloping from
the recent entry of large national food
processing companies into the mor-
ket. C. F. Mucller was recently pur-
chased by CPC International and
Ronzoni was acquired by General
Foods. Coca-Cola, Hershey Foods,
Borden and Pillsbury are also active
in the $1 billion dry pasta market
and there's every indication that these
companies intend to become major
factors on a national basis.

But it isn't easy to go national in
the pasta market, mainly because re-
gional brands maintain such a strong-
hold in some market areas. “The pasta
industry grew up with a lot of local
companics,” explains Mueller’s Ber-
man. “People became very accus-
tomed to onc particular brand of
pasta and passed it on from genera-
tion to generation. To come up with
a national brand, it will require a
product with a meaningful diffcrence.
And I don't believe price is that
meaningful difference.”

North American Systems believes
it has e new Italian product, d'Amelia
pasta, that has the “difference” to
make its national rollout work. The
product was introduced in January
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and will be getling national adver-
tising on TV, in magazines and news-
Fapcrs for its streamlined (10 SKU)
ine.

There is some skepticism among
competitors, however. One manufac-
turer says, “d'Amelia’s distribution
has been modest so far, and 1 be-
lieve that they are behind where they
planned to be at this point. That
doesn't mean they won't get there,
but bigger companics have tried it
and failed.”

Canned Pasta Popular

Canned meat sales might never re-
turn to the duys when ecating Spam
was as all-American as Mom's apple
pic and baseball, but the category is
showing renewed vitality, Canned
meat/specialties are undergoing a
transformatioin to reposition them-
sclves as staples for a new generation
of Americans.

Neurly every subgroup within the
canned meat/specialties category im-
proved sales last year, enabling the
;natl‘r; category to move ahead by

Prepared dishes, particularly those
with an ethnic flair, performed better
than plain meat products last year.
Consumers scem to be looking for
more flavor and convenience in the
canned meat/specinlties they pur-
chase and they want products that can
function as a single meal.

The biggest increase within the
category was recorded by Spanish/
Mexican dishes, which jumped by
more than 20%. Sales of these dishes
have more than doubled since 1976,
when they accounted for $128.9 mil-
lion in sales, Last year, for the first
time ever, Spanish/Mexican dishes
supplanted plain meats as the cate-
gory leader, as they accounted for
more than one-fourth of sales within
the category.

“Mexican foods is one of the fast-
est growing scgments of the food in-
dustry,” says Thomas Brenker, exec-
utive director of the Mexican Food &
Industry Board, New York. “People
are cating out in Mexican restaurants,
cnjoying the food and becoming in-
terested in preparing it at home.”

Brenker predicts the category will
continue to grow as the major pack-
ers and food companies put more
marketing expertisc into Spanish/
Mexican products, “The canned meat
category has been depressed for years,

50 the packers arc looking or pey '
products to keep productior goiny”
he says. “Mexican food is . viabj
alternative that is helping m 1y firn,
increase sales despite the roblep
they are having with canne. mea”
He cites Hormel as an eximple of
an old-line packer that is going jni
the Mexican  category, primarily
through meat products such us chili

Italian dishes, the second largey
subgroup within the category, also did
well in 1983, Close to $250 million
of canned Italian dishes were sold in
supermarkets last year and this sub-

How much can you afford to

group should remain a star performer spend for energy?
for several years as marketers put re- :
newed effort into selling Italian dishes. With the high cost of

“We have experienced double digi
growth in our Franco-American line”
says Paul Masaracchio, direclor of
marketing at Campbell Soup Com-
pany's grocery business unit in Cam-
den, NJ, “We improved the producis
and have maintained o consistent
level of advertising in order to re-
vitalize the category. With the baby
boomers now having children, this
category should grow dramatically
during the next five years."

Canned Italian dishes have always
been consumed primarily by children
as a luncheon meal and as kids' in-
terests have changed so have these
dishes. Since children of the '80s ar
more interested in videv games, sci-
ence fiction movies and other futur-
istic pursuits, the canned pasts people
have launched many products ppeal
ing to the Star Wars generati n.

In February, 1983, France Americ

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

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

So if you have questions

can introduced UFO's, a tak. off o0 about the e}ﬁciency
Spaghetti O's. Some of the ; oducts of your equipment, come
have meteors (meatballs) it them. to Buhler-Miag for

Since coming out 18 mont i a0

UFO's have shown significa saks the answers.

gains,

The other player in cannec Italian
dishes — American Home P iducts
Chef Boy-Ar-Dee — has al-» beea
upgrading its image and chan ing It
personality during the pas: year
“Chef Boy-Ar-Deec has alwaj. been
synonymous with quality and nutr:
tion. Our most recent effort i this
product line has been to expund the
popularity of Chef Boy-Ar-Dec brand
with children,” says Jack Wood, pub-
lic affairs officer for American Homé
Products in New York,

In late 1982, the Chef inlwdu':f}j
Zooroni (animal-shaped macaroni i1

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

/). @
74 //g UHLER-MIAG

- \\\ PO. Box 9497, Minneapolis, MN 55440 (612) 545-1401
=\ 59 Curlew Drive, Toronto, CANADA M3A2P8 (416) 445-6910

{Continued on page 34)
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Canned Pasta Popular facturers to produce a wider variety
(Continued from poge 32) of products aimed at single house-

::orlnnilo sz'lluce}hund Cosmic Kids (pasta gﬂlri;a:: d "I‘\:o-i:;::ﬂl;::;ﬁiglicsm:rhn
Tl:r n':eelt "lhs BpE ‘i’[ a space ship). Younger and more willing to expc[::
chicken-ﬂuvoere g"“w 33 popularity of ment than the population as a whole
Ar-Dece brought g;? nut::tl'slickcel::rra?r?gli A dmugraphio picup. s mots “kd;
, to cnjoy greater fl
product in 1983, The compuny inro- bl dcpdbiodlalie e o
Man line In‘early l;;g :‘“5 in a Pac- bt spicier and moreadult in taste than
I "?):r canned pasta sales are grow- condensed oo
ng because we have introduced new N Single
products and supported them with ex- e;c:I .;oukI: seath Seayn
tensive_advertising and promotions,” peo 4o, i ased American Home
;ays Wood. “Children have always Boy- Acrf]’)erssh :ir%ught s Chff
cen satisficd with the taste, and now up di Pasta and Luck’s
wlrclrengctling them excited about the lom:JnJirl’c‘i sigleb:fil:zg: in 13?2' began
style. s in the canned
Whereas Mexican and Italian food ;oup category last year. Ten new
recorded strong growth last year, Or- i: ul%g; P:]sla ﬂa"?“ were introduced
iental dishes experienced a mediocre . 1 l:" C“"E with five new flavors
1983, Yet grocers still love the Ori- uck’s Country Style soups.
ental products because they contrib- “Soup di Pasta was a natural ex-
ute the top gross margin of any tension of our Chef Boy-Ar-Dee line
subgroup within the canned meat/ Of products,” says Jack Wood, pub-
specialties category. lic affairs officer for American Home
e Ll 1 Products, "“The Chel Boy-Ar-Dee
Soup Shows Record Growth products have been traditionally ori-
e e g ented lowanii children, but there was
- reat 1
tance to eat processed foods, canned vl puicalielborilhe ing ioite ox:

tended to adults.” S i
and dry soups performed remarkably new marketed in ulloil:gginsplrrmtl::
well last year. The soup marketers country except the West Coast and
have adapted their lines to include Southeast,

new styles of soup that fit in with 4
s who, s th s i, e As the original marketers of hearty,

i ingle-serving soups, P F

The soup companies are profiting 2 g_soups, Progresso Foods
o e Al 1, M e
o?‘gmhﬁln‘:':ﬁ fﬁﬁﬁ'y'";nd"éi‘ﬁﬁi p:,l?y [iis not idlyi standing by while

other firms enter its single-serving d

tgl;;‘l::c ;ultitr:enlf:r: :ﬂ' :! al:]')l’ plchoplc main, To complement g:u trnd'ill%onzl-
Quick-to-prepare soups a;;enl ":; escarole, minestrone, chickarina and
these eaters, other Italian styles of soups, Progres-

Y : brought out fou fl =
Soup has always been convenient bu B r new flavors

e v beef vegetable, beef mi

but convenieice has become even B ! 0 nestrone,
more important in the business to- chicken vegetable and chicken mine-

ey ik fn the past™issys: Hesb strone — last year. This added prod-
I|31uuné. vice president of markycling for :;:“ur;;a::’i:i v;r;t;r;glfvsl:gnm:);e
: e
N.Ic. ampbell Soup Co. of Camden, prand is a strong seller.

Two types of soup are perform- Campbell's still accounts for a re-
ing  well, according 1o Baum. ported 80% of the condensed soup
Single-strength soups, such as Camp- market, During the fiscal year that
bell's Chunky Style line, ond ©nded July 31, 1983, seven of Camp-
Oriental-style noodle soups are grow- bell's top 10 condensed soups showed
ing faster than the overall catcgory. Sles growth. Campbell's Soup unit
According to SAMI, dry soup mixes, increased sales 5% over the previous
coggenscld so#ps and even boullion fiscal year, with case volume up 2%.
cubes also showed real growth last “Our adver
year, gaining sales at a rate well ahead  stresses that ‘S;ti:;nigs gg:;?‘lgrf‘c’:gd 2 ll}':::
of mﬂn!ion. s i teen very successful,” Baum .snyi

The increasing popularity of single- “People have always believed that
serving soups has encouraged manu- soup is nutritious, Our advertising
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VoS
simply reconfirmed” that 1 lief -
encouraged consumers 0. 1y moy

et —
soup,” 5 i
Campbell's offers 62 vi ietics o
condensed soup,‘kvilh chick |||I. :

e~ | Test your metal =
= Thi Sagainst our fabric.

greater rate than other «indensey
When you compare Tetko® polyester

soups last year. The vice president of
dryer belts with standard metal belts,

marketing has also been pleased with

sales of the Homestyle soups, which
you'll find some very important
differences.

arc aimed at adults.

“Our Homestyle soups spark ib
taste l:‘I'lldB m(ge than most condensed
soups,” says Baum, “They have
scasoning and also have s,I'lurl no::lol: First, because polyester monofikit-
like in dry soups.” Campbell's hs ment belts are flexible and lightweight,
been so satisfied with sales of the thev're easler o handle, Installation can
lz""‘“‘!"c soups on the market tha be accomplished more quickly. So pro-
:,og i‘:lh’é;c::b:r'i':ﬁ aut t“"‘} new fli duction down-time s minimized.
season piane sanol o sy Secondly, these sturdy fabric belts

; are reinforced with preshrunk poly-
ester edging. So they can stand more
wear and tear. And keep your produc-
tion line moving longer without

interruptions.

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

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

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

10532, (914) 592-5010.

© 1984 Terko Ine.

New Packaging on Horizon

On the packaging front, Campbells
has begun testing a plastic bowl typ
container that Baum describes as 2
“microwavable soup bowl.” In 198},
Campbell management decided that
the can was too cxpensive and too
inconvenient in the cra of the micre
wave oven, Millions of dollars are
being spent to develop an alternative
package. Baum says that the new
package is still a year or two away
as Campbell's attempts to develop 8
container that will be as recognir
able and as appealing as th: world
famous Campbell’s soup can.

Oriental-style noodle sot s co*
tinued to gain sales last ) ar, bul
at a much slower rate than 1 phe
nomenal growth they boas d s
eral years ago, As most su s, W
Oriental noodle soups hav take
permanent residence along le_th¢
single-strength and dry sow . The
often supplant the more t litionl
styles of soup on end disp ¥5 and
mass stackings becausc they can be
bargain-basement priced.

“Qur products have both onvenl-
ence and low price in theit favon
says Jim Johns, marketing st ervis¥
for Nissin Foods of Los Ang.es, i
producers of Cup o' Noodles, Oodls
o' Noodles and Top Ramen Orients!
noodle soups, People have ucccP
Cup o' Noodles as a quick lunch of
snack, and have been using the 47
noodle lines as the basis for casy4®
prepare meals. Although some Pe0 J
still refuse to try our products,
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Soup Shows Growth

(Continued from page 34)

acceptance of the Oriental-tyle soups
has been fantastic, especially in the
West."

The Cup o' Noodles line, which
suffered a sales slowdown during the
recent recession, has experienced a
strong upturn in sales as people have
more money to spend on convenience-
oriented products, reports Johns, The
chicken flavor is the top seller, fol-
lowed by beef, Other flavors include
shrimp, beef onion and pork.

The Top Ramen line, sold under
the brand nume Oodles o' Noodles
cast of the Mississippi River, also
boasted excellent sales growth last
year despitc increasing competition
from other firms entering the dry Or-
iental noodle market. “When you go
against drugstores and discounters
selling inferior noodle products at six
for a dollar, business is difficult. But
in the long run, quality products win
out,” Johns says.

Nissin introduced chicken mush-
room flavor Top Ramen about 18
months ago. The new product recent-
ly surpassed pork to become the num-
ber three flavor behind chicken and
beef, In early 1984, Nissin intro-
duced a chili flavor product aimed
at the Hispanic population, Sales on
this unusual flavor now being test-
marketed have been mediocre.

Sauce Sales Simmer

Sales of spaghetti sauce, which ac-
counts for more than one-quarter of
the $1.7 billion sauce category, have
more than tripled since 1974 and are
expected to increase 10% annually to
$1.5 billion over the next decade.

Since Italian sauces started out basi-
cally in the East, the growth in the next
six to 10 years is expected primarily
in the West, Midwest and Southwest,

Sauce manufacturers are improving
their products with the accent on
“homemadc" taste, Dick Shea, general
manager of Campbell Soup Company's
grocery unit, says, “The quality of
jarred sauce toduy is very good. It gets
very high consumer scores.”

A New Chunk of the Market

Campbell’s Prego line and Chesc-
brough-Pond's Ragu brand, the top
competitors in the category, are con-
tinuing to stir up the spaghetti sauce
market with further sauce sorcery on
the “homestyle” front.
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Ragu introduced Chunky Garden
Style Spaghetti Saucc last fall with a
$22 million advertising campaign. The
new line include three varieties: one
with large chunks of mushrooms and
onions; on¢ with extra tomatoes, gar-
lic and onions; and one with green
peppers and mushrooms. In May, Pre-
go served up Prego Plus in limited test
markets. Prego's new saucc line also
features big chunks of Italian sausage
with fresh green peppers, fresh sliced
mushrooms with chunk tomatoes, and
veal and sliced mushrooms.

Both companics are trying to attract
shoppers who make their own sauce
from scratch — estimated to be $500
million worth of business.

Despite such shared goals, competi-
tion between Ragu and Prego is hot
and heavy., While. Rogu at one time
held close to 65% of the nation’s
market, its share is now closer to 50%.
In the last three years, Prego has in-
crcased its market share to about 26%.
Even so, Ragu's volume increased
about 20% last year, reflecting the ex-
pansive growth of the category.

New “homemade,” “natural,” and
“chunky-style” items are also adding
interest in other arcas of the sauce
market, Ragu features a chunky-style
Pizza Quick Sauce, as well, and Hunt-
Wesson has introduced its All Natural
Barbecue Sauce with chunks of vege-
tables, General Foods has added
“stronger flavor and thicker texture”
1o its Open Pit Barbecue Sauce and
Kraft claims its barbecuc sauce now
has more “cling” because it's so thick
it stays on.

Kitchen Accessories

Smart kitchen accessories are guar-
anteed to turn even the novice into a
proper chef, Come packed in an Italian
tri-color red, white and green pasta-
type gilt box there is a chef’s tic towel,
striped chel's apron with oven mitt and
pot-holders to match, and wipe~clear
decorated plastic placemats, Retail
prices: towel, $6, quilted mats 2 for
$10, apron $15, mitt $6.50, pot-holder
$3.50, and plastic mats 2 for $6. Avail-
able from Alfredo Fettuccine, Trend-
setter, a division of Armored Group,
12730 Yukon Avenue, Hawthorne,
California 90250,

Avoiding Strikes in Grocery
Chain and Food Industries

“Can Strikes Be Avoided in Food
Distribution and Grocery Chains?” is

2, e i b R SR

the subject of a new study jus relesss
by University Rescarch Cer 2, pp.
jections are made in the st ly as
what the food industry might xpectiy
the way of strikes, and whs can by
done to avoid such upheav.ls, T
study is available frec to exec atives iy
the food industry.

Grocery chains and food piocesson
are encountering strikes in incre
numbers, the study finds. In 1984, “w
will see some heavy bargaining—and
strikes—in the retail and wholesal
food industry where contracts cover-
ing some 300,000 members of the
United Food and Commercial Worken
are up for renewal, In 1983, wage in-
creases under food store contracts
averaged five to six percent—as againi
2.6 percent average for the rest of
unionized industry, In 1984 and 1985,
food unions will continue to demand
more.”

The study outlines a program o
five steps that management should take
to avoid—or minimize—the possibility
of strikes in the food industry.

Single copies of the study are avai-
able free to exccutives by request lo
Dr, Matthew Goodfellow, Executive
Director, University Research Center,
121 West Adams, Chicago, IL 60603,
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From Progressive Grocer Mugatine

® Even though the CPI for food:
at-home remained relatively fla
in 1983, some consumcrs lfel
prices, particularly in pro:uce, in-
creased a great deal, 2
® Men are a growing pre:-nce i
the supermarket. Forty-sc :n pér
cent are now involved in :rocery
buying.
With easing inflation and :creas:
ing unemployment, shop 'rs &%
relaxing their budge ninded
shopping activities. :
The one-stop-shopping c. abilily
of a supermarket scores h h wi
lower income shoppers.
® Wholesalers show an inc ‘ase io
net sales, tonnage and gro s mar
gin,
® Inventory turns and sales [ ¢
ployee improve for wholusalers.
® Wholesalers continue to incress
their sharc of total volumé
handled via backhaul.
® Cornell University's report, "0
crating Results of Food Chait
shows record high gross margns
but a drop in net operating p
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o iAakers in America

Hershey Chocolate

Hershey - Foods | Corporation  ac-
ired San Glorgio Macaroni of Leba-
oo, Pa,, in 1966 as well as Delmonico
s of Loulsville, Ky, In 1978 they

hased Procino-Rossi - Corporation
{ Auburn, N.Y, and the. next year
ciianer Macaroni Company of Omaha,
bvebr, The stories of Delmonico and
procino-Rossi follows:

Delmonico Foods

Joseph P, Viviano came to the
United States from  Palermo, Sicily,
a 1899, He and his four  brothers
opened 2 bakery "and  butcher shop
o St Louls. It was only a matter

They began by preparing small batch-
« daily by hand, selling them while
ill wet to curlous neighborhood cus-
lomers,

Thelr spaghetti and noodles found
favor, 5o quickly that the  Viviano
brothers decided to drop butchering
ud baking and  focus all of their
considerable energies on the burgeon-
Mum business. Fortune smiled on

| The Viviano family took another
e~ lteful step forward in 1919 when
i ¢y di-patched Joseph and two of
§ his brotrers to Chicago to open and
manage 1 plant, Sales grew to such
a exter.: that in 1928 Joseph, though
sill you g, sold his share of the busi-
ness an | retired. Almost immediately
be regre 1ed his decision, for he was
restless and - couldn't put the pasta

t ey o

Peter J. Viviane

business out of his mind.

He wasted no time; he looked over
the country, saw that in Kentucky
he would not be competing with his
brothers, and sct about building a
plant on Floyd Street in Louisville.

Kentucky Macaroni Co.

The new plant opened as the Ken-
tucky Macaroni Company in the fall
of 1928, William B. Harrison was
the mayor of Louisville at the time,
and he rolled out the red carpel.
While it was a great day for the fledg-
ling company, it was a more aus-
picious one for Louisville, for the city
desperately needed industry, and the
new plant, employing 350 persons,
was one of the largest employers in
Kentucky. Of even greater signifi-
cance, the plant continued to prosper
all through the great depression while
businesses everywhere were folding or
shrinking. And this in spite of two
early sctbacks,

The first was a fire only months
after opening which gutted the en-
tire two floors, leaving only the walls,
Restoration was rushed and a third
floor added. Another more disastrous
fire in 1932 destroyed all three floors.
Extensis changes were made, and the

© plezsic was enlarged and improved.

Other changes were in the making.
In 1946 the company adopted the
name Delmonico, borrowing it from

Diversifies

a New York restaurant famous
throughout America for more than
100 years for the exccllence of its
menu,

'The Pazzolos

Another immigrant from Sicily was
Antonio T. Palazzolo, who was a rel-
ative by marriage to the Vivianos. He
was a fruit and vegetable vender in
St. Louis in 1905 beforc becoming
a wholesaler. In 1917 he moved to
Detroit and became a distributor of
macaroni  products. In 1919 he
opened a business in Cincinnati. His
small plant became one of the larg-
est producers of macaroni in the state,
and the family ran a wine distribut-
ing business that was the largest in
Ohio.

With his five sons, Palazzolo also
operated the famed Caproni's restau-
rant, a pizza shop, and held interest
in several Cincinnati theaters.

When Mr. Palazolo dicd in 1955,
his boys merged with the Vivianos
at Delmonico Foods, Peter Palazzolo
became treasurer, while Dominic Pal-
lazzolo was in charge of sales, The
presidency of the company went to
Thomas Viviano, son of Joseph Vivi-
ano who became Board Chairman.

A year lnter the group became in-
volved in a multi-million dollar shop-
ping center in the Hyde Park section
of Cincinnatl, The five Palazzolo
brothers and the two Viviano brothers
teamed up with Rube Shor of Shor,

Joseph P, Viviane
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BASSANO “'V.H.T."

BASSANO offers “V.H.T" (wery high temperature) production ines allowing a drying
of pasta at temperatures up ! 66° F, with better results : a better quality pasta - better
utisation of production faciities and plant operation cost reduction.

* BETTER PASTA QUALITY :

- improved resistance to cooking and also excess of over cooking,
- improved bacteriological conditions,

- improved storage life,

- reduction cost in breakage.

* PLANT PRODUCTION COST ARE

il e e e e e e A

The V.H.T. BASSANO TRABATTO
« Easy frame construction allowing total
nccess to the elements located inside

the frame. :

» Frame and blade suspension are entirely
fitted In metalic construction.

« \HT. metalic panels are suspended for

mmo.&om'amm focation,

V.H.T. drying Is obtained by optimization
of the ventiating and hygrothermic circuils.
The healing is controled by an electronic
regulator, the air extraction and sleam :
injection allow us to maintain oplimum ckmatic
conditions.

= ———— X

REDUCED
- power-energy reduced from 10 to 20% {~epending on conditions),
-bssspageneedad(oupmducﬁonmmamalpmducﬂoncapadtymm

C 5
- time saving (drying periods are 3 to 4 times shorter),

-prasemsmducﬁon(nlessmyouwlbemmmaadufpmducuonhom
per year),

- adjusting time saved when changing over from one product to the other.

g 7 300,00

Y Lie©
T 2¢lToo

nogisy 690

ACB INDUSTRIES INC

FOOD PROCESSING MACHINERY DIVISION

oral1r. mo-reguiated cask and head

wm..formpidmmolmemuid
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el nask for pasta cuting with electronic control, to give you length 7 mm to 100 mm ¢
o4

Msmpra-mennbdhourpﬁmnnaaaumucandrb’dlmme.

==

BASSANO

Offers a comprehensive ine of equipment
and machinery with all the folowing assels :
» gificiency, low cost,

« simpla and resistant design,

« gasy cleaning and mainienance.




Hershey Chocolate
Diversifies
(Continued from page 39)

Inc., an associate of the Palazzolos in
the theater business.

In 1960 Peter J. Viviano became
president of the company and engi-
neered the sale of the business to the
Hershey Chocolate Company in 1966.
No changes in the management of
personnel in Delmonico Foods were
made.

Peter J. Viviono was clected presi-
dent of the National Macaroni Manu-
facturers Association in 1968 and
served a two-year term, In 1972 he
was succeeded by his son Joseph P.
Viviano as President of Delmonico
Foods. In 1975 Delmonico Foods be-
came a division of San Giorgio Maca-
roni, Inc., also owned by Hershey
Foods Corporation, and Joseph P,
Viviano was named President of the
combined operation, He was elected
President of the National Pasta As-
sociation in 1982; appointed Senior
Vice-President of the Hershey Foods
Corporation in 1984,

Procino-Rossi

Procino-Rossi Macaroni  Corpora-
tion was acquired by Hershey in
1978. It was an important brand in
upper New York State,

The company was founded in 1916
in Syracuse by Alfrecdo Rossi and his
father-in-law Nicholas Procino. Three
years later they moved to Auburn,
New York.

Alfredo, who had been an engineer
in the Italian army setting up bakery
field units, had the mechanical back-
ground to find employment in a mac-
aroni plant when he emigrated to the
United States, Living with the Pro-
cinos in Syracuse, it was a natural
evolution that he marry Lena Pro-
cino and went into business with her
father, His brother-in-law, Jack Pro-
cino, was active in the business since
the time he was a boy.

Jack was a bachelor, but the Ros-
si's had a number of children and
employed a number of aunts and
uncles in the family business. The
oldest son was Nicholas A. Rossi,
raised in Auburn in the Finger Lake
district of New York State and cdu-
cated in local schools before enter-
ing Clarkson College of Technology
where he obtained a bachelor of sci-
ence degree in mechanical engineer-
ing. While in school he was a four
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letter man in basketball, baseball,
football, and golf. After school he
had two years of service in the finance
corps of the army,

He took an active interest in civic
affairs, and as chairman of the gov-
ernment affairs committee of the Na-
tional Macaroni Manufacturers As-
sociation, before becoming its presi-
dent in 1974-76, he made this state-
ment in a committee report: I would
like to relate to you the philosophy
behind the need for a national affairs
committee. Basically the question is
whether or not we are going to take
an effective posture or be on the
offense.

“A few years ago our industry was
confused in its approach to govern-
ment and unsure as to how we could
become a force to make our voice
heard. So we set up n Washington
Affairs Committce and held some
meetings in  Washington to learn
about the pattern of government and
how it works.

“I went to several seminars for the
National Association of Manufactur-
ers and learned how they operated
on meeting members of Congress on
a man-to-man basis, I learned some-
thing about the workings of commit-
tees, and on what committees various
Congressmen scrved, This is valuable
information when you run into a
problem,

“We cannot sit back and then jump
up and put out the fires. There are
going to be too many fires in the
future. It is imperative that we know
our Congressmen and help them. We
must be active in politics and get good
men elected, If he is going to be the
man who helps you when you need

him, you will have to help him obtain
the office.

“We can talk about hirin; lobbiy
or moving the office of the \ssoci;
tion to Washington, but it v ill con
stantly require vigilance and *1e worg
of everyone in the industry to see thy
we stay on the offensive, beciuse thy
is how the ball game is played.”

Buy Recommendations

In the summer of 1984 the stock
brokerage firm of Gruntal & Co, of
New York City issued a "buy recom.
mendation” to investors for Herhey
Foods stating: “Hershey Foods, one
of the leading domestic producers of
chocolate and confectionery products,
has significantly imiproved its posi
tion since the mid-1970s. This ha
been accomplished through aggressive
marketing of new products, skillful
management of commodily costs,
highly effective diversif.;ation into the
fast food industry through the purchas
of the Friendly Ice Cicam Chain, and
the success of San Giorgio-Skinner,
now the second largest producer of
branded pasta products iu the US
having risen from seventh place in
1966.

Hershey Foods Announces
Record Sales

Hershey Foods Corporation an
nounced record consolidated sules and
carnings for the second quarter endel
July 1, 1984, Net sales were $402:
725,000 compared with $357,280,000
for the second quarter of 1943, Ree
ord net income for the quurter Wi
$19,090,000, or $ .61 per ~ommo
share, compared with $16,53¢ 000, of
$ .53 per common share, for 1e s
quarter last year,

Net sales for the first six monbs
of 1984 were a record $83¢ 197,00
compared with $779,196,00 in (¥
first half of 1983, Net incom. for %
first six months of 1984 was ¢ 8,650
000, or $1.23 per commo Shl"’- !
compared with $40,350,000, r §1.2
per common share, for the san * gl
in 1983,

Durum Busheb
1983 crop under foan . .oveeees 8,3
Three-year extended reseal ... nal
Stocks owned by C.C.C. v.vover: 10,7%
USDA astimated carryover .. ++- 10209
Total in reseal and C.C.C. +uuee- 82,51

Percent of carryover . .ceseeer 01%
Total In reseal, C.C.C. and loon .. 90~:‘:
B

Percent of carryover ....
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NE (T TIME YOU BUY ADRIER. .. 224700

Y )U HAVE NO REASON NOT TO SAVE
3)%+ ON DRIER OPERATING COSTS _. ..

Microwave Pasta Drier vs /<
Conventional Drier m
p2 d?o > ,,K '7

¢ Energy savings of 30% or more.

Cuts space needs as much as 80%.

Much faster throughput (up to 20 times).

Less manhours (operators, maintenance

and sanitation).

Lower inventories.

Cuts waste.

99.99% Effective in destroying infestation.

* 850 Less installation time.

e Easier to learn and operate.

o Lower surface stress improves appearance
and bite.

* |ess spillage

* No drier pre-heating

USERS SAY:

MICROWAVE DRYING ] ) .
Foos space | often lell people we now have a piece of equmgnl
that can produce wo and one hall times the productin
g = one third the space in 22% of the time"" - )
—C. "Mickey" Skinner, execulive vice president,
Toad s cad ok Skinner Macaroni Company.
e S—— “Microwave drying helps remendously in scheduling .
and reducing errors. That's important in pasta processing.
eid —Carlo Varesco, plant manager,
& Golden Grain Macaroni Company,
u = Bridgeview, lllinois plant
Sclogy count
- MICRODRY'S NEW IMPROVED DRIERS:
4 Doubled air flow (from 100 to 200 feet/minute) in the
- microwave section for greater drying efficiency.
Chilling coil in equalizer to maintain saturated air condi-
o tions at lower temperatures. Humidity is about 95% at
100°F.
» Less tracking problems, longer life, and less
» maintenance with sprocket driven polypropylene bells.
o0

3111 FOSTORIA WAY, SAN RAMON, CA 94583
415/837-9106
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Cut Out the Nolsel

Thousands of employces have suf-
fered significant hearing losses over
the ycars due to noise in the work-
place, but help has finally arrived.

After 10 ycars of deliberation and
the compilation of close to 40,000
pages of public records, the Occupa-
tional Health and Safety Administra-
tion (OSHA) has issued the Hearing
Consdrvation Amendment . . . an
amendment which carries for force of
law,

Effective April 7, 1983, the HCA
called for six major areas of reform to
which all companies must conform:

® monitoring

® audiometric testing
® audigram evaluation
@ hearing protectors
® training

® recordkecping

Monitoring noise exposure levels,
The HCA requires employers to iden-
tify employces exposed to between 85
decibels (dB) and 130 dB during an
average cight-hour working day. It is
expected that such monitoring, using
sound level meters or dosimeters (or
other instrumentation, such as the fre-
quency analyzer, tape recorder, graphic
level recorder, oscilloscope, or impact
noisc analyzer), will not only identify
employces who must be enrolled in a
hearing conservation program, but it
will also point out employees for
whom hearing protection is mandatory
and “determine the amout of attenua-
tion that hearing protectors need to
provide.”

Audiometric testing, including base-
line audiograms and annual audio-
grams, *“will measure employce hear-
ing acuity over specific time periods
and provide an opportunity for em-
ployers to educate their workers about
their hearing and the need 1o protect
it.” This testing must be made available
to oll employees who have average
noise exposurc levels of 85 dB or
more and must be conducted by a
qualified technician, Responsibility for
the implementation of the hearing
training program must be charged to
a professional audiologist, otolaryn-
gologist or physician,

The baseline audiogram, which
should be administered during the first
six months of employment, “is the ref-
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erence audiogram agalnst which future
audiograms are compared. “The an-
nual audiogram, which must be con-
ducted within a year of the bascline
audiogram, will measure changes in
hearing levels and determine what
follow-up measures should be taken to
prevent further hearing loss.

Audiogram evaluation is necessary
to determine if a standard threshold
shift (STS) has occurred. A careful
analysis of the annual audiogram will
show whether a shift of 10dB or more
at 2,000, 3,000 and 4,000 Hz has
taken place in either ear. “If an STS
is identified, employees must be fitted
or refitted with adequate hearing pro-
tectors, shown how to use them and
requircd to wear them, In addition,
employees must be notified within 21
days from the time the determination
is made that their audiometric test re-
sults showed an STS.” If the STS does
not persist, the employee with less
than a time weighted average of eight
hours per day exposurc to 90 dB may
discontinue wearing hearing protectors.

Hearing protectors must be avail-
able to all employees exposed to noise
levels within the 80 dB to 130 dB
range. Conformity to this requirement
will forestall future hearing loss for
those employees, However, cmployees
should have the option of deciding
what size and type of hearing protec-
tors are the most suitable for their par-
ticular jobs and workplaces. Further-
more, they should be shown “how to
use and care for their protectors and
must be supervised on the job to en-
surc that they continue to wear them
correctly.” Employers should be con-
tinually aware of any changing condi-
tions within the workplace and should
check to see if the hearing protectors
issued are adequate,

T1 Ining employees well should in-
creas awnreness of just how important
heaiing couservation can be. It is fur-
ther hoped that the employees will be
motivated by the training they receive
to wear their hearing protectors and
to cooperate with audiograms testing.

Besides the basic hearing training
course that is available, the program
may be implemented by other audio-
visual materials offered through the
National Safety Council. “The training
program may be structured in any for-
mat, different parts being conducted by
different individuals and at different
times as long as the required topics arc
covered.”

PYOURT SIS PV -

e prage £200.0
+S/ANITATION ¢ QUALITY CONTROL = #po., 4o
\DPENDABLE PERFORMANCE » ECONOMY

HERE'S HOW TO MEET

MANY OF YOUR
PROCESSING PRIORITIES.

High Temperature
Climate Controlled
Dryers
Full climate control of
circulating air &* dry bulb
glmvlllllum u’%t‘“a:IJ'F
or ene! onomy
l‘:\'dqur;f!mmm a’ofoduci

Recordkeeping is esser:ial |
success of the HCA. “Noi ¢ exp,
measurement records must be k
two years. Records of aud imeir;
results must be maintained for the
ration of employment of he af
employec. Audometric tst 1oy
must include the name and job ¢y
cation of the employee, the da |
examiner's name, the date of acoy
or exhaustive calibration, measun
the background sound pressure ko
in audiometric test rooms, und the
ployee’s most recent noise expog
measurement,”

The total cost of the progran
estimated at $210.3 million per
or an average cost per employee of
per year, . . . A small price to pay
hearing.

Efficient processing of pasta items
Including both free and non-free flowing
products takes special care, special
equipment. Food Engineering Corporation
offers you top quality processing

molsture, Dryérs are

The Pellaton Automatic

LT rior

machines and systems to mest the needs 0UloDad W T pensling

Lasagne System ol your most challenging applications. in ioh humiaites requied
A New Method of Handling oLl

by Charles C, Rossotii, Preside

Rossotti Consultants Associales, Ourcomplete line of short goods dryers,

coolers, belt ciorage systems, bin storage
systems, spiral let-down chutes, sanitary
beltconveyors, screw conveyors, vibratory
conveyors, and product spreaders Includes
features that assure you of sanitary,
lrouble-free product handling, smooth
operation and dependable service life.

Food Engineering Corporation equipment
isyour best buy, by all performance

The Pellaton Manufacturing (
Lasagne System was developed s
years ago for The American Bey
Company of Fresno, - California.

The original System split the od
put of the Lasagne from a 100 ind
Demaco stripper and  conveyed b
Lasagne out both sides of the s
per to identical packaging lines.

Bell Storage Syslems
Continuous accumulstion of
ptoduct from ona of more
processing linas with
greater line yields, unitorm
roduct discharge rales.

E’Iul product in |s firsi
product oul. Single B-hour

:kluln? ahilt on 24
R.mmany ine.

Lasagne was then nccumtlated, stendards. A —— -
to length, divided, counted and so D1m.rm.“"!:r Gaeyor :fatiécts S e
into groups so that the La: igne ce smocih operaion, iow s A g Sanmmers.

L otc [r— vailable . unky n s ;!
be hand placed into the rockes and smangements pisiable Ch dk dn_rdc hsly ; ]ﬁlpng;,_ liléls ;au}:::s
the automatic load carton achin TEl .US YOUR PROCESSING NEEDS! '.';”,,",,,',.:;,‘,‘z &“ﬂ‘f"'m i ;’m{o uce ‘1;;‘ the luucc?: s B

During the past onc at ! 0 Foc Engineering Corporation can §arious locations ’ pfr-';g J’cl:; fn llﬂ:h::??“s[hc Lsiniucngm tg
years, the Pellaton Lasag: @ Pacly 1es; nd with equipment and system : 3
ing System has been mo ¢ W sug 1stions to answer your needs for v
80 inch Demaco line. Lasu ne is ™ pric and performance. Free literature
being delivered out one : Je of ® Wil ull detalls of equipment operation
stripper to a single pack ging 2 and lustrations available upon request.
Recent improvements to 1] @ actu™ Cal. rwrite today!
lating section by the Pells on M
facturing Co. and theaddi O;:I of & | PHONE: (612) 559-5200
ables ¥

wutomatic case packer, ¢
Patented System to packay: | Ib-
% Ib, cartons at the ratc « f apP";
mately 2000 Ibs, per hour, using ©}
three people.

The advantages of the System &

1. Great labor savings, allowint ™)
cost of the machinery to b ]
covered in less than two )
given sufficient volume of P
uct.

(Continued on page 46)
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FOOD ENGINEERING CORPORATION
27685 NIAGARA LANE * MINNEAPOLIS, MINNESOTA 55441
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Buhler-Miog Corp. .vovvvuannnneies Ek
Cargill Flour Milling Div. ........ 37-38
ConAgra Peavey Company ........ 22.23
DeFrancisci Machine Corporation .... 29
Fold Pak Corporation .........vcies 2
Food Enginaering Corp. ....ovvvvnns a5
International Multitoods Corp. ...... 48
Maecoron] Journal .....ciiciiiannen 25
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ADVERTISING RATES
Want Ads ... oo $1.50 per lina
Minimum $5.00

WANTED: D used p d
For infermation write P.O. Box 1008, Palo-
tine, IL 60067,

DEMACO
514" Cylinder and Screw (Extrusion Heod}
$2700 used — A SPARE IS CHEAP IN-
SURANCEI Tel.: (201) 778-8777 TLX:
299622 C.R.C. 217 Bresk Ave,, Possslc,
NJ 07038, i

FOR SALE
1 Damoce 1000 leng goods press; 1 Buhler
1000 short goods press; 1 Praliminary I..m1
cods dryer end lots more gquipment. Call
Santo Zhe — 213261696, (510

C. L. Norris Dead

Carlyle L. (Bud) Norris died at
the age of 86 in carly August in Sun
City, Arizona. He is survived by wife
Rose; son and daughter-in-law Donald
and Beverly Norris of Minneapolis;
daughter and son-in-law Nancy and
John Gunn of West Covina, Cali-
fornia; daughter Susan Cygnet of Min-
neapolis; five grand-children and three
great grand-children,

Mr. Norris was the former Vice
President and general manager of the
Creametic Company, Minneapolis (see
“Pasta Makers in America, page 23,
Macaroni Journal, June, 1984 issue),
As president of the National Maca-
roni Manufacturers  Association in
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C. L. Norrls

1948-1950 his administration incorpo-
rated the National Macaroni Institute
as the product promotion arm of the
industry and pionecred participation
in the Langdon, North Dakota Durum
Show and in developing good relations
with the growers of durum wheat.

New AZO Scale Controller

In a continuing effort to further im-
prove all aspects of their bulk handling
systems, AZO Incorporated has devel-
oped the model DK 1-6 scale con-
troller.

This single component controller
provides digital weight selection,
digital weight readout, silo selection
and all other operator controls in a
compact, stainless steel enclosure with
a membrane keyboard. The DK 1-6
Scale controller is only available as an
intcgral part of AZO's bulk material
handling systems.

For more information, contact AZO
Incorporated, P.O. Box 18170, Mem-
phis, Tennessce 38181, (901) 794-
9480.

Pellaton Lasagne Sy: am
(Continued from page 1)

2, The machinery paces 1i. worke
for greater worker effi oncy,
3. One-half or one b, ¢ 1ons
be packaged at the san - rate,

4, Less breakage of Lasay e due 1
less handling, thus giving greate

yields.

Lasagne is packaged directly

from the stripped into the cr

ton with only two people acluall
handling the Lasagne.

6. A unique saw system, in con
junction with the Lasagne cou
ters, allows for very close to
craxces on individual con
weights.

7. The carton machine and ca
packer can be changed to pack
age either %2 b, or | Ib. carton

8. The stripper can be operated
that Lasagne can be dischar
out one side to its packuging line
and long goods can be dischar
out the opposite side and di
charged to its packaging system

9, Long Goods, if desired, can
handled on the Lasagne convejo
system through the saws, then re
moved and delivered 1o its own
packaging system.

10, The Lasagne System cun be af
ranged to deliver Lasagne to sul
most any plant layout by using
the Special Pellaton curved cor
veyors.

11. This System is practicl for 2
minimum annual prod: ction
3,000,000 1bs. a year.

12. The System is capablc
aging approximately 20
Lasagne per hour, v
three people.

Anyone wishing further ¢
tion on this System shou
Rossotti Consultants Associ ¢S
158 Linwood Plaza, Fort ¢
Jersey 07024, Telephone: ¢
201-944-7972, The Rossot!
ants Assoclates, Inc., are Sal s
for the Pellaton Lasagne
System in the United Statc:
and Europe.

New Offices

De Francisci Machine CHTP"’““?:
have located new offices at 465
Metropolitan  Avenue,  Ridge¥ )
New York 11385; telephone (7!
456-6600,

>
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TIVES: BUILDING A CONSUMER FRANCHISE
B FOR YOUR BRAND

A LOT RIDES ON THE R!I_EH'I' BRAND NAME AND SUPPORTING

RADE MARK.

4 i ﬁ

MARKETING
SALES PROMOTION
TRADE MARK AND BRAND IDENTITY
ADVERTISING

r r }

DESIGN AND GRAPHICS ——

F

4

MERCHANDISING

J

NEW PRODUCTS DEVELOPMENT

MACHINERY AND EQUIPMENT
PUBLIC RELATIONS

= PRODUCT anp PACKAGE

We have experience in these areas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.

158 Linwood Plaza

Charles C. Rossotti, President

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

Established in 1898

Jack E. Rossotti, Vice President

s e i




We stattuith the fimeat dunumm and will 5 exadtiing. Sandand.

T ' |
W/M‘M'é’d
Covin I A

-

e

@\ INTERNATIONAL

MULTIFOODS.

¥

{

E-'.
[
!
[
E
{:‘
f
§

Py

R




