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Farewell, and Thanks
For the Memories

After some forty years in the pasta
industry and thirty of them as cditor
of this publication I am now about to
put my pen down.

But first some reflections:

During World War Il pasta gaincd
popularity as an unrationed meat sub-
stitute or supplement, Today it is o
fully recognized category in the super-
market.

At the end of the war we had an ex-
port business shipping some 225,000,-
000 pounds of product to southern
Europe where facilities had been de-
stroyed during the fighting. In June
of 1948 the Marshall Plan ended ex-
ports by giving raw material and equip-
ment to our former customers. Today
there is a flood of imports coming into
the United States.

Any manufacturer without a brand
franchise was out of business after the
Marshall Plan. I was hired by the Asso-
ciation’s Board of Directors that fall
to see a product promotion program

at the rate of a cent a bag (of flour
worth then some six dollars), I went
to visit the 350 manufacturers around
the country, The program was off and
running when we went to Florida in
January 1949 for our first meeting
there. Many members brought their
wife and children — quite a change
from the meetings held in conjunction
with the Brokers and Canners in Chi-
cago or Atlantic City.

Ted Sills and Associates were hired
at that first Florida meeting to conduct
publicity and promotion of pasta and
the National Macaroni Institute was
formally incorporated. Sills built a fine
relationship with food editors around
the country and pasta benefitted. This
industry publicity plus individual
brand advertising doubled production
and consumption in a thirty year span
— a feat unequaled by any other grain
product,

During the fifties we were plagued
by 15B Rust which devasted the durum
crop for three years in a row. To ob-
tain raw materials for the increasing

(Continued on page 4)




Farewell
(Continued from page 3)

demand we were enjoying the industry
supported research and plant-brecding
at North Dakota State University in
Fargo to develop improved varieties
of durum wheat. This led to participa-
tion in durum shows and relations with
the growers who organized into the
U.S. Durum Growers Association and
then the North Dakota State Wheat
Commission, Now a grower sits on the
Board of Directors of the National
Pasta Association,

The soaring sixties ran into the
struggling seventies with the advent
of consumerism, more and more gov-
ernment regulation, and battles to de-
fend the standards of identity adopted
in the depression days of the thirties.
First there was phony-roni made of
corn meal and fortified with nutrients
to make it the equivalent of meat in
the School Lunch program. But con-
sumers didn't like pasta made of com
meal, Then came Oricntal Noodles
made without eggs but called noodles
nevertheless.

This led to the employment of
Washington, D.C. firm of lawyers to
represent the industry through the
Association.

In the mid-seventies the larger food
firms began looking at the pasta in-
dustry for growth opportunities and
acquisitions began. Within five years
cight of the top ten companies had
been sold and they accounted for at
least threc-quariers of the industry's
production.

But while this was going on fast
fcods sprung up giving supermarkets
a run for their money in getting a share
of the consumer dollar. With more
women in the working force more
meals were taken out of the home, The
potato industry mounted a multi-mil-
lion dollar promotional program to
convince consumers that they were a
versatile vegetable — not a fattening
food. Also fast foods were basically
hamburgers and french fried potatoes
which boosted the stock of a carbo-
hydrate competitor.

A poor durum crop in 1980 opened
the door to a flood of Italian pasta im-
ports aided by Common Market sub-
sidies, as well as small machines for
making pasta at home or in small bo-
tiques — a throwback to the turn of
the century when Italian immigrants
made pasta in the kitchen or back-
room before becoming factory opera-
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tions. Despite legal victorles in declar-
ing the ECC subsidies illegal there has
been no implementation of the decision
and imports continue to grow.

With more and more activity cen-
tered in Washington, D.C, it was im-
perative that the National Pasta Asso-
ciation regroup and move on. The
Exccutive Committee picked a fine
candidate in Joe Lichtenberg and now
Joe has obtained a fine prospect in
Max Buseiti as Director of Communi-
cations,

Our printer, Karl Knuth of Petersen
Press in Appleton, Wisconsin, gave me
a story of a retiring type setter who
took his font of type and decided to
make alphabet noodles, but it was
slow going. I'll do the opposite — I'll
squeeze the golden ink out of the egg
noodles and write about the golden
days when macaroni meetings and press
parties were known as “Family Re-
unione.”

Thanks for the memories.
Bob Green

Pasta: A New Day,
A New Way

The theme for Pasta Week, October
4-13, was announced by NPA Chair-
man, Anthony Gioia, at the annual
NPA Food Editors Press Reception,
September 19 in New York City.

“Our theme for '84-'85 emphasizes
how pasta can be enjoyed every day.
It suggests to consumers that pasta is
far more versatile than most believe.
This theme provides a strong roll out
of our PR messages. Consumers can
think ‘A New Day, A New Way' be-
causc pasta is: low in calories, healthy,
delicious, cconomical and versatile.
These messages underscore how well
pasta fits into the lifestyle of the
1980's,” said Robert Ronzoni, Chair-
man of the NPA Product Promotion
Committee when announcing the theme
to the Board.

Gioia stated the U.S. durum crop
harvest has been completed with 100
plus million bushels . . . an ample
amount to keep pasta prices relatively
stable. The quality of the crop is very
good. Consumers can continue to ex-
pect excellent quality pasta from U.S.
producers,

More than 60 food editors and food
writers from wire services, gencral cir-
culation magazines, newspapers and
specialty publications enjoyed an in-
triguing sclection of hors d'oeuvres,

one for every day of the week, whi
were created by the Water Club'g gy,
ecutive chef, Guy Peuch, to illustra,
pasta’s unique versatility. Seven diffe,.
ent shapes of pasta were chosen for
seven different menu ideas ranging
from soups to cold salads . . . elboy
macaroni, egg noodles, spaghetti, |a.
sagne, mostaccioli, bow ties, shells,

The hot and cold specialtics were
“dual role" recipes, They fill the bjll
as hors d'ocuvres fare or can be served
as entrees. Guests were reminded thy §
pusta is n low-calorie food. Hop
d'oeuvres averaged 30 calorics a por.
tion. As entrees the calories were 355
or lower. Recipes are available on re.
quest through the NPA.,

Gioia pointed out that pasta con
tinues to be one of the darlings of the
grocery industry, with growth about
triple the average grocery product cate-
gory. This is due to the change in pasta
consumer attitudes in the last sevenl
years. It is now an “in" food . ., no
longer consumed almost exclusively by
the Italian-American community and
blue collar families buying it primarily
for economic reasons. Pasta is now &
cvident at the New York socicty ma-
tron's dinner party as it is on tables
across mid-America. Its fattening im-
age is vanishing and versatility, con-
venience and economy now make pasta
a staple in the American menu plan.

The reception was held at the Water
Club, New York City, with a variety ol
newly developed pasta hors d'ocuvrs.
More than 150 New York-based food
editors and writers were invited to join
the NPA Board of Directors, Product
Promotion Committee Members and a
delegation representing the U.S. Dunum
Growers Assoclation,

American Heart Association
Cooperation

“A New Day, A New Way" pam.ph~
let was distributed featuring recipes
developed in cooperation with
American Heart Association. The bre-
chure states:

Americans are increasingly heart-
health conscious ns a result of re
cently announced dietary guidelints
from the American Heart Associd
tion designed to help Americans d¢-
crease high blood cholesterol levels
which enhance the risk of heart dis
ease. One of the key recommend?
tions is to cut our fat intake from
the present 40% of calories to 30%

(Continued on poge 6)
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The efficiency of your pack-
aging operation is dependent
on uniform product feed.
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Surge or gaps in the product

flow can cause lost machine cycles resulting in lost profits.
ASEECO is a specialist in providing bulk material handling
and feed systems which can maximize your plant efficiency.

Maximize Processing

Our on-line storage systems bridge the gap between continu-
vous production and Intermittent product demand. By
#ccepting product as It Is produced and haolding it until re:
quired for packaging, production and packaging operations
can both function at their optimum rate. The ASEECO
ACCUMAVEYOR® provides “first-in, first-out’ capability to
assure product freshness and minimum degradation.

Maximize Packaging
Our MODU/TRAN® distribution system can feed any num-
ber of packaging machines from one product stream with no
Wtarvation at any machine. The proprietary cross feeders with-
draw product from the main stream according to the need at

tion. It also incorporates a kinetically balanced design to vir-
tually eliminate vibration transmission to the mounting struc-

ture.

Using the combired ACCUMAVEYOR-MODU/TRAN system,
ASEECO can proviue 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 90023-1674

Telephone (213) 267-1960
Telex 472:0432

any use point. This vibratory
system operates at natural fre-
quency to minimize main-
tenance and power consump-




American Heart Association

One way to achicve this goal is to
eat more complex carbohydrates
from grain products such as pasta,
more vegetables and more legumes,
The theme provides a concept that

i i

suggests to consumers that pasta is
far more versatile than most believe,
There is an infinite variety of ways to
use pasta that fits well in the context
of good nutrition,

COVER PHOTO Het peste hers: d'seuvres add maw varisty when entertaining. Guests will
be glad to know these are about 30 caleries @ serving, Pictured sre Bow Ties on Brede,
Spanish Shells, Lasegna with Sun Drisd Tomate Seuce ond Spaghetti Seled with Turhey

ond Walnut Pesto Seuce.
Egg Noodlle-Shrimp Salad with
Dill Dressing

(Makes 32 hors d'ocuvres servings or
4 entree servings)

8 ounces medium cgg noodles
(about 4 cups)

1 tablespoon salt, optional

3 quarts boiling water

1 egg yolk

1 teaspoon dijon mustard

2 tablespoons lemon juire

Pinch cayenne papper

3 tablespoons safflower il

2 tablespoons olive oil

Y4 cup chopped dill

8 medium shrimp, cooked and
chopped

Dill sprigs

Grarlually add noodles and salt to
rapidly boiling water so that water
continues to boil. Cook uncovered,
stirring occasionally, until just tender,
Drain in colander. Rinse with cold
water, drain again,

In small bowl, beat egg yolk with
mustard, lemon juice and cayennc
pepper. Combine oils. Add oil in a
very slow steady stream to egg yolk
mixture whisking constantly. Stir in
chopped dill and shrimp. Toss cooked
noodles with dressing. Gamish with
dill sprigs. Garnish with additional
shrimp, as desired.

Calories per hors d'ocuvres serving: 35
Calories per entree serving: 300

Macaroni-Fruit-Cheese Salad with
Gargonzola
(Makes 48 hors d'oeuvres servings or
4 cntree servings)

2 cups elbow macaroni (B ounces)

1 tablespoon salt, optional

3 quarts boiling water

1 tablespoon dry white wine

1% teaspoons white wine vinegar

Y& teaspoon dijon mustard

2 tablespoons olive oil

2 tablespoons salad oil

14 cup scedless green grapes,
halved

6

ant b/

Choose pasta hors d'eeuvres for your mext
pai .Sown-n.lunlcﬂhrlw.ﬂu-
teccioll with Vegetables Seled, caroni-
Fruit-Cheese Seled with Gorgenzela end
'I.' Hoodle-Shrimp Seled with Dill Dress-
rg.

14 cup scedless red grapes,
halved
2 ounces Gorgonzola cheese,
finely crumbled
2 tablespoons toasted pine nuts,
optional

Gradually add macaroni and salt to
rapidly boiling water so that water con-
tinues to boil, Cook uncovered, stirring
occasionally, until tender. Drain in
colander, Rinse with cold water; drain
again,

In small bowl, combine wine, vine-
gar and mustard; mix well, Whisk in
oils until smooth and creamy, Add
grapes and cheese to macaroni, Add
dressing and toss thoroughly, Gamish
with toasted pine nuts, if desired.
Calories per hors d’oeuvres serving: 30
Calories per entree serving: 355

Spaghettl Salad with Turkey and
Walnut Pesto Sauce

(Makes 40 hors d'oeuvres servings or
4 entree servings)

8 ounces spaghettl

1 tablespoon salt, optional

3 quarts boiling water

1 cup fresh basil leaves

Y cup walnuts

2 cloves garlic

2 tablesponns safflower oil

2 tablespoons walnut oil

2 tablespoons olive oil

4 ounces cooked turkey breast, cut
into julienne strips

3 tablespoons toasted walnuts
optional :

Gradually add spaghetti and salt to
rapidly boiling water so that water con.
tinucs to boil. Cook uncovered, stirring
occasionally, until tender, Drain in
colander,

In food processor or blender, com-
bine basil, walnuts, garlic and oils.
Process until a smooth paste forms.
Toss spaghetti with basil mixture,
Gamish with turkey strips. Top with
toasted walnuts, if desired.
Calories per hors d'oeuvres serving: 35
Calories per entree serving: 255

with Sun Dried
omato Sawce
(Makes 64 hors d'oeuvres servings or
6 entree servings)

8 ounces lasagne

1 tablespoon salt, optional

3 quarts boiling water

4 ounces thinly sliced roasted breast
of veal®

1 can (7 oz.) artichoke bottoms,
sliced

% cup low fat ricotta cheese

2 cups fresh spinach leaves,
blanched

4 ounces low fat mozzarella cheese,
sliced

¥ teaspoon olive oil .

14 cup julienne sliced sun dried

tomatoes
2 tablespoons dry white wine
% cup canned tomato puree

Gradually add lasagne and salt 10
rapidly boiling water so that watef
continues to boil. Cook uncovered,
stirring occasionally, until just tender.
Drain in colander,

Spray bottom of a 13 X 9-inch
baking pan with no-stick cooking sprsy
according to directions, Layer lasagnt
veal, artichokes, ricotta cheese, sp\*
ach and mozzarella cheese in pan,
ginning and ending with lasagne. Cove!
tightly and bake in a 325°F, oven for
25-30 minutes. Meanwhile, heat oil &
small saucepan. Add tomatocs

(Continued on poge 8
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Pasta Hors D'osuvres
(Continued from page 6)

saute until soft. Add wine and cook
until dry. Stir in tomato purec; simmer
10 minutes. When lasagne is done pour
sauce over top and scrve.

* Chicken may be substituted, if
desired.

Calories per hors d'ocuvres serving: 30
Calories per entree serving: 328

Motaccioli with Vegetable Salad
(Makes 32 hors d'oeuvres servings or
4 entree servings)

8 ounces mostaccioli (about 2 cups)
1 tablespoon salt, optional

3 quarts boiling water

%4 cup julicnne snow peas

Y4 cup julienne carrots

¥ cup julienne zucchini

Y cup julicnne celery

¥ cup julienne red pepper

14 cup creme fraiche

1% teaspoons fresh lemon juice
14 teaspoons black pepper -
% cup Parmesan cheese, optional

Gradually add mostaccioli and salt
to rapidly boiling water so that water
continues to boil. Cook uncovercd,
stirring occasionally, until just tender,
Drain in colander. Rinse with cold
water; drain again.

Blanch snow peas, carrots, zucchini,
celery and red pepper; cool, Stir to-
gether creme fraiche, lemon juice and
pepper. Toss mostaccioli with vege-
tables. Add dressing and toss again.
Serve sprinkled with cheese, if desired.
Calories per hors d'ocuvres serving: 30
Calories per entree serving: 253

Bow Ties En Brodo
(Makes 48 hors d'oeuvres servings or
12 entree servings)

1 cup dry white canellini beans

Cold water

3 quarts boiling water

8 ounces bow ties, (about 3% cups)

1 tablespoon salt, optional

3 quarts boiling water

1 tablespoon olive oil

1 clove garlic, minced

2 cans (13% oz, each) chicken
broth

2 cans (13% oz. cach) beef broth

2 cups shredded escarole

1 head radicchio, shredded

Turn beans into medium saucepan.
Add cold water to cover. Bring to a
boil; remove from heat., Let stand
covered for two hours. Drain. Add

soaked beans to 3 quarts boiling water.
Simmer until just tender. Drain.

Gradually add bow ties and salt to
3 quarts rapidly boiling water so that
water continues to boil. Cook un-
covered, stirring occasionally, until
just tender, Drain in colander. In large
soup pot, heat olive oil. Add garlic
and saute until transparent. Add broths
and beans. Bring to a boil. Add bow
tics, escarole and radicchio: heat
through,

Calories per hors d'oeuvres serving: 12
Calorics per entree serving: 127

Spanish Shells
(Makes 48 hors d'ocuvres servings or
4 entree servings)

8 ounces medium shells*
(about 2%4 cups)

1 tablespoon salt, optional

3 quarts boiling water

1 tablespoon olive oil

I package (10 oz.) frozen peas,
thawed

3 tablespoons chopped pimiento

4 threads saffron

1 tablespoon olive oil

Y5 cup minced onion

| garlic clove, minced

Y2 cup minced green pepper

Y cup minced red pepper

Y cup dry white wine

1 cup canned crushed plum tomatoes

Gradually add shells and salt to
rapidly boiling water so that water
continues to boil. Cook uncovered,
stirring occasionally, until just tender.
Drain in colander.

Meanwhile, heat 1 tablespoon oil in
skillet. £-d peas and pimiento and
saute lightly. Stir in saffron. Cool. Stuff
shells with peas mixture. Place shells
openside up in a 13 X 9-inch baking
pan. In a medium saucepan, heat 1
tablespoon oil, Saute onion and garlic,
Add green and red peppers. Stir in
wine and cook 5 minutes, Add toma-
tocs and simmer 15 minutes. Pour
sauce over shells, Bake in a 325°F.
oven for 25 minutes or until heated
through,

* Uncooked shells are about 1-inch
in length, NOTE: Do not use jumbo
shells,

Calories per hors d’ocuvres serving: 30
Calories per entrec serving: 340

NPA WINTER CONVENTION
Boca Raton, Florida
February 17-21, 1985

Communications Director
Selected

Max Busetti has joined the NPA a
Communications Director. In that ¢a.
pacity he will be responsible for the
weekly newsletter and, beginning De-
cember 1, for the monthly magazine,
He will also assist in a wide range of
public relations functions, Busetti has
a B.S, degree in Journalism from the
University of Maryland and has over
five years of experience in communica-
tions for trade associations, having
worked for the International Fabricare
Institute and the National Electric Sign
Association, He lived and studied in
Italy during hia high school years.

Pasta on the News

NBC Nightly News with Tom Bro-
kaw and CBS Morning News with Bill
Curtis included pasta features since
the kicl:-off of Pasta Week October 4,

CBS Morning News host Bill Curtis
interviewed cookbook author June
Roth Friday, October 5 and trumpeted
the “low caloric” message to millions
of viewers, She shared a very low
caloris Florentine Cheese Sauce recipe.
Curtis asked if Italian made pasta was
more dictetic than domestic and she
answered, “No, they are the same and
don't let anyone tell you any different.”

The NBC Nightly News saluted pasta
as a wholesome and increasingly pop-
ular food Monday evening October 8.
It was a positive news feature-type
story with a subtle pro-domestic en-
dorsement,

New Pasta Salad Book

A new book on pasta will soon be
out. It's entitled The Pasta Salad Book
and it is by Nina Graybill and Maxin¢
Rappoport. According to the publisher,
Farragut Publishing Co., this is the first
cookbook dedicated solely to pasta
salads, Its morc than 150 delectable
recipes combine a dozen types of pasia
with poultry, meat, fish and veg-
tables. The authors guide their read-
ers with clear, friendly directions and
suggest what each recipe can achieve:

Pasta Ads Up Nine
Percent in First Half

While the amount of retailer od
space used for institutional advertising

declined 37% for the six months end-
ing in June, compared with the sam¢
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Pastais a
product known
around the world.

Buhler-Miag is known
around the world as a leader

in pasta manufacturing equipment.

And Buhler-Miag is also
an international leader in milling
equipment and systems for
semolina and fiour.

So if you want to take .
advantage of worldwide expertise
in both industries, consider
Buhler-Miag. A company that

spans the
pasta and
milling industries, as
it spans the globe.

Buhler-Miag conducts business
in over 100 countries throughout
the world. International
headquarters in Switzeriand. U.S.
headquarters and manufacturing
facilities in Minneapolis, Minnesota.

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

)/ ®
£ GUHLERMIAG

?d‘\\\ P.O. Box 9497, Minneapolis, MN 55440

(612) 545-1401

59 Curlew Drive, Toronto, CANADA M3A2P8 (416) 445-6910

83310
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Pasta Ads

(Continued from page 8)

period in 1983, dry pasta showed an
increase of 9%, according to the sec-
ond quarter retailer advertising trend
report released by Mayers' marketing
division. Dry groceries had an 8% de-
crease in ads during that same period.
Along with pasta, the few categories
that experienced increases in ads were
sugar (up 63% ), cake mix (up 18%),
and flour (up 12%). Mayers found
greater emphasis on nonfood and meat
advertising at the expense of institu-
tional ads,

Who Is Buying Pasta?

80.3% of the U.S. population use
dry packaged pasta products and
26.8% arc classified as heavy users
according to Simmons Market Re-
search Bureau as reported in the Sep-
tember Progressive Grocer's 1984
Guide to Product Usage.

66% of consumption is purchased by
the heavy pasta user. The entry *+ 36
Northeast” indicates that there are
36% more heavy users than average
in the northcast rcgion, Heavy users in
the other cight regions are near aver-
age or below.

Shoppers have never becn so unpre-
dictable and, consequently, expected
results have never been more disap-
pointing. Consumer loyalty to a given
store tends to be only as permanent
as that week's allotment of deal mer-
chandise and, similarly, brand loyalty
remains under constant pressure from
cutthroat pricit;. Further impeding the
grocer's ability to stay on top of his
customers’ buying patterns is the dizzy-
ing rate at ‘which new — and unortho-
dox — stex: v, formats are being unveiled
in all regiuns of the country.

The data in this year's guide offers
grocers an unrivaled opportunity to
fine-tune their operations since it is
based primarily on what shoppers do,
rather than on what they say they do.
Many products, needless to say, are
bought by nearly everybody at least
once in a while. But it's the heavy
users that ultmately determine whether
the amount of shelf space given to a
particular product or line of products
is justified. By matching the heavy
user profiles of various products to a
store’s customer base, grocers can de-
termine whether the category is one
that should be emphasized — or de-
emphasized.

10

DRY PACKAGED PASTA
(fpaghettl, Macaronl and Noodles)

USBrs .oasvinsssssesoncorsssios 80.3%
Heavy Usens® .. ..ovvivinaneanss 26.8%
Heovy Users’ Share of
Consumption ....obveierrasnenns 66.0%
% Heavy Usens
V1. Norm
Geography
Northeost euvsresanrsansninsogssse +36
Type of Area
Metro Suburban ....uiviiiiiieiie + 9
Household Income
$30,000 or More . .....co0nviinnns :’:12
$25,000 or More ......ooviviniins 12
20,000-24,999 ... iiiieiiiiiinnin +12
Age Group
p L 5 T R R R O P g £ +16
DBl i i g v vrpasiiievseniiies e +20
Race
OHhar &y ciasns it ansn s assaisissvnses +14
Maritel Stetus
Married ..... e e e e +11
L R YA T e T SRS 433
Howtshold Size
JordPeople cooiviveininrinnnnes +17
5 or More People ..........000u0e +69
Education
Groduated HS, .ovviiiniininnns sl

Source: SMRR 1983,
Bose Group: "emale Homemaokers.
* Used 3 or more packoges In lost 30 days.

Pasta Industry Census
e Employment Up Slightly
® Shipments Valued At $1.1 Billion

The latest Census of Manufacturers
published in July 1984 for the U.S.
Macaroni and Spaghetti industry
(Standard Industry Code (SIC) 2098)
reveals 1982 employment of 8,400 and
total value of shipments for establish-
ments classified in this industry of $1.1
billion.

Employment

1982 employment of 8,400 is 2 per-
cent above the 8,200 reported in 1977,
The leading States in employment in
1982 were California, New York, New
Jersey, and Illinois. Data for New
Jersey have been withheld to avoid
disclosing data for individual com-
panies. These same States were the
leaders in 1977, when they accounted
for approximately 55 percent of the
industry’s employment, although there
has been some shift in the relative im-
portance of individual States,

Compared with 1981, employment
increased 9 percent. The 1981 data
are based on the Bureau's annual sur-
vey of manufacturers (ASM), which is
a sample survey conducted each year
between censuses,

Industry Shipments

In current prices the industry shipped
$1,065 billion ($994 million of prog.
ucts primary to the industry, $21 mil.
lion of secondary products, and $50
million miscellancous receipts). Thus,
the ratio of primary products to the
total of both secondary and primary
products shipped by establishments in
the industry was 98 percent (speciali-
zation ratio — Table 1). In 1977, this
specialization ratio was 99 percent,
(Establishments in virtually all indus-
tries ship secondary products as well
as products primary to the industy
to which they are classified and have
some miscellancous receipts such as
resales and contract receipts.)

Establishments in this industry also
accounted for 85 percent of products
considered primary to the industry no
matter where they actually were pro-
duced (coverage ratio — Table 1), In
1977, the coverage ratio was 83 per-
cent. The products primary to the in-
dustry, no matter in what industry they
were produced, and aggregate to $1.2
billion in current prices.

The value of shipments figure shown
above is in 1982 prices. All dollar
figures included in this report are at
prices current for the year specified
and, therefore, unadjusted for changes
in price levels. Consequently, when
making comparisons to prior yean,
uscrs should take into consideration
the inflation that has occurred.

Costs of Materials and Service

The total cost of materials and ser-
vices used by establishments classified
in the macaroni and spaghetti industry
amounted to $515 million in current
prices,

The industry includes establishments
primarily engaged in the manufacture
of dry macaroni, spaghetti, vermicelli,
and noodles. Also included is the man-
ufacture of dry macaroni, spaghetii
vermicelli, and noodles packnged with
other ingredients, Establishment data
were tabulated based on industry defie
nitions contained in the 1972 Stand-
ard Industrial Classification (SIC)
Manual and its 1977 Supplement.

The complete report is for sale by
the Superintendent of Documents,
1JS. Government Printing Office,
‘Washingion, D.C. 20402, Ask for
MC82-1-20I-5 (P), July 1984, Pre-
liminary Report, Industry Series, 1982
Census of Manufacturers, U.S. Dept-
of Commerce, Bureau of the Census:
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® Computer controlled continuous
blending systems assure that
accurate blends of different flours
‘and regrind are fed to each press.
Each press can receive a different
formula—automatically.

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

® Dust-free Conveying Systems—
afficient utilization of both vacuum
and pressure conveying with large
fiiters and dust-free design
throughout,

s BN P L e ) A L s

*Over 35 years of werldwide experience

PN R e S

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

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

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

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

AZO Inc.

PO. Box 181070
Memphis, TN 38118
(901) 794.9480




lllegal Subsidized Pasta
Imports Projected to Increase
Fifty Percent in 1984

Subsidized Italian pasta products
contiaue their unprecedented flood into
the United States domestic market.
According to U.S. Bureau of Census
statistics, Italian foreign imports should
increase by more than 50% to 110
million pounds, compared to 72 mil-
lion pounds in 1983,

“This is the fourth consecutive year
of 30% plus growth. While the Italians
still have a relatively small share of
the U.S. market, about 5%, the trends
are most alarming. Domestic com-
panies are at a competitive disadvan-
tage in the marketplace,” said Anthony
H. Giola, Chairman of the Board, Na-
tional Pasta Association and President
of RHM Macaroni, Buffalo, New York.

In 1981, the National Pasta Asso-
ciation challenged the unfair competi-
tion from Italian imports by filing an
official complaint with the Office of the
United States Trade Representative.
The U.S. petitioned the General Agree-
ments on Tarifls and Trade (GATT)
with a Section 301 casc on behall of
the industry. A GATT panel investi-
gating the complaint supported the U.S.
industry’s position by a three-to-one
vale.

“Our industry identified the unfair-
ness and illegality of the subsidies in
1975, when the ltalian government
first began direct subsidization of pasta
manufacturers in violation of the
GATT rules. The GATT panel, con-
sidering our complaint, found in our
favor back in April, 1983, We still do
not have resolution, All the while, our
domestic manufacturers, who do not
have the advantage of a subsidy, are
continuing to suffer the economic im-
pact of three consecutive years of 30%
plus annual growth of illegal imported
Italian pasta into the domestic mar-
ket,” said Gioia.

10 Million Pounds to 110 Million
Pounds in Nine Years
When the subsidy began in 1975,
Italy exported about 10 million pounds
of pasta to the United States, In each
year since then there has been an in-
crease — with the most dramatic
growth from 1980 (26.7 million
pounds) to 1981 (41.8 million pounds).
In 1982, some 53 million pounds were
imported and in 1983 more than 72
million pounds were imported.
Italian foreign imports have becn
sold — because of the EEC subsidy

IMPORTED PASTA PRODUCTS*®

(in 000,000 Pounds)

Totel Pasta Imports Jtalian Importy

Iralion Imports Parcent From All Countries As Percent of
Year In Pounds Increase In Pounds Tetal Imports
1975 10.5 —_— 53.5 27%
1976 1.5 +10% 56.9 20
1977 14.5 +26 57.3 25
1978 20.0 +38 734 27
1979 211 + 6 774 27
1980 26,7 +27 832 32
1981 41.8 +57 101.9 4
1982 55.0 +32 119.8 46
1983 72,9 +33 138.3 53
1984 110.4** +51** 175.0 63

* Combined non-egg ond epg added products.

** 12 months projected based on Jonuary-Maoy octual,

SOURCE: U.S. Bureou of the Census, Department of Commerce, “U.S. Imports for Con.
sumption and General Imports,” Report FT 246, Annual 1975, 1976, 1977, 1978),

U.S. Bureau of the Census, Department of Commerce, "“U.S, Imports for Consumption,”
Report 1M 146, monthly (December, 1979, December, 1980, December, 1981, December,

1982, December, 1983, May, 1984).

— at prices that are about 25% less
at wholesale level and about 15% less
at retail level than domestic pasta.
American brands average $.69 to $.75
a pound while the subsidized pasta sells
between $.49 and $.59 per pound.

“Therc has been a lot of talk about
the unfaimess to pasta manufacturers
by the Administration and in Congress.
But unfortunately, relief still eludes us.
Negotiations continue between the
United States and the Europcan Eco-
nomic Commission for a bilateral
seitlement. But, it won't take many
more years of 50% annual increases
before the pasta industry is severely
crippled, not just injured. Domestic
pasta manufacturers are at a distinct
disadvantage when they attempt to sell
their products to retail outlets and the
competition can come Iin with illegal
subsidies ranging anywhere from $.10
to §.07 and cut a deal. This kind of
differential could conceivably jeopard-
ize a stable, productive industry,” said
Joe Lichtenberg, President of the Na-
tional Pasta Association.

GATT Rules on Subsidies
To Be Rewritien

After nearly two years of delibera-
tions, the General Agreement on Tar-
iffs and Trade (GATT) has produced
a 60-line document recommending a
dismantling of international agricul-
tural trade barriers and subsidies. The
Journal of Commerce described the
document “about as vague as it is
short." Agricultural export subsidies

will be the focal point of a GATT
meeting on November 25 and will in-
clude an attempt to eventually rewrite
the GATT rules on the matter. The
crucial recommendation is for a gen-
cral prohibition on farm subsidies bul
with exceptions, The EEC is greally
upset by the mere suggestion of a gen-
eral prohibition, while the U.S. wel-
comes such a guideline but worrics
about exemptions, Worldwide farm
subsidics are enormous, totaling about
$75 billion annually just in the US.
EEC and Japan. According to Timothy
Oviatt of the U.S. Wheat Associales,
prospects for eliminating farm subsi-
dies through GATT aren't very good,
but tougher or at least rules with less
vagueness and more clarity are possi-
ble, GATT"s inability to resolve long-
standing complaints against EEC sub-
sidies on wheat flour, sugar, pasia
products and canned fruit is a case in
point. Oviatt suggests that discipline
on the use of export subsidies, whether
direct or up-stream, must materialize
this decade among the industriolized
countrics if cconomic warfare is to be
avoided.

In negotiations there is always a d¢-
cision point. Considering all knowns
should you go after your objective? Is
weighing the positive and negat’ve con-

sequences in negotiations at this time

a prudent move? In certain cases Ihf
answer has to be “no." If it is “yes
then we have to be prepared for somé
nervous periods.
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Pastal Today's All-American word for
un. A powerhouse of nutrition in all
shapes and sizes. High in energy-produc-
ing carbohydrates. Lower in calories than
many popular weight-control foods. A rell-
able source of iron and hard-to-gel B-
omplex vitamins, Pasta! Elegant enou h
for gourmet tastes. Light enou h for
America’s new fitness generations. Pasta!
Made best from Amber Mills Venezia No. 1
semolina, Imperia Durum Granular or
Crestal Fancy Durum Patent Flour. Make
sure your pasta products are as fit as the
crowds they feed. Shape 'em up with
Amber's pasta performing ingredients.

f AMBER MILLING )
Mills ot Rush City, MN — General Offices at
5t, Paul, MN 55164 /Phone (612) 641-3796




World Durum Crop Up

World production of durum wheat
in 1984-85 is estimated by the Inter-
national Wheat Council at 24.3 mil-
lion tonnes, up 13% from the previous
year's crop of 21.6 million. At the
same time, this year’s crop is down
from the 1982-83 outturn of 25.3 mil-
lion and the record crop of 26 million
tonnes raised in 1981-82,

Primarily accounting for the rebound
in production this year was a surge in
Western European production to 6.5
million tonnes, contrasted with 4.1
million in the previous season and 4.4
million in 1982, In Italy alone, where
beneficial spring rains were followed
by ideal ripening and harvest weather,
production rose to 4.6 million tonnes,
against 2.9 million in 1982,

North American production is fore-
cast at 5 million tonnes, against 4.6
million in the preceding year and 7.1
million in 1982,

Export trade in durum wheat, ex-
cluding semolina, in 1984-85 is pro-
jected by the LW.C. at 4 million

‘ tonnes, down slightly from 4.1 million
shipped in the previous season and 4.6
million in 1982-83. In making that
forecast, the Council said that “world
trade in durum is unlikely to recover
unless there is a steep rise in Soviet
requirements.”

The export projection for 1984-85
includes:

Cunada, 1.9 million tonnes, against
2.4 million in the previous year; E.C.,
300,000, against 100,000; U.S., 1.7
million, compared with 1.5 million,
and “others,” 100,000, the same as in
1983-84,

For the U.S.S.R., durum wheat im-
ports this ycar are projected at 800,000
tonnes, against 400,000 in the preced-
ing year and 1.3 million in 1982-83,

Africa is expected to provide a mar-
ket for 1.6 million tonnes, against 1.7
million in 1983-84,

Carryover stocks of durum wheat in
the three major exporting countries
are likely to decrease this year, from
around 4.3 million tonnes at the end
of 1983-84 to some 4,1 million at the
close of 1984-85, “This would be the
lowest level since 1980-81," the L.W.C.
said.

Durum Stocks

On October 1, durum stocks at
Duluth-Superior were 11,001,000 bus,
against 9,487,000 a year earlier. At
Minncapolis, durum stocks were
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5,260,000 bus, against 2,398,000 a
year earlier. Included in Minneapolis
stocks were 2,132,000 bus of C.C.C.
storage.

In terms of general appearance, test
weight and color, the 1984 durum crop
was rated very good — onc of the best
in recent years. Also, dry conditions
during August allowed a rapid harvest,
and the crop was generally free of
sprout damage and with the highest
highest numbers in five years.

Record Italian Grain Crop

All grain production in Italy in 1984
established a new record of 18.8 mil-
lion tonnes, up 7% from last year's
drouth-reduced harvest, the U.S. agri-
culture counselor in Rome told the
Foreign Agricultural Service.

Wneat production in ltaly is esti-
mated at 9.5 million tonnes, up 12%
from last year, and made up of 5.4
million tonnes of soft wheat and a
record 4.1 million tonnes of durum.
It was noted that this year's wheat crop
has an unusually high dockage level
due to heavy weed growth in wheat
fields.

Coarse grain production in Italy in
1984 reached o record 8.6 million
tonnes, up 4% from the previous year,
The barley crop was estimated at a
record 1.5 million tonnes, up 24%
from 1983, Corn production was
placed at 6.66 million tonnes, about
the same as last year's outturn. Italy's
rice crop in 1984 rcached 647,000
tonnes, down 4% from the previous
year,

Canadian Wheat Crop Down

Production of wheat in Canada in
1984 is estimated by Statistics Canada
at 775,725,000 bus, down 21% from
976,915,000 busin 1983 but 4% above
the August estimate, it was announced
by the federal agency. It is also 21%
below the record outturn of 982,396,
000 bus in 1982, The reduction from a
year ago is attributed to a combina-
tion of a 4% cutback in seeded area
and 8 19% drop in average yield to
23,8 bus per acre from 28.9 bus in
1983,

Estimate of spring wheat produc-
tion is 651,525,000, down 22% from
835,892,000 last year. Durum out-
turn is estimated at 78,500,000 bus,
down 19% from 97,300,000 bus in
1983, despite an estimated increase of
20% in plantings. The durum crop is
largely concentrated in the arca most

seriously affected by drouth. The winter
wheat crop is estimated at 45,700,000
bus, up 5% from 43,723,000 buys in
1983,

ConAgra Plans to
Purchase 240,000 Shares of
Ilis Common Shares

Omaha, Neb. — ConAgra Inc. said
it will purchase about 240,000 com.
mon shares in the open market from
time to time in the next year,

The commodity and agriculture con-
cern, which has about 22.2 million
shares outstanding, said the stock will
be used for gencral corporate purposes,

CPC International Reports
Higher Sales

CPC International Inc. reported net
income for the second quarter of 1984
of $50 million, compared to $48 mil-
lion in the sccond quarter last year.
Earnings per share increased 4 per-
cent to $1.03, from $.99 per share in
the sccond quarter of 1983,

Sales in the quarter advanced 10.4
percent to $1,115 million from $1,010
million in last year's second quarter,
and operating income rose 8.5 percent
to $106.2 million from 97.8 million.

For the first six months, net income
amounted to $85 million, or $1.75 per
share, compared to $84 million, or
$1.73 per share, in the first hall of
1983, Sales in the first half rose 10.3
percent to $2,171 million from $1,969
million in the first six months of 1983,
and operating income of $185 miii'~
was up 7.2 percent from last year's
first half of $172 million,

James W. McKee, Jr., chairman and
chief exccutive officer of CPC, said
the improvements in sales were con-
strained by the continued strengthening
of the dollar against most foreign cur-
rencics, as approximately 60 percent
of CPC's revenues come from opera-
tions outside the United States.

Egg Production Up

During July and August, the num
ber of eggs produced was up 2 per
cent from last year. The number of
hens on hand during July and August
was also up 2 percent from last ycar
and the rate of lay was about the same.
On September 1, the number of hens
was 2 percent above last year and the
rate of lay was down slightly—67.1
eggs per 100 hens this year, off from
67.2 last year.
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Direct Product Profit Idea Gains Ground

Supermarket purchasing as well as
allocation of shelf space, will become
increasingly sophisticated in the future
as both vendors and supermarkets take
advantage of new computer technology
for measurement of individual product
profitability, it was predicted at the
annual convention and exposition of
the Food Marketing Institute in Dallas,

Executives attending F.M.I. con-
vention sessions on product profitabil-
ity and allocation of shelf space agreed
with speakers' assessments that adop-
tion by retailers of the direct product
profitability concept — represents
“the biggest revolution in manufac-
turer-retailer relations since the adop-
tion of the Universal Product Code.”

Under direct product profitability,
all costs associated with transporting,
warehousing and retailing individual
food products arc measured in deter-
mining an actual profit contribution,
rather than assigning all products in a
category an equal share of operating
costs to determine by vendors and/or
stocked on the shelf by the manufac-
turer rather than the retailer are nor-
mally allocated a much higher profit
contribution.

Workshop Session

In a workshop session at the F.M.1
meeling, it was pointed out that 16 of
the 30 largest retailers in the nation
are involved in establishing the system
orin studying its implementation, The
other 14, it was noted, have made ini-
tinl inquiries into the system. At least
six companies have D.P.P. programs in
place and operating.

Implications of the D.P.P. system
for vendor-retailer relationships were
the focus of workshop comments by E.
Richard Jones, executive vice-presi-
dent information services and plan-
ning, Safeway Stores, Inc.,, Qakland,
Calif., the nation’s largest supermarket
operation.

“1 am here to tell you who are ven-
dors that Safeway is using direct pro-
duct profitability to make decisions,
and we believe that the system can
work,"” Mr, Jones said. “We are con-
vinced that it is the right way to make
dccisions."”

Pointing out that supermarkets
“spend a lot of time buying ‘right',"
Mr. Jones said, “the other half of the
equation is managing our costs of op-
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eration effectively and efficeintly. And
a big part of the ability to control and
minimize costs is dictated by the na-
ture of the products we sell.,”

D.P.P., Mr, Jones continued, en-
chandising decisions and better op-
chandising decisions and bette rop-
eration decisions, resulting in a more
efficient retail distribution system.

“We are believers, We arc using it,
we are going to continue to use it, we
are going to continue to refine it.

“We are going to expect over time
that vendor representatives will be able
to talk with us not just about raw prod-
uct cost or direct product costs as it
leaves your manufacturing facility, but
the impact that that product will have
on our distribution costs and operating
costs as well."

The system developed by Safeway,
Mr. Jones said, “tracks on a regular
basis the direct product contribution
of virtually every product that goes
through our system. It includes data
on selling prices, allowances received,
labor costs in warehouses, hourly labor
costs and actual hours worked, It trans-
forms that into a historical direct pro-
duct contribution,”

The primary use for the system, Mr,
Jones told the F.M.I. workshops, is
“buy our merchandisers in our retail,
private label supply and manufactur-
ing operations, They can compare in-
dividual products with a category as
well as category to category to see
which within a group are most profi-
table, They can compare brands and
manufacturers across categories, so
that when we are having a vendor re-
view, we have an idea not just of pro-
duct by product how that vendor
stacks up, but cross-vendor.”

“We have used it for addition and
deletion of products within categories,
as we now know which categories we
want to expand on and where we are
willing to take new products, We also
have a point of view on which cate-
gories we are going to be more restric-
tive on because they arc low-profit.”

Mr. Jones said the D.P.P, system
has helped Safeway “uchieve signifi-
cant economies in privrte label oper-
ations.” During a question and answer
session, Mr. Jones was asked if he
could divulge any information on how
the direct product profitability of pri-
vate label brands compares with name
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brands. “I'm not going to touch that
one,” he responded. i
D.P.P., Mr. Jones said, “is and wil|
continue to have a bigger role to play
in shelf allocation and in product em.
phasis on the shell. It is a guide to pur-
chasing products between alternate dis.
tribution systems, whether through di-
rect delivery systems, drop shipments,
or through warehouse. We now have
the basis for deciding what kind
cost makes sense,” ;
Safeway initiated development of the
system about 18 months ago and s
now using it in six of its 17 retailing
divisions, Mr. Jones said. The com-
pany expects to have it in operation
in all divisions by the end of this year
or carly next year, he added.

McKinsey Comments

Widespread adoption of the D.P.P,
system “appears very likely,” Thomas
W. Wilson Jr.,, director, McKinsey &
Company, New York, said at the work-
shop. Mr. Wilson, whose company first
developed the concept in the cary
1960's and who has addressed Ameri-
can Bakers Association meetings on
the strength of branded baked foods
under D.P.D., added, “The pace of
change will be more rapid than scan-
ning because it is easier to implement.”

In reviewing the history of the con-
cept, Mr. Wilson pointed out that it
was conceived as “a system to creale
a profit and loss account process, by
product or category, for management
decision making at retail, much like
manufacturers have had for many
years,”

Decvelopment of scanners, compu-
ters and processors in the 1970's, M.
Wilson said, removed mechanica! bar-
riers to implemenation of D.P.F. and
thus created new interest in the system.

In explaining D.P.P.,, Mr., V/ilson
said that standard supermarket 8¢ 3
counting procedures “assume thet of- i ety
erating cost is shared equally by all ' S
products that move through a categoty’
such as dry grocery. The only differ-
ence perceived is that if you have 20
increase in gross margin, you assumé
that the profit before tax is highef
What D.D.P. tends to do is to look 8t
all costs of distribution and differen:
tiates products by how they are has
dled and delivered.”

Warehousing, transportation and
store costs are computed to determin? . 1 Sute 20
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Direct Product Profit Idea vertical to horizontal resulted in a 13¢  development for Pepsi-Cola Co., hite
(Continuied from poge 18) ;:vingsm pcl;dca‘sc to lze retailer. Mr. Plains, N.Y., said, “The industry ; op
5 3 ranchi said increased use of store- the threshold of spac |
g;r:‘:ogé:ﬂ‘:g ‘?';"I!I?:a:;lsl:::ﬁ "'wl:e ::i‘;' door delivery and drop shipment is ment technology whicl? \:ill I ‘:ﬁt.
“shows you l.hat oo Ta ;lmost nt; suggested for some products and that vanced enough to allocate spa  for
Rl Betwion bttas ndetn aoed manufacturers may be able to further catcgories of products based on irect
Hicrcoriillditen murgirn = dirg::t reduce retail handling costs by use of product profitability, profit m rgins
dict profi, So merchn disiing dicis{’ég lrnyd packs, wl'llllch climinates placing and weekly sales.”
made against gross margins are made Eryno:?;c:; nsloetl:efsliz::’bzilld‘i]n tis}::
totally without regard to what the bot- g

con -ibution, and to minimze wasted market, They were Tim Murphy, an Profit mix affords another advan-
spai 2 associate of Bishop's firm, and Marlin tage. Particularly in more densely pop-
1 1e workshop also featured a pre- 1. Cohen, director of marketing re- ulated markets, it’s no longer possible
«nt tion on Profit-Oriented Shelving scarch for Sperry & Hutchison, New to sell only dry groceries and have a
Tec nique, a shelf space allocation pro- York, profiitable operation,” Bishop said.
gran1 developed by Lever Brothers There will be u short-term “rash of ~_Super warchouse stores use perish-
Co. Inc., New York. James Armstead, development” of these stores, Bishop  ables to establish a blended gross pro-
sale. manager for national acccunts, said, followed by a “shakeout” among fit, with dry groceries representing less
wld the F.M.1, session that “until the operators who could not solve the suc- than 50% of the business. He predic-

Mr. Morrison was one of two : cak-

. ; is- ers at the workshop session reprosent. ie 1970, in 100 many cases, space Cess cquation. ted these stores soon would put more

tom line profit is going to be.” rl::):';o?ey:)ﬂdiln ':'l‘-: ifu:'l’:‘ c“:l“ b}:ﬂi‘: ing direct store delivery products. The I,;:,mgcme[{t was simplyya g .otpwa: Over the long haul, the units “have emphasis on other high-gross depart-

ofb[grl.’ ‘Ic’Vilsmrl 1siummnriz.cd advantages worth doing.” packaging, 1 other was Jack Higgins, vice-president, Bl with shelves actually shifting bosed o good—and in some cases excellent— ments such as general merchandise and
.P.P, os follows:

national account sales department, An-
Noting a growing interest among re-  heuser-Busch, Inc., St. Louis,

upon which sales representative was in chunce of profitability serving thefr  Deulth and beauty ids.

1 Allo ¢ { ! the store last. You could actually tell  segment of the market,” But o :

turcrs—lo 5powuighmlm;:mdi\’?‘?“ nlm;:']!;lt:flzi ffi\i,',l:‘y nionw Dul.lle.rlz.'o ]":;-rs ?Flmltl‘:i::]l( E:iid, In examining shelf space manage- by the way a section was set up which “strong majority” of the business will - Srhc:! Lﬂlielcs::;'g.rf —_
3 ey . i J h i 0 =

performance; identifies high-cost pro- are four reasons lh{! D.P.P.'s ti l:;‘: ment, Mr. Morrison pointed out prob- company had done the most recent be availuble for operators of other for- n aclor 15 - ¥

ducts by category. lems in relying on manual store au.
dits, store and vendor estimates of
2 — Improves manufacturer-retailer “1 — It is now a marketing tool, a sales, and warehouse disappearance
Eommunlcnlinn. “Without it,” he said, management tool that can be used not data to allocate shelf spuce on the

the manufacturer talks product cost only for merchandising but also to im- basis of sales share. Explaining his
:tlr:d llh:i re:inllcr talks uni;) cl:)osts. and prove operating efficiencies. company’s development of a compuler

ie twain ocsn't meet. D.D.P. pro- % program that utilizes store scannin
vides the opportunity to communi- wilhz T“;I'echl;‘oiolgy has caught up gata, Mr. Morrison said that wh:g
cate, the ability to break down distri- us; the technology is available to  completed, it will provide “allocation

bution costs from the manufacturer's make it work. based on space-to-sales ratio, week’s
point of vicw, to understand product  “3 — An industry that has been able  SUPPIY, gross profil or direct product
density and wasted space in shipping to absorb scanning and all the com- Profit. You can get recommendations
containers and displays because of plexitics of scanning finds D.P.P, really for scction lengths, heights and depths,

shelving work, Tugs of wars like these mats, Bishop said. He guoted one op- While the labor costs does not ap- |
were costly for both of us and not al- erator s saying, ‘Super warchouse  proach the 4% of sules of lr‘udmop:d
ways productive.” stores probably will take 20% of the ;V?rehﬂuse mu“iﬂ;- lh% bﬂk?l,ncludms
i i 'm gol : s under 8%
Noting that Lever Brothers was business in my market. But I'm golng [rinBes, generdly ® U 3
among ugw sponsors of carly McKinsey 10 be the best-positioned supermurket The super warchouse store tends to
swdics to develop a grocery shelving 10 Serve the remaining 80% of the fll the squ:.!n:lt‘mt gap in an understor-
program based on direct product cost- business. fzjonm;?;):; f:;‘ll'i:;v‘ggl?;fdmmpﬂ"
Soren e Lacion e i sy s
gt A major factor in the growth of the lower margins and prices. A strong re-
wik prokiably-ahesd of U£ Ume, format will be the availability of good uction can cause a price war. More
In acknowledging that many manu- jocations, Bishop said. For a store and often, this is nat the case, but there are
facturers now have their own shell pucking, 10 acres or more may be some price adjustments the lower the

come:

package or container shape.” no problem to look at now, Not just by the foot, but by the inch." :::":fe“x::;;";:ﬁ':g‘: 'QV;S::%;%‘:::I needed, and this often is not available “,"“m%ufs’g‘;ﬁ in lg‘“nﬂrc‘;)::gn;‘;t ::::; |
y VAT, ' i - ns. cr
3 — Increased emphasis on return  ““4 — The manufacturer and retailer The grocery industry, he said, W find out is which of the current bur- ?il:::[l[:?uz:ui‘;lﬁc&r]ﬁsﬂlg sl gfus'ﬂ“v and “this );-‘““ylt'“d to an un- |
on investment, or profitability. know the dollor is petting smaller; “necds to keep pace with the dynamics |l peoning technologies can be combined, . . S stuble marketplace,” Bishop said.
‘ we're gelllng Squemdo And if you have of the mﬂrketplncc. We can't relax and and in what manner, to pu| more The grm.v‘lh of the stores will Llcpcml Reactions of compctilurs include
Procter & Gamble a profit squeeze, you better know where automatically stock our shelves to- ll speed, accuracy and efliciency into the on competitive response, he noted. Su- T oging: Strengthening opera-
Experiences in development of a your profits are if you're going to im- foro® with the products that did well process. fiEe WATRliouse S10Ic AiTe THORH Mevess-

; ful “when they can establish and main- Hazs, reducing prices, trading u,:;; op-
“Some retailers are lookmg ut SY$*  tain o sig.n'lﬁcnnt pricc di[l'crcnlinl." A cning a COmPClIlI\"C super warc ousc

tems which will ultimately combine the  grong response may not limit the store and finding a niche.

lools provided by scan data, and direct  giores’ sales, but it does reduce profit, Some operators say they don’t want
preduct profit models, with current  yhich in i slows growth, to become just a big convenience
shi [ allocation programs. Direct pro- store,” Bishop said. The real risk is not
du 1 profit is a sound philosophy whose in doing that but in “not realizing that
tin : has come. It requires a great deal this is the role you have been awarded
of :ommitment and resources to im- in the market.,”

pli aent, but we all should be working

computerized system to measure D.P.P. prove them. And direct product pro- for us yesterday, or the packages, or
were reviewed by Roy W. Franchi, fitability does just that, ‘

the brands.”
manager of corporate sales coordina- i can Te Mr. Higgins prefaced his prescnta-
tion for Procter & Gamble Co., Cin- Direlt prdnct pielsalis e B el i

place gross margin, and it will, for one tion on computerized space marage-

cinnat, very signr\plc rcns%)ln. Because D.P.Pr. fo. ment programs by emphasizin the

In establishing the program — cov- cuses on real profit. You know what 'mPOrance of dircct store do very

ering five computer models represent-  you're getting, as distinct from some products, noting that it includes ook-

ing about 70% of all products stocked average that can lead you down the ' crackers, baked foods, g :ting
by supermarkets — Mr, Franchi said garden path.” cards, beer and soft drinks.

that P.&G. learned that 76% of total

In addition, overstoring will limit
growth relatively quickly, according to
Bishop. “These operations cannibalize
cach other's business at surprising dis-

G i Milwauk
In response to the private label vs “Rescarch,” he said, “indicat thal ha |1to get a handle on it. tances ‘ In Milwau ce
product costs were store-related, branded D.P.P b hich M * DS.D. items represent 25% 1 5% The strengths of the ct_:n:epl are well In Milwaukee, according to Cohen, |
whereas manufacturers have focused Jones of Ss;[é\v. q‘ticsl!un d‘: e 2 . of the total store sales with in pen- known, but Bishop pointed oul that Cub's entrance did not spark a full-
primarily on warchouse handling. No- By decliner 10 Bnawer,

operators scem to combine them so  scale price war. Instead, “retuilers

Tt Super-Warehouse Store ttiut in a successful store, “in effect, tendcdplo special some highly visible
Steve Weinstein of wo and two equal five.” prices and talked a good price story.”

Supermarket News Reporis Among the strengths are high vol- Pick "N Save, Roundy's traditional

he super-warchouse-store format ume, which spreads fixed costs thinly, warchouse stores, opened two 60,000-

Wi, be a dominant factor in the super-  drives up inventory turns and increases sq-ft. units representing “their ver-

3 Mr. Franchi said that D.P.P. shows dcnt stores receiving a higher p e

:]131% ' l:hﬂ‘l D.P;;E'. a5§igns warehouse, ypas (he assumption that handlings co;: tage of their volume from direct ‘cliv-

# istri ;mduini and retail hnnd!lng_ costs  for private label are less than for manu- ery vendors than chain stores Bul

‘. on an ;1 vidual product basis, includ-  gaeiyrer brands is not always correct. MO significantly, thesc items ge 2rat¢

i lsﬂ?dvazco::;stl:gdll::llp?zlfjt'nll\'ﬁ';' E?nc!“ “On the other hand,” he said, ‘private [rom 30% 1o 40% of the gross 1 Vg™
; J as in : i

i : which “retailers can sell the same label does have the benefit of being in dollars. ‘Thus, ~enlightened re ler

) soleapid ise " sion” of the super warchouse store, he

only one or two sizes. It benefls fr have awakened to the profitabil ¥ of mi. ket industry for the forescenble fu-  the amount of merchandise thut issold  sion” O : ; )

c amount of product through less space, avoﬁdinguprolll’ermion oF tlzae :hn::; direct store delivery products anu 1ave ti:, but will not overwhelm other before it hus been paid for. “‘-“'d;.:n_’c group “15“‘35“?’3“‘_ up ud-
g;,o?::{cofp:;fg: 5 through the same  gng cofor,” ' started paying more attentioi 10 types of food stores, This prediction  Apgther strength lies in buying, The vertising, with a double-the-difference

managing the D.S.D. system.”

Data from the current Anheusef-
Busch program, he said, can be used
to identify slower selling packages, 10

was made by Willard Bishop, president g nor warchouse store can use drop Price un'e.r and l;{ campaign proclm'm-
of Willard Bishop Consulting Econo-  chinments and direct buying more than B that ‘at Pick 'N Save Wc‘ Care
mists, Barrington, 1ll. during a Food s competitors, particularly with pro- Abzu{l}‘l’nu. ﬁturc <.~ Mlions were ex-
Market Institute convention workshop. guce and meat. Conversely, Bishop tended to 24 hours.

Manufacturers, he said, often can Shell Management

reduce costs by altering product char- Use of D.P.P. systems in shelf space
acteristics, such as package shape, and allocation also was cited in a workshop

by changing distribution methods. As on “Shelf Management: New A i i i : - . ‘ is re he abili di- _ Kohl's, once the leading Milwaukee
: : p- obtain a detailed analysis of dollar The t ther workshop speakers sid, this reduces the ability to coordi . a

examples, he noted that a change in the  proaches” at the F.M.L convention. volume and Pmﬁl'ﬂbi“l; of all pick: kiciatrated o the effect orsupcr nate product flow from warchouse to chain and now owned by A&P, intro-

Duncan Hines mix package design from Tom Morrison, vice-president of sales  ages, to identify cach segment's profit warchouse stores on the Milwaukee store. (Continued on page 24)
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No one mills more quality
durum than Peavey and
ConAgra. No one provides a
more dependable supply — the
right product al the right fime
al the right price.

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

producls.

Flour Milling Company
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Super-Warehouse Store
(Continued from page 21)

duced a program stressing that quality
is higher and prices Iriw>r,

Godfrey has continued to stress on
quality, service and courtesy in its Sen-
try stores. It also is adding more per-
ishables departments and is using more
mass displays.

The chain also opened its own su-
per warchouse stores—Sun Foods,
There are two in Milwaukee, one con-
verted and onc built by Godfrey. In
its newest Sun, items are placed back
in the shopping cart, unbagged, by the
cashier, The customer wheels the cart
to a special area where she does her
own bagging.

Markets Studied

Three types of markets were studied
by Bishop’s firm in Milwaukec, Mur-
phy said. They were: Nonprice Tier —
Kohl's, Sentry and some strong inde-
pendents; Price Tier — Pick N' Save
and Save U, both traditional ware-
house stores; Price Plus Tier — Cub
and Sun,

The firm in March did a phone sur-
vey of 500 randomly seclected shop-
pers throughout the four county arca
and 250 other interviews within the im-
u:edinle trading areas of Cub and Sun
stores,

It found that the super warchouse
stores took customers from all types of
competitors, although there was a
greater impact on the traditional ware-
house stores,

The super warchousc concept at-
tracted younger shoppers, Murphy
said, particularly those in the 25-44
age range. Sixty per cent of Cub
shoppers and 54% of Cub's were un-
der 45, The same held true for tradi-
tional warchouse stores, but the con-

~ventional “operators -more 1o
customers over 45,

Kohl's appealed to both higher-
and lower-income shoppers, while Sen-
try attracted the middle-income seg-
ment more strongly, as did Pick 'N
Save, .Sav-U_customers .tended -to_be
in the lowest income group. Cub at-
tracted those with upped-middle in-
comesand those makingunder §15,-
000. Sun appealed primarily to the up-
per-middle income segment.

Cub had the lowest shopping fre-
quency — 2.5 visits a month. Sun’s,
on the other hand, was 3.8 times a
month, Other figures: Kohl's and Sen-

_adulteration,” Winslow said, “this haz~ - interpretation of the model Retail F:

try, 4; Pick 'N Save, 3.5, and Save-U and cool storage tem ;
more than once a week. tain pr(xil.n:ls.“gWiuslgfvrl;t:iid':.s pras
Surprisingly, Murphy said, Cub and Safeway has bulk food departn nt
Sun had lower average transactions in approximately 5% of its U.S, st ;
(837 and $35) than Pick 'N Save and 15% of its Canadian units, " in
t(_sss,l) and gav—U ($47). For conven- slow said. P
lonais, the ¥ n
and $27 for g::'r::y\‘vcrc pbialesr e nize?illes bl e A
o resppnstblluy to safeguara the
¢ super warchouse stores had foods which it handles,” Winslow said
more fill-in shoppers, about 60%, ‘“However, we do not feel we shu;ulci
while the traditional warehouse units tcll the consumer what foods should
had more primary customers. or should not be consumed; rather we
Shoppers were asked to rate the attempt to provide the foods the cus-
st:c{gfg inhsevcrgllc c;lmggrics. In qualhy tomer wants in the form wanted,
and freshness, Kohl's and Sentry were To guard against i
first and Sun Foods did well. Lower when Sgalfleway ﬁsrstn :[femt::nd{:a;?:&
!'allngs went to Cub, Save-U and Pick in 1977 it used gravity-fed modules
N Save, in that order. which “were not well received by our
. The super warehouse stores, par- customers, difficult to clean, disrup-
ucum}-]y Cub, did better on variety, ted product rotation within the mod-
](?m s and Sentry did well, with Pick ules and resulted in excess spillage.”
N' Save “reasonably adequate” and The chain dropped the products as
Sav-U far behind. a result until two years later, when it
Cub was perceived as offering the switched to rack-mounted display bins
lowest overall prices, with Pick "N with scoops and hinged plastic lids.
Save a 's!roqg sgcond, followed by Sav- *““‘Customer interest in this approach
U. Sun’s price image was only slightly increased to the extent,” Winslow sald
stronger than Kohl's, with Sentry last. “that we were ready to try expnndui
In a 24-item market-basket survey bulk-food displays in a few of our
conducted by the Milwaukee Journal, stores by 1981 or 1982."
the results were relatively close to the
shoppers’ perceptions, although Sun Regulators® Interest
Foods, tied for second lowest, had  Winslow said bulk foods had been
better prices than what consumers per- offered for years without regulations.
“Most of us have not given a second

ceived,

In a rating of service levels, Kohl's though to such common practices as
and Sentry did better than did the other  OPEN display of produce, salad bars
firms, The conventionals, especially &t restaurants,” he noted, “or peanuts,
Kohl's, also did well in a rating of such Popcom and other snack foods that are
store conditions as cleanliness. Sun Sct out in lounges or on bars for con-
and Cub were strong, with the two tra- sumption from common bowls.

“It is only since retailers have 'x-

ditional warchouse store firms far be-
hind. panded their displays from thre. or
four dozen products in a natural fi ds
displays to an cxpanded super ' Ik
food department of several huni ed
Properly un bulk food departments  different food items that most rep 2-
d:! not pose risks to consumers” health, tors have become concerricd about 1is
said Robert L. Winslow, manager of mode of display.”
fFDDd technology for Safeway, at the  Regulators in some jurisdict
MI c?rwenllon. where Safeway runs stores “'have
“While the industry acknowledges seen fit to accept certain of the ¢
the potential for an intentional product  ponents of the FDA/AFDD bulk-

Bulk Food Departments

~EEAET 2R

ard must be recognized as an overall Store Sanitation Code,” Winslow s
socicty problem to which all foods, This had led the chain not to olier
with the possible of those packaged in~~the-sections in- some -arcas -amd-chl-
metal cans, are subject.” lenge regulators' decision In others.

In general, supermarkets “‘are aware The zealous regulations are an ol
of and recogpiu_lhc importance of the tempt to protect “a consumer from the
rough receiving inspections, open dat- imagined hazards of consuming non-
ing, product rglation, minimum inven- potentially hazardous food that had
tories for rapid turnover of product, been touched by a fellow human.”
THE MACARONI JOURNAL

men:s.”

adter more

coms accustomed.”

financial survey.

ver tion,

3t% that ycar.

DecemBer, 1984

T e cxpanded dcpartments, Win-
Jow said, have attracted regulators’
ate tion, but also have resulted in
-he closer monitoring of the shop-
pers resulting from the assistance of
one or more employes to these depart-

Like some of my regulatory friends,
1 added, I was initially appalied ut
the concept of bulk food merchandis-
ing. However, as 2 food microbiologist,
rational — rather than
emotional — cvaluation of the haz-
ards involved, 1, in concert with many
regulators, have now concluded that
this merchandising approach need be
g0 more hazardous than the tradi-
ional approaches 1o which we have be-

FMI Reports Retail
Store Sales Up 6.4%

With inflation virtually wrung from
{he economy last year, rcal supermar-
kel sales surged ahead 6.4%, their big-
gest annual gain in the history
Food Marketing Institute’s annual

In contrast, actual dollar sales,
which are not adjusted for inflation,
tose 7.6% in 1983, vs, 8.7% a year
earlier, the smallest gain on record,

To a great extent, both trends are
tied to the economy. “We have gone il
from double-digit inflation in 1980
(13.5%) to 10.4% in 1981, 10 6%
in 1982 and in 198
All:n Bildner, president of Kings Su-
per Markets said at FMI's annual con-

3, less than 4%,"

ercise since 1972. Although double-
digt inflation pushed
sal s skyward, up 15% in 197
ex. mple, it added greatly to suUper- i yg®
mit rkets' cost. Adjusted sales rose just

“We really begin to see this impact
(of lower inflation) when we compare
identical store sales,” Bildner said,
“Identical store sales in current dol-  manyped to
lars demonstrated the lowest annual
increase in six years ot 6.1%. But
again, this increase, although appear-
ing low, was greater than the inflation
rate and resulted in real sales increases
of 4.9%, the highest in six years.”

actual dollar

FMI statistics, which date back to

1974, indicate the last time sales ap-
proached a 6.4% real increase was in
1976 when this indicator posted a
6.2% guin. Only two years earlier, in  warchouses, gross profit margins were
the midst of another inflationary cycle, 21,505 last year,
current dollar supermarket sales in-
B’;‘:;Cd 16%, but real sales rose just represents the best industry perform-

W0

Overall, Bildner said the increase in

real sales gains stemmed from (wo
forces. “First, early 1980s inflation
was so high that virtually all of the
yearly sales gains disappeared when
we deflated the numbers.

“Gecond, in the late 1970s and
carly 1980s some very large compan-
ies in the industry were experiencing
substantial problems,” he said. “Many
of these companics now have stablized
or actually accomplished a turnaround.
Others have left the industry.

Changing Strategies

Last year's strong growth in real
sales is nlso attributed to changes in
marketing strategics, said Timothy M.
Hammonds, an FMI senior vice presi.-
dent. “Many supermarkets have
broadened their product lines to in-
clude more produce. In many areas
of the country there has been a strong
growth in the offering of new services,
especiully salad bars,” Hammonds told
Supermarket News prior to the con-

But even as supermarkets made sales
gains by expanding product lines last
year, they faced stiff competition from
nonfood stores for consumers' dollars.

A January 1984 survey by Louis
Harris & Associates for FMI found
that supermarkets “lost ground” to

‘E‘d“"‘ chu:mnn of FMI's member these competitors in the areas of
s Jicas _comEIee, noted that 1ast  poyy and beauty aids, magazines and
ye: 's 3.8% rise in the overall Consu- pap
mc Price Index was the smallest in-an46 said, are ‘extremely significant.
They indicate that drug stores and dis-
count department storcs arc broaden-
ing their lines and compete directly

Hammonds told the FMI

these stores “for the grocery dollar.”

On the other hand, supermarkets
guin ground against non-
food stores in the arca of prescription
drugs, houschold repair and houre-

ware items, he said.

Overall, the slowing inflation rate
last year and higher real sales com-
bined to improve supermarkets’ profits

er items. These findings, Ham-

audi-
ence that this means food retailers will
have to “learn” how to compete with

as measured by the gross proft margin
— total sules minus the cost of goods
sold.

“For companies without their own

Hammond seid.
This is up from 21.2% in 1982, and

ance since 1978 when the margins to-
taled 21%%. (Earlier statistics are not
volid since FMI changed its method
for calculating such data,) Supermar-
ket firms with their own warchouses
posted a 23.72% pross profit margin,
compared with 23.4% in 1982, which
is also the best performance since

Other financial indicators declined
slightly in 1983 from the year before.
“Return on net worth, which reflects
the carning power of the stockholders’
cquity, decreased slightly from 16.9%
w0 16.2%." Hammonds said. Return
on total assets, which measures the
ability of the industry's assets to gen-
crate profits, fell to 10.5% from the
five-year high of 10.7% in 1982, but
Hammonds noted that the 1983 level
was “still higher.”

This development is not “very sig-
nificant,” since other favorable 1982
statistics reflected the fact that super-
markets led the cconomy as it came
out of the deep recession, soid Ham-
monds.

This same momentum continued
through 1983, He said the supermarket
industry jumped up 12 positions, to
|6th, in Forbes magazine's annual
study of industry profitability.

The performance of other indica-
tors was mixed, but Hammonds said
that these too, were not significant
since they reflected changes in the in-
flation rate and, in any cvent, are typi-
cal of the up-and-down fluctuations
since 1980.

Sales per customer transaction rose
from $14.33 in 1982 to $14.60 last
year. After adjustment for inflation,
they slumped from $5.13 in 1982 to
$5 last year.

Hammonds told the FMI ses-
sion, “Warehouse stores led in average
sales per customer transactions $22.15,
followed by superstores and combina-
tion stores. Again, only conventional
slores, with an average sales-per-cus-
tomer transaction of $14.02, fell be-
low the industry average.”

Sales per square foot of selling arca
declined from $7.90 in 1982 to $6.95
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Not a bad idea. especially when you considetr
that a very recent study on foods that “hold
calories” in our body lists white potatocs
nght up there with candy bars.

Simply stated. what the study says is that “the
way we hold calories in the body may be a
result of our insulin response to different
foods. One function of insulinis to pack away
every calorie that the body takes in Ifwe eat
ioods that don't immediately jump the insulin
level, our overall metabolism responds
differently and we don't necessarily deposit
the calories.

“lost nutritionists have been urging us to cut
iown on our intake of tats and protein and
\crease out intake of foods with complex
arbohydrates.

ut which carbohydrates we edl make a
ifference in insulin release

All that meat
and no potatoes

For example: new studies show white
potatoes shoot the glucose and insulin levels
as high as a candy bat The circulating glucose
trom the potato is likely to be packed away
as fat

Pasta (made with semolina). on the other
hand. qualified for the “good group. A
finding that astonished many Pasta
produces a flat reading on glucose levels and
insulin release

We have nothing against the good ol potato
The tact is. we enjoy potatoes And we don't
suggest totally replacing the potato with

pasta, We just suggest thatits a good idea 1o

vary our diet  like meat and pasta a couple
of times a weelk

\Why not suggest this non fattening, idea to
your customers?

Pastas — let's tell it like it ls.

ADM

4550 W 109th Street. Shawnee

Mission, KS 00211 8 | €3 381 7400

ADM also supplies quallty shortening, coIn sweeteners,
€0, soy protelns, dough conditioners and vital wheat gluten
for the baking Industry.

e
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Retail Sales Up

(Continued from poge 25)

last year. After adjustment, this fall
off was less pronounced, from $2.83
in 1982 to $2.38 last ycar. Warchouse
stores again led the pack with an aver-
age of $8 in sales per square foot.
FMI did not relecase data for other
types of retail food stores.

Meanwhile, Bildner noted that sales
per Ibaor hour “followed the trend of
the last three years, increasing slightly
in current dollars” to $91 vs. $90 in
1982, “Warehouse stores demonstra-
ted the highest sales per labor hour
with $130.80," he said, adding, “su-
perstores were next with $91, which
cqualed the industry average, follow-
ed by conventional stores at $88.20
and combination stores at $87."

Operations

Tuming to the operations side,
Hammonds pointed to the steady gains
of the produce department in the ov-
erall store merchandise plan. In 1983,
produce departments occupied 10% of
the total selling arca, up from 8%
when the last survey was done in 1979.

However, Hammonds noted that a
survey of supermarkets found 83%
neither expanuded nor decreased their
produce departments between 1982
and 1983, “About 16% said it in-
creased at an average of 3%, and 2%
said it decreased an average of 2%.
Perhaps,” he said, “the rapid growth
of this department over the last few
years is beginning to stabilize.”

Other sections of the survey disclos-
ed that, between 1979 and last year,
produce department’s contribution to
sales rose from 8% to 8.5%. Over
the same period, the average number
of employees in the prdduce depan-
ment increased from 3 to 3.5 pjersons.

Between 1979 and 1983 the average
number of produce items carried by
the typical supermarket in summer
rose from 141 to 183, and in winter
from 126 to 163. During the same
period sales per labor hour rose from
$75 to $100, or from $32.20 to §34.22
after inflation.

The 1983 FMI study also found that
the pace of mew store construclion
slowed. Last year 3.7% of all food
stores were new, down from 4.5% in
1982. Of the stores that opened, most
were combination and warehouse
stores.

Specifically, the percentage of new
combo stores vs. all new stores roso

28

from 26.9% in 1982 to 31.4% last
year, while warchouse store growth
spurted from 4.7% two years ago to
8.4% in 1983,

Meanwhile, construction of conven-
tional supermarkets slumped from
25.4% in 1982 to 16.4% last year.

Superstore  construction was off,
from 42.1% of all new stores built to
41.2% in 1983, Limited assortment
store construction rose from 0.9% in
1982 to 2.6% last year.

Nevertheless conventional  super-
markets did make a comeback of sorts
last year, as their share of the total
food store universe grew from 71.6%
in 1982 to 76.3% last year, reversing
several years of decline. In 1980 con-
ventionals accounted for 89.9% of all
supermarkets.

Other formats generally gained as a
percentage of the industry at the ex-
pense of superstores. These stores' per-
centage of all supermarket formats
dropped from 21.4% in 1982 to
14.5% last year,

The FMI survey also disclosed that
computerized checkout scanning is
making impressive inroads into store
operations. In 1982, just 16.6% of all
stores surveyed had scanners. Last
year this total jumped to 36.2%.

Warehouse-Store
Format Grows

The warehouse-store format will
continue to forge ahead in upgraded
units, which will increasingly take on
characteristics of conventional and
super stores. A shortage of good lo-
cations will hamper growth of super
warehouse stores, but the units could
have total sales of $4 billion by the
end of 1985.

Such were the observations of con-
sultants and retailers attending Food
Marketing  Institute’s  warchouse
marketing conference in Kansas City,
MO., a city itsell saturated by 56
depot units.

“Warchouse stores will be appear-
ing in virtually all markets in the near
future,” said Willard Bishop, presi-
dent of Willard Bishop Consulting
Economists, Barrington, IL. “A con-
siderable proliferation will continue
over the next several years in both
large and small stores.”

The popularity of the format stems
from an increasing number of people
“worrying a lot about the cost of
food,” Bishop said. With companies

in some industries closing and w ge
carners accepting reduced salar s,
consumers are “moving down fr m
g cgmlortablc life style to just gen ag
Y.

Warchouse stores have penetru.ed
over 30% of the market in some
areas, the consultant told an audi-
ence of 160, a higher-than-expected
turnout, There are 3,000 depot oper-
ations in the United States today, par-
nering 8% of all commodity volume,
he said.

Interest in the super warchouse
store in the past six months has been
"absolutely incredible,” Bishop de-
clared. However, he saw the possi-
bility of stormy times ahcad in some
arcas as more firms adopt the format,

“It is inevitable,” that their super-
warchouse-store  successes “will be
less dramatic. The easiest and best
locations have been cherry-picked.”
In some markets, such as Milwaukee,
two or more super warchouse units
will be in direct competition, Bishop
noted. “This may lead to shake-out."

Depot stores, large and small, will
continue to upgrade facilitics and mer-
chandise, several speakers predicted.
Even though people are taking pay
cuts, “they don't want to walk in the
mud,” said Don Watt, president of
Don Watt, president of Don Watt &
Associntes, Toronto.

“Customers really want a better
place to shop.” Watt said the ware-
house store would evolve into a “more
complex vehicle in the next two years
but declined to elaborate because of
client confidentiality.

Repackaging the Supermarke!

The depot store of the future il
be a “repackaging of what toda: is
a conventional supermarket,” Bis Ip
said.

Attendecs got a taste of the p
graded style while touring the Kar 35
City area. A Super Save Mart o] T-
ated by Milgram Food Stores, wi h
opened in February, has the appe ™
ance of a superstore while using 2
minimum of warchouse fixtures— 'f
appearance and for storing back p
stock, Eighty percent of the stor<s
items are displayed conventionally-—
qui’e a contrast to one year ago when
all the firm's Save Mart displays were
in cut cases.

The Save Mart is one of 56 ware-
house stores in this market, Accord-
ing to the keynoter, Frank Quancy,
president of Associated Wholesale

THE MACARONI JOURNAL

NATIONWIDE INSTALLATIONS.
B.E.S. bulk ingredient syslems are designed and
manufaciured to meet the mos! exacling slandards,
and are BISSC approved. B.E.S. stands behind each
system with expert installation, nationwide servhfe,
and a full Inventory of spare paris. Thal's why wa're
the choica of bakers and food processors through-
out the United Stales.
CALL FOR A FREE COST ANALYSIS.

Find out how easy it Is 1o save money with'a bulk
ingredient system from B.ES.
Call (914) 937-2065.

Stari saving money today.

Besides what you'll save by buying flour in bulk,
you'll alimlnaievhandllng labor, the cost of bag dis-
posal, sanitaton, and prevent waste due to spillage
or ingredient contamination. B.E.S. minimum space
slorage syslems lel you make more preductive use
of valuable in-plant space.

TOTAL AUTOMATION AT MINIMUM COST.

A B.E.S. bulk system can move your ingredienis
{rom delivery to pracessing at the touch of a but-
ton—and for less than you're currently spending 1o
buy flour by the bag. Even If you use only 250 bags
of flour a week, a custom-designed bulk system can
pay for ilsel! based on what you'll save on flour cosis
alone.

WE'RE FOOD INDUSTRY EXPERTS.
At B.E.S., we undersiand the specialized needs of
\he food industry. We know the specilic properties of
flour, sugar and other ingredients, and with our more
than 20 years' experience designing highly reliable,
cost-elfective systems sized properly for each indi-
vidual application, you are assured ol many years ol

trouble-free operation.
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B.E.S. MATERIAL HANDLING SYSTEMS

Main Oftice and Plant
420 Wes! Sireel

Port Chester, NY 10573
(814) 937-2065

Md-Atlantic Sales Office
215 Fourth Sireel
Daltasiown, PA 17313
(717) 248-3442

Miwest Gales Office

One Commerce Square Park
23200 Chagrin Boulevard
Ciaveland, OH 44122

(216) 484-4422
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BASSANO "“V.H.T."

BASSANO offers “V.H.T." (very high temperature) production ines allowing a drying
of pasta at temperatures up to 266° F, with better results : a better quality pasta - better
utiisation of production faciities and plant operation cost reduction,

o BETTER PASTA QUALITY :
improved resistance to cooking and also excess of over cooking,
bacteriological conditions

improved storage fife,
reduction cost in breakage.

¢ PLANT FRODUCTION COST ARE REDUCED :

- power-energy reduced from 10 to 20% (depending on conditions), ! : = ,[f ]

-hssapat;amadod(ouproducﬂonmawimemalpmducﬁoncapadtymnm ﬁ: i i -

-m'savh'g(mpeﬂodsmammsmy, ——

- present production (in less time you wil be saving hundred of production hours " |

per year), BASSANO

- adjusting time saved when changing over from one product to the other. Otfers a comprehensive ine of equipment
and machinery with al the folowing assets :
« gificlancy, low cost,
» simple and resistant design,

cleaning and malntanance.

ACB INDUSTRIES INC

FOOD PROCESSING MACHINERY DIVISION
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Grocers, they pull a 43% market
share, Asked how many of these
stores are profitable, Quaney an-
swered, “The whole 43% is profit-
able right now.”

The super warchouse store is the
“most important development of the
decade,” sald Tim Murphy, an as-
sociate in Bishop's firm. There are
30-35 such stores, doing over $1 bil-
lion in sales. By the end of 1985, 100
to 125 hybrids can be expecied on
the scene, with sales totaling $3.5-
$4 billion,

Focusing on a study he had made
of a 65,000-5q.-ft. store, Murphy said
the investment totaled $5,950,000, or
about $91 a square foot. This in-
cluded land, $800,000; site work
$650,000; building/decor, $1.5 mil-
lion; fixtures/equipment, $1.7 mil-
lion; inventory, $975,000, and mis-
cellancous, $325,000. Operating costs
were 12.5% of sales—with wages the
highest factor in the total—running
at 6.3% of sales.

In a study of three companies op-
erating eight of the large stores, Mur-
phy found average gross margins to
be: Dry grocerics, 8%5; dairy, 12%;
frozens, 15%; processsd meat, 13%;
fresh meat, 20%; produce 22%;
bakery 60%; deli, 35%, and HABA/
general merchandise, 22%.

For a super warchouse store to
be successfil, it needs a minimum
volume of $10 a square foot and
must function on a labor ratio of
not over 7-8%, Murphy said. “You
need 100,000 people to support one
of these stores.”

Quaney, of AWG, warned in Lis
keynote address that the new breed
of market needs special management
skills, “You must have a manager
with entreprencurial leadership to hire
men to run a business within a busi-
ness, The meat manager should be
a well-paid businessman within that
business, and not a person wearing
a white apron.”

IPACK-IMA Tour Finalized

The itinerary has been finalized for
National Pasta Association’s trip to
the IPACK-IMA international exhibit
March 24-April 3, 1985. Held every
other year in Milen, Italy, IPACK-
IMA is the primary exhibition of pasta
manufacturing and packaging equip-
ment in the world.

In addition to the show, the program
will include visits to the Braibanti,
Pavan and Buhler-Miag equipment
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manufacturing plants in Northern Italy
and Switzerland. The tour will also
take in some magnificent sightseeing,
including Milan, the Italian Lakes,
Venice, Cortina d’Ampezzo, the Aus-
trian and Swiss Alps, Zurich.

ITINERARY SYNOPSIS
Sunday, March 24—Evening depar-
parture from New York's Kennedy
Airport,

Monday, March 25 — Moming ar-
rival in Zurich where a connecling
flight is boarded to Milan, Transfer
to the Grand Hotel Fieromilano, Eve-
ning function sponsored by Braibanti,
Tucsday, March 26—Members at-
tend Exhibition, Spouses morning Mi-
lan city tour.

Wednesday, March 27—Members at-
tend Exhibition in moring; after-
noon visit to Braibanti plant. Spouses
full day tour to Italian Lakes,
Thursday, March 28—Morning coach
departure to Venice, with stop en-
route for plant visit. Lunch in Riva
(on Lake Garda). Late afternoon ar-
rival in Venice.

Friday, March 29—Members full day
tour to Pavan. Spouses moming kalk-
ing tour of Venice. Evening function
sponsored by Pavan,

Saturday, March 30—Morning depar-
ture to Innsbruck, stopping en route
for lunch in Cortina d’Ampezzo, then
through the Alps and Brenner Pass,
Sunday, March 31—Morning depar-
turc through the Western Tyrol re-
gion (and the Arlberpass) to Liecht-
cnstein for lunch, then on the Zurich,
Monday, April 1—Morming Stein-am-
Rhein/Rhine  Falls tour. Evening
function sponsored by Buhler-Miag.
Tuesday, April 2—Moming city tour.
Members afternoon visit to Buhler-
Miag faciilty,

Wednesday, April 3—Morning trans-
fer to the Zurich airport for return
flight to New York, with arrival there
mid-afternoon,

Pass the Pasta

In its Nov. 5, 1984 issue, Forbes
magazine took a look at the recent
trends in the pasta industry. Here's
whet it reported:

A generation ago, in 1948, the pasta
business was the preserve of 250 small,
specialized regional companies. Per-
haps it was the high price of meat that
turned Americans on to a good thing,
but by 1980 per capita pasta consump-
tion had doubled, and suddenly every-
one wanted a helping (Forbes, March

17, 1980). In five years five aafor
food corporations—Pillsbury, Bordep,
Hershey Foods, Foremost-McKrssop
and Ranks Hovis McDougall, the
British grain and baking giant—had
spent $240 million buying into nine
regional pasta manufacturers, About
40% of the $900 million retall market
was controlled by the majors, and their
long-term goal was to establish a na.
tional brand.

A national brand of pasta is still a
dream, and some big names have al.
ready given up. McKesson sold its
C. F, Mueller subsidiary to CPC Inter-
national for $123 million last Decem.
ber (Forbes, Dec. 19, 1983). Pillsbury
has agreed to see American Beauly to
Hershey Foods for an undisclosed sum.
It was marketed in 23 states; Pillsbury's
other brands are national, and bring-
ing pasta national would have taken
capital it wanted to invest elsewhere.
Coca-Cola, which had bought Ronco
in 1982, has agrced to see the $20
million (sales) subsidiary to Borden.

“People wanted to take one particu-
lar brand national, but because of
strong regional labels it just hasn't
worked,’ ‘explains C, Mickey Skinner,
president and CEO of Hershey's San
Giorgio-Skinner pasta firm. But al-
though that strategy didn’t work, pasta
has not lost its zest. At 4% a year the
business has grown three times faster
than other dry grocery products, Pasta
sales should hit $1.3 billion this year;
$1 billion at retail, the rest in institi-
tional sales, The American public wil
consume more than 2 billion pounds;
and sales may double by 1990, says the
National Pasta Association. (Italian
imports are taking $55 million of that
retail market and grew 50% this yr.r.)

New companies are still comir? in.
General Foods bought New York': 360
million (sales) Fonzoni Corp last 7eb-
ruary for $52 million,

Those left in the business hops to
reap big gains, With American Be-uty,
Hershey says it will have about 17.5%
of the retail market and will be the
largest manufacturer and distributc: of
branded pasta in the U.S. Borden will
have about a 12% share of the marlt,
says Jon Hettinger, senior group vice
president of Borden's grocery and spe-
cialty products, and is expanding ils
Creamette line by 10% a year by mov-
ing into new regions. Eventually Bor-
den wants “a quality national product,
he says, but it is also eyeing pasta for
possible convenience food lines. CPC
has the same idea for Mueller’s, now
available in half the nation.
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WANT YOUR PACKAGING SYSTEM

IF YOU

TO ENTER AND
MAINTAIN AN EDGE

IN THE ERA OF ELECTRONICS
AND COMPUTERIZATION

GARIBALDO RICCIARELLI sas

PACKAGING MACHINERY FOR THE
PASTA INDUSTRY SINCE 1843

GO TO

SALVATORE & ALESSANDRO DI CECCO
EXCLUSIVE NORTH AMERICAN SALES AGENTS
103 Boyview Ridge, Willowdale, Ontarlo M2L 1E3, Canada
Tel. (416) 441-3093, Telex 06-986-963
Alternate Telephone No. (416) 898-1911
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Retail Issues, Challenges, and Opportunities
by Steven Koff, President of the Southern Californian Grocers Association

lrve looked forward to sharing some
thoughts with you about the cur-
rent status of the retail industry, hope-
fully in some areas that you may not
be completcly aware, Remember, that
by being aware you feel more a part
of this dynamic, essential and ever-
changing industry of ours. Because this

and other market components are be.
yond our industry control. You share
with the most feasible way to slow
down price hikes. And that is 1o ip.
crease productivity or output per unit
of input. In food retailing productivity
is measured in terms of real sales per

is a complicated business you just can't
have too much exchange of ideas. We
don’t have or often don't take the time
to do all the reading we should in
order to keep up with the changes
going on around us, Sometimes we
don't sec how some things going on
relate to us in positions within our own
companies. So let's examine some of
the activities going on in the local food
industry and those around the nation.

Mergers, acquisitions and takcovers
are confronting retailers throughout the
country. Grocers Spotlight has reported
in the past month along the following:
In Tennessce, Malone and Hyde an-
nounce plans for a leveraged buy-out
that would make it private; Super
Value of Minncsota sought and then
dropped plans to acquire Certified
Grocers of California; American Stores
made a bid for Jewel Stores and got
them, but not before Jewel, in defense,
sought to acquire Vons Market;
Roundy's wants to buy out Scotlad
Foods; Pathmark wants to buy Purity
Supreme; Scribner just recently com-
pleted the acquisition of S. M, Flick-
inger, and those arc just the deals pub-
licly reported. In the Los Angeles area
alone, I probably heard rumors re-
garding four more retailers. What's
going on? Well people say it's growth,
In the 60s and 70s food retailers and
wholesalers cstablished great growth
records fucled by both the baby boom
and inflation, That growth is not there

anymore, Instead of a 20-30% increase
in sales most markets are happy to see
5% or 7%. In the American Jewel
acquisition, American stores will buy
for 1.6 billion an immediate sales in-
crease of 5.7 billion dollars. It would
cost much more that that to build the
1100 Jewel's bringing into the fold.
Morcover, most stores operate profit-
ably. Building a new store is always
iffy, but buying a profitable one is less
of a gamble. Real estate, construction
costs times the number of stores needed
to make a dent in a new market makes
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cxpansion in that manner just too ex-
pensive, Acquiring companies is also
buying real estate. The New York
Times recently reported that real estate
and the leases of most leading retail
chains could not be replaced at many
times the cost, In the case of Roundy's
bid for the wholesale division of Scot-
lad, the company is buying an estab-
lished customer base in states where
it has never done any business before,
From its base in Wisconsin and Illinois,
Roundys now moves into Indiana,
Ohio, Michigan, Kentucky and Mis-
souri. Some 800 new accounts will be
added resulting in 800 million dollars
in new sales, almost doubling Roundys
size. Mergers and acquisitions aren't
just limited to retailers and whole-
salers. Beatrice Foods is in the process
of acquiring Esmark and that will make
in the largest consumer product or-
ganization in the food industry. The
retail grocers in southern California
share with market owners throughout
the nation a myriad of concerns. As

issues develop that affect their opera-

tions and their desire to make a com-

mitment to operate as efficiently as

possible. Among them, cost contain-

ment programs, UPC in scanning, uni-
form communications, direct store de-
livery, capital needs, efficient coupon
handling, new store formats and ser-
vices and new store development,

Combating Rising Costs
Supermarkets owners and operators
are on the frontline combating the ele-
ments that contribute to rising costs
and the resulting food price increase.
But in recent years, factors such as the
inflation rate, weather, export demand,

labor hours, sales per square foot, and
sales per customer transaction, Now
inflation has pushed up operating costs

some progress in one arca and that has
been real sales per hour. This progress
is due in large part to the innovations
und advances such as computer assisted
scanning. Since supermarket operating
costs and particularly operating costs
are tied directly to the rate of infla-
tion, productivity improvements are es-

sential if the rate of food price infla- |

tion is to be moderate at the food
check-out counter. The development of
the Universal Products Code, or UPC,
and computer assisted check-out sys-
tems are improving industry produc-

tivity. Scanner data is helping the re- §

tailer to tailor his store needs to his
own individual ncighborhood. Oper-
ating now in more than 9,000 markets

nationally, the system is being hailed §

for its speed and accuracy. Retailers
cite such advantages as increased in-
ventory control, improved checker pro-
ductivity, more efficient pricing, shrink
loss control, and decrease bookkeeping
time by utilizing the scanner to per-
form store counting functions. More

importantly to you, data retricved from §

the computer is helping to prevent stock
shortages and controlling direct store
delivery. It's also tracking the per-
formance of your product and enables
retailers to mako strategic changes.

Uniform Communications Standard

With today's technical advances and
compuler operations, the supermarket
industry has embarked on a project
that could revolutionize the way that
retail and wholesale food arders are
placed. The Uniform Communication
Standard, or UCS, will eventually re-
place any paper messages, such as pur-
chase orders and involves with clec-
tronic messages. As an example, under
UCS, a supermarket's computer will
be able to place a call and deposit

(Continued on poge 36)

and other expenses causing produc-
tivity to decline. But, there has been
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Retail Issues
(Continued from poge 34)

un order directly into the food manu-
facturer's computer system, Based on
a feasibility study conducted in 1980,
potential savings for the food distribu-
tion industry are in the range of $300
million annually. If 50% of the in-
dustry’s message volume is carried on
the system, it will achieve that amount,
Eventually this message exchange
could contain detailed information
concerning products shipped, substi-
tution, shipping modes and shipping
dates. With this information in hand,
wholesalers and supermarket operators
will be better able to schedule their
own recciving docks and improve their
inventory decisions. UCS has been suc-
cessfully tested by the industry and it
is now being used by more the 50 com-
panies nationally, Further growth and
implementation of UCS arc expected
in 1985,

Approximately 25% of all grocery
items delivered to the supermarket are
directly from the manufacturer. The
direct storc delivery system currently
is underway to streamline and improve
programs for the industry. Recently,
innovations in delivery invoices and
computer systems have allowed retail-
ers to look at manufacturer’s perform-
ance and delivery practices from store
to store. And also, to examine shelf
space allocation and control inven-
tories. Accurate and time-saving ac-
counting methods are an important
advantage of direct store delivery pro-
grams. Accounting for DSD items was
traditionally labor intcnsive. Compu-
terized DSD systems eliminate a re-
tailer’s manual counting chore. One
food retailer recently saved $6,000
over a two-month period by identify-
ing billing errors from a particular
vendor, DSD programs provide tighter
controls over supermarket operation
and although the consumer may never
sec or know about the DSD sytem they
are ultimately working for their benefit,

Investment Capital Needed

New technology and productivity
advancements depend in large part on
the availability of investment capital.
Ten years ago a supermarket was able
to finance 60% of their investment
capital from within their own com-
panies. Today, they are fortunate if
they can finance 30% internally. More
and more supermarkets have to borrow
at today’s high interest rate. Low in-
dustry profits and increase in replace-
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ment costs have contributed to this
problem. In meeting demands of the
marketplace during the present period
of high inflation, industry’s produc-
tivity has become the single greater
challenge to the food distribution in-
dustry, In recent years in order to dull
the bite of inflation consumers have
tumed to using manufacturer’s cou-
pons for a variety of food and non-
food items. In 1983 more than 142.9
billion coupons were used issued by
manufacturers of the United States.
About 5.6 billion of those coupons
were redeemed for an approximate
value of 1.69 billion dollars. In 1982
the Food Industry Trade Associations
sponsored a comprchensive study of
coupon handling in the supermarket
industry. The study reported that po-
tential savings to the rctail grocery
industry are estimated to be between
72 and 89 million dollars annually.
By implementing specific recommen-
dations in six areas, cashier handling,
store processing, clearing functions, in-
vestment costs, misredemption and
coupon control techniques, the sys-
tem is working. The first phase of a
three phase plan to improve coupon
handling practices has been endorsed
by a joint industry committee and their
recommendations recently introduced
are the following: (1) food manufac-
turers should consider eliminating, or
at a minimum, standardizing the posi-
tion of the expiration date on a coupon,
(2) complex and hard to handle cou-
pons should be discontinued, (3) cou-
pons should be distributed in standard
sizes and shapes, (4) scanner equip-
ment should be used to reduce the time
that is spent on hand counting and
processing coupons, thereby reducing
store processing time, (5) coupons
should be encoded with a symbol that
conforms to the UPC guidelines, (6)
the method of picking up, sorting and
recounting coupons should be re-ex-
amined to see if the process can be re-
duced or climinated. The intention of
the study was to identify those areas
where coupon handling efficiencies
could be increased for all industry seg-
ments involved. With the first phase
completed, the second phase will be
the implementation of the above rec-
ommendations that I just read, The
third phase will measure the cost of
handling coupons in the food industry.

Store Formats

Getting into new store formats such
as the warehouse stores, there have

been introduced to increase the typ

of stores available to the public. Many
of these stores reduce services 1o keep
operating costs and retail prices low,
Warchouse stores often cut costs op
overhead and labor. And, the marke(.
ing concept is to reduce services ang
supposedly pass that savings onto cus-
tomers. Limited assortment stores alsg
eliminate services and they reduce the
number of items offered for sale, In.
stcad of approximately 14,000 items
carried in a traditional supermarket, a
limited assortment store is now camy-
ing around 1500 non-perishable items,
Often food companies have attempled
to increase the volume by offering
greater convcnience and variety, The
super store is usually up to 55,000
square fect and offers a wider selection
of foods, beverages, and now general
merchandisc. The object is to draw
customers from a much broader area
than the conventional supermarket
would, A combination store which
combines a supermarket and a drug-
store work on the same principle. Both

the super store and the combination §

store are designed to foster higher
sales per transaction,

With market areas taking on their
own individuality, retailers have begun
to tailor the mix of stores to specific
communitics, Now, even the .onven-
tional supermarket has responced to
the diversification of customer life-
styles, One of the more exciting and
growing services now being offered by
supermarkets is electronic funds trans-
fer. Transferring money electronically

is faster, safer, and often cheaper than §

handling checks and cash. Currently,
the most viable EFT system is the

automated teller machine which en-

ables consumers to withdraw cash from
checking or savings account, transfer
money between accounts, and obtain
cash advances against credit cards. The
industry estimates that 1500 of the na-
tion's supermarkets now use ATM or
cash dispensers. EFT for food retailers
provide the opportunity to automate
basic banking functions and services
while providing additional customer
convenience. The benefits for custo-
mers are three-fold: it is a convenient
way of banking outside of normal
banking hours, it saves trips to the
bank, and fits neatly into the one-stop
shopping concept offered by today’s
supermarkets, and it saves time for cus-
tomers who prefer to withdraw cash
to pay for their purchases in the super-

(Continued on poge 38)
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market, rather than take the time to
have the check authorized or cashed,
Another form of EFT is used at the
check-out counter. The customer can
pay for groceries elcctronically rather
than writing a check or paying cash.
The process works like this: the custo-
mer has a plostic card and is assigned
a personal number, these are used for
identification to the EFT systems by a
card reader located in the check stand.
Once the order is totaled and the cus-
tomer properly identified, the clerk
initiates the transfer of funds and
provides the customer with a receipt
for the transaction, When properly ex-
ecuted, the procedure will be faster
than writing a check. One of the rea-
sons that the idea has not been more
popular with customers is .he possibil-
ity of a float., That is the possibility of
writing a check without the funds to
cover that check for several days,

New store activity has remained
stable for the past three years. Al-
though store closings increased in the
last six months of 1983, Today, the
typical supermarket is 30,000 square
fect, or slightly larger than two years
ago. The cost and average of $579 per
square foot to build a new store, of
this $28 is for equipment and fixtures,
$30 for the actual building excluding
the land. More than 40% of new
stores are super stores and about 16%
arc conventional with 30% c¢ombina-
tion stores. By the way, those stores
that closed last year actually were
conventional. In fact, 75% were, as
opposed to 20% that were super
stores. Also, 6% of the nation's mar-
kets remodeled stores last year with
an average investment of $400,000
spent on those remodelings. And rent
for a new market now averages $5.50
a square foot.

New Items

A couple of facts you may be inter-
ested in knowing about today's retail
outlets is that almost one of ten items
now listed in the wholesalers order
books were new in the past year, Be-
tween 1978 and 1983 9,251 new items
were introduced to market buying
staffs, 536 of those items reached one
million dollars or more in sales, Many
other items continue to do well, but
many do not, although we do need
the space to put in new items for those
that are not making it. New item devel-

s

opment is encouraged by grocers. It is
estimated that over the next five years
grocers will make 31% and 37% of
their sales from new items. Did you
also know that in 1983 the food caten
away from home including fast food
rose to 4.4% nationwide, or twice as
much over the previous year. Remem-
ber “where's the beef” earlier this
year? Well, Wendys sales rose 15%
the first month of that commercial and
17% the second month, It might be
safe to say that some of you in this
room as suppliers sell to restaurants.
There aren't too many grocers who
own restaurants, Eating out continues
to be a major competitor to the retail
grocer with over 60% of American
households having buth husband and
wifc working, convenience becomes
an important word. The time may be
here when the grocery industry needs
to do a better job of selling the enjoy-
ments of cating at home. Some of your
companies have done an exccllent job
in selling home cooking as part of your
product information. Grocers need to
add this to their weekly ads and in-
store merchandising. In store take-out
departments, many now feature pasta
bars and pasta products. Also, we need
to continue to grow collectively to un-
derstand how we can continue to sell
the idea of eating at home.

Finally, let me tell you about the
latest study going on in our industry.
It is to determine the reasons why peo-
ple in this industry have a reluctance
to deal with their local state and fed-
cral government. Borden, Inc, along
with the Food Marketing Institute are
conducting a study with results ex-
pected by this October have relevance
to all industries, It is becoming appar-
ent that a small percentage of members
are willing to make the cffort to ex-
press their interest and concerns to gov-
ernment bodies when legislation or reg-
ulation directly impacts them. Let me
cite an example in another industry.
A bill was introduced in Congress
that would have literally put that in-
dustry out of business, Thelr trade as-
sociation in Washington, D.C, wired
its members and asked for immediate
help. Out of 2,000 the Association re-
ceived evidence that only one member
wrote his Congressman. The Associa-
tion then sent out a telegram to all
members stating that *we are closing
down our office because it is obvious
that none of you wish to continue your
businesses. Best wishes for your suc-
cess in whatever field you decide to

enter.” Well, the response was cver.
whelming and that legislation was de.
feated. But, the causes for reluctance
of businessmen to get involved with
government are complex. I'm sure
many of you feel that the National
Pasta Association or my association
should be handling legislative prob-
lems. But it is not possible any longer
for only us, the Association executives
to do the job, Congress, your state
assemblies, or your city council need
to know that a particular bill or legis-
lation is of direct interest to their con-
stituents, They can only know this if
they are personally contacted by peo-
ple directly involved. They need to ses
and hear industry people directly testify
on bills, otherwise, the matter is not
going to be regarded as serious, Some
of you may still feel you can't fight
city hall, well believe me, you can and
you should by getting to know your
clected officials. There are some re-
tailers who also feel that taking a too
active role to public issue may cause
resentment among their customers re-
sulting in a loss of business, but if you
don't respond somctimes, you may
lose your business. There are many
possibilities as to why we don't get in-
volved and the results of the forth-
coming study will help develop a clear
direction for our association to muster
strength when a new legislative crises
emerges.

In conclusion, the retail food indus-
try is a very efficient system — not
perfect — but sensitive to public needs

and pretty good at getting the product zg

— your product to the customer at the
lowest possible price. New technology,
innovative ideas, and a basic coopsra-
tive spirit to overcome problems of
mutual concern will help to contiaue
that efficiency.

NPA Supports
Scholarship Fund

NPA will contribute $1,000 to the
Monroe Scheflo Scholarship Fund. “he
scholarship fund, recently created by
the U.S. Durum Growers Association
in honor of deceased past president
Monroe Scheflo, will be used to sup-
port students of agriculture, Fund co-
chairman Wes Tossett said the NPA
contribution is a significant step toward
the scholarship goal of $10,000 by
November 15, when the Internationa!
Durum concludes in Minot.
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RALPH RIGATONI SAYS:

Go with the CSI TOTAL PRO-
GRAM and watch those costs
decreasell!

CSl has proven techniques for
supplying flexible packaging at
the Jowest total cost.

Call Tom Wehrle

COOLEY SALES, INC.
(913) 362-120°

ITWAY

SAVREE MISSION, K&, 66202

Decemser, 1984

Season’s Greetings
W4acaroni ycmmmf

O $14.00 [ $17.50 Foreign
Name.—
Firm. m—
Address
City and State. Zip

. Renawal New Subscription

Give your salesmen
a gift good all

year ‘round!

Informed Salesmen
Sell More.
Subscribe to:

The MACARONI

P.0. BOX 1008
PALATINE, ILLINOIS 60078

Please enter one year subscription:
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Pasta Makers in America

GOLDEN GRAIN —

Rice-A-Roni is the unlikely combi-
nation of rice and pasta with a packet
of seasoning in a package. In Italy the
rice ecaters are in the north and the
pasta caters in the south and seldom
the twain will meet, But in California
wagon-jobbers were used to stock some
of the dry grocery rucks in grocery-
produce-meat combination stores that
developed into modern supermarkets.
Golden Grain made macaroni but also
packaged rice, beans, candies and
cookies and distributed them.

Domenico DeDomenico (Sunday of
Sundays literally translated) and his
partner Antonio Ferigno operated a
pasta plant on Bryan Street in Sun
Francisco in the thirties. Sons Pasquale
(Paskey), Vincent and Tom sold for
the company. The firm moved to a new
enlarged plant in San Leandro when a
superhighway went through their old
location, Vincent was named gencral
manager of the new operation while
older brother Paskey ran a small satel-
lite operation in Seattle in the shadow
of Mission Macuroni which they weie
to buy along with Favro Macaroni ix
1956. The Federal Trade Commission
was later to accuse them of monopoly
in this market.

In 1957 the sales personnel of bank-
rupted Budget Pack Corporation was
picked up to give the company a fool-
hold in the Los Angeles market.

Rice-A-Roni was introduced in 1958
and successfully advertised with a jingle
utilizing Barney Google music and
cable-car bells from San Francisco —

Al

Domenico

ot

SRITIAR
Yincent Del
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Rice-A-Roni, the San Francisco treat.
As a combination dinner in a folded-
carton the product was a specialty and
soon had national distribution. A plant
was built in Bridgeview, a suburb of
Chicago, to take care of midwestern
cnd Eastern demand for products. In
1982 The National Pasta Association’s
Mant Operations Seminar paid a visit
to this plant after an enlargement and
improvement program of some $12
million.

In 1969 the DeDomenico acquired
Ghiradelli Chocolate in San Francisco
and later Vernell Candies in Seattle.
The old chocolate factory in San Fran-
cisco was developed in a prime tourist
attraction known as Ghiradelli Square.
Paul DeDomenico, a son of Paskey,
went to Hawaii to become king of the
macadamia nut distributors.

;

Paskey DaDomenico

THE SAN FRANCISCO TREAT [Test your metal

Vincent DeDomenico was elected ®
President of the National Macaroni
Manufacturers Association at Del Cor.
onado, California, at the 68th Annual
Mecting held in July, 1972, During}
his term of office industry concerns in- |
cluded nutritional labeling and bac- §
lerinl count at critical points in

processing,

During the administration of Presi-
dent Richard M. Nixon there were
profit and wage controls — then price
controls — then \Watergate, the cnergy §f °

crisis, and a dose of inflation.

President  DeDomenico  said  this §
about inflation: “Just a short time ago
labor with its high wage demands and
fringe bencfits was a primary cause
of inflation. Then a shortage of basic
farm products duc to world demand §
and the devaluation of the U.S, dollar §
caused such a rapid inflation that con-
sumers, businessmen and politicians §
all clamored for price controls. As a §
result, we had Phase I-11-111, and now §
we are out of price and wage control. §
Now we have increasing prices on §
manufactured goods, increasing de-
mands on labor to meet increased costs §
of living and taxes. The end result of
inflation can only be one thing — §

worthless paper money.

“The bells will toll for us if we do f

not do the following:

“Comply with all government r:gu- §
lations, including nutritional labeling, §
OSHA rcgulations, sanitary food prac- §
tices per Food & Drug standards, pro-
grams for hiring minorities and physi- #
cally handicapped, comply witl all
FTC regulations, advertise and pro-
mote the products you sell, buil! an

Tom DeDomenico
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against our fabric.

When vou compare Tetko® polyesier
dryer belts with standard metal bels.

\t 'l find some very importint
differences.

First, hecause polyester monofila-
ment belts are Nexible and lightweight.,
they're easier o handle, Installation can
he accomplishied more quickly. So pro-
duction down-time is minimized.

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

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 smoothly
and productively. .

Finally, if our comparison hasn't con-
vinced vou yet that polyester belis are
superior to conventional metal belts,

nuvbe yvou should make one more
comparison: cost. You'll discover that
polyester belts are less expensive to
purchase, install and maintain. One
more good reason o switch from
metal w polyester dryer belts.

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

10532, (91i) 592-5010.

©19R4 Jetko Inc.

PRECISION WOVEN SCREENING MEDIA
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Golden Grain

(Continued from page 40)

cffcctive rapport with your customers
and the consumer.

“The bells will also toll for us if we
do not get to know our national, state,
and local politicians, because they are
the ones who arc going to shape the
business and social world we live in.

“Let us also strengthen and improve
our National Macaroni Manufacturers
Association, because as a body our
voices can be heard whercas the indi-
vidual can be ignored."”

When Vincent was elected president
of the National Macaroni Manufac-
turers Association in 1972, San Fran-
cisco Mayor Joseph Alioto presented
him with an original cable car bell
commemorating the 60th anniversary
celebration of Golden Grain Macaroni
Company and Vincent's newly elected
position.

Sophia Loren

Also during Vincent's administra-
tion Sophia Loren was honored by
being named *Macaroni Woman of the
Year.” Sophia has done much for pub-
licizing pasta, even though we refused
to make her the “Spaghetti Queen of
the U.S.A." when she first broke into
movies. A photo of Sophia was pre-
sented by the National Macaroni In-
stitute to the Spaghetti Museum of
Agnesi in Pontedassio, Italy, The De
Domenicos visited the museum in 1980
with a National Pasta Association tour.

The DeDomenico family has trav-
eled around the world probably more
widely than any other pasta family
since Marco Polo.

Microdry

Upon his return from another trip
in 1971 Mr. DeDomenico was quoted
as saying:

“A year ago last May at Barilla, in
Parma, Italy I saw the biggest maca-
roni plant in the world. They have tre-
mendous drying ovens 300 feet long

“These are so big because when they
need more production they just use
existing know-how and make bigger
equipment. That's how they wound up
with such huge ovens and space re-
quircments, Fantastic!

“But, risky, too! One point in that
big line breaks down and everything
stopsl!

“] saw that size is not the answer.
The only answer is small, compact
units, But 1 didn't know how to work
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it. At that time, you see, I didn't know
much about microwaves.

“Then when I got back here, I heard
that Lipton was drying soup noodles
with microwave. This would be what
we wanted.”

Golden Grain then contacted Micro-
dry Corporation, the manufacturer of
the microwave dryers and took a truck-
load of various kinds of wet pasta to
Microdry's service center in nearby
San Ramon. They ran them through
microwave ovens, guessing a bit at
techniques for each different pasta, Re-
sults were mixed.

As he told of it, Mr. DeDomenico
gave one of his quick warm smiles be-
fore saying:

“Some products came out lousy. In
appearance, 1 mean. Blistered. White.
No housewife would buy them.

*But then some came out good. And

we felt that if some came out good all
could, if we worked at it."
Golden Grain bought a production
size, 915 megahertz, 60 KW microwave
unit, capable of drying 3000 Ibs./hr, of
macaroni products. This was the only
change required in the production line,
Then with Microdry engineers they
perfected techniques for drying 80% of
their products.

Microdry is now a subsidiary of
Golden Grain Macaroni Company.

Over the years Charles Foll and
Vantage Advertising have handled
Golden Grain's advertising and pub-
licity to keep the company and prod-
uct image before the consumer as well
as any grocery item in the field.

Hershey Sales and
Earnings Up

Hershey Foods Corporation an-
nounced record consolidated sales and
carnings for the third quarter ended
September 30, 1984. Nct sales were
$530,895,000 compared with $462,-
745,000 for the third quarter of 1983.
Record net income for the quarter
was $35,262,000, or $1.13 per com-
mon share, compared with $29,550,-
000, or $.94 per common share, for
the same quarter last year,

Net sales in the first nine months of
1984 were $1,368,992,000 compared
with $1,241,941,000 in the first nine
months of 1983, Record net income
for the first nine months was $73,912,-
000, or $2.36 per common share, ver-
sus $69,900,000, or $2.23 per com-
mon share for the same period last
year.

"We are pleased with the Company'y
results for the third quarter of 1984
said Richard A. Zimmerman, Presiden
and Chief Executive Officer. “Hershey
Chocolate Company's sales for the
period, including a portion of the im.
portant Halloween season, were ex.
cellent with both established and new
products contributing to significant
unit volume gains. Operating margins
for the quarter were enhanced as a re-
sult of higher selling prices, manufac.
turing efficiencles related to the in-
creased sales volume, and productivity
improvements,

“Friendly Ice Cream Corporation’s
results for the third quarter were some-

what below expectations because oi §

the cooler summer weather and com-
petitive pressure. Last year's third
quarter was excellent when extremely
hot weather boosted ice cream sales.
However, in spite of less than idea
weather, increased marketing costs and
higher operating costs associated with
new restaurant start-ups, Friendly con-
tinues to make strides forward in an
increasingly competitive environment,”
Zimmerman continued.

“After getting off to a slow start in
1984, San Giorgio-Skinner Company
had a fine third quarter with most of
its sales gain attributable to volume
growth. New market areas are showing
good development, and the Company's
pasta brands continue to achieve
growth despite strong competition in
the New York market from subsidized
foreign imports and in other areas of
the country from domestic brands. The
third quarter results do not include any
contribution from the American Beauly
acquisition, which is expected to b
consummated during the fourth cuar-
ter of 1984.

“Our nine months results reflect
healthy operating gains, especially for
Hershey Chocolate Company, and
lower net interest expense. These re-
sults were tempered somewhat, how-
ever, by a higher tax rate. We afe
confident in the Company's ability 10
continue its profitable growth and to
make 1984 another record year fof
Hershey,” Zimmerman concluded.

Buitoni Names
Marketing Head
Bennett S. White, former director

of marketing for Buitoni Foods Cor-
poration, has been promoted to Vice

(Continued on poge 44)
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NEXT TIME YOU BUY ADRIER. ..

YOU HAVE NO REASON NOT TO SAVE

P

30%+ ON DRIER O

PERATING COSTS

Microwave Pasta Drier vs
Conventional Drier

« Energy savings of 30% or more.

o Cuts space needs as much as 80%.

o Much faster throughput (up to 20 limes).

o Less manhours (operators, maintenance
and sanitation).

« Lower inventories.

o Cuts waste.

« 99.99% Effective in destroying infestation.
« 85% Less installation time.

» Easier to learn and operate.

¢ Lower surface stress improves appearance
and bite.

¢ Lessspillage

« No drier pre-heating

USERS SAY:

" often tell people we now have a piece of equipment
that can produce two and one haHllimesthe productin
one third the space in 22% of the time:’ . .
—C. "Mickey" Skinner, executive vice president,
Skinner Macaroni Company.
“Microwave drying helps tremendously in scheduling
and reducing errors, Thal'simportant in pasta processing.
—Carlo Varesco, plant manager,
Golden Grain Macaroni Company,
Bridgeview, lllinais plant

MICRODRY'S NEW IMPROVED DRIERS:
Doubled air flow (from 100 o 200 feet/minute) in the
microwave section for greater drying efficiency.

hilling coil in equalizer to maintain saturated air condi-
gons a?lower tau%peraturas. Humidity is about 95% at
100°F.
Less tracking problems, longer life, and less
maintenance with sprocket driven polypropylene belts.

FOR INFORMATION PLEASE CONTACT:
b
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President of Marketing and Retail
Sales for the company.

In his new position, White will be
responsible for repositioning the com-
pany's retail line and sales through a
network of regional sales managers and
brokers.

Italian-hcadquartered Buitoni Foods,
founded in 1827 in Perguia, Italy, by
Giulia Buitoni, is the world's largest
producer of Italian foods. Owned and
operated by the Buitoni family, the
company’s United States division,
opened in 1939, distributes Buitoni
products nationally with concentration
in large, urban areas,

Whitc joined Buitoni in December
of 1983 from Bowman Apple Products
in Mt. Jackson, Va., where he was di-
rector of sales and marketing. White
has additional sales and marketing ex-
pericnce with The Pillsbury Company
in Minneapolis, Minn.; Ore Ida, Boise,
Idaho; Country Pride Foods, El Do-
rado, Ark.; and Pet Inc., St. Louis,
Mo.

White is a former member of the
Board of Directors of the American
Marketing Association. He currently
resides in Bluemont, Va,

Chesebrough-Pond's
Third Quarter Sales

Chesebrough-Pond’s Inc. sales for
the third quarter of 1984 increased by
11.7 per cent over 1983's third quarter
to a record level, Ralph E. Ward,
Chesebrough's chairman and chief ex-
ccutive officer, announced. Mr, Ward
added that third-quarter net income
was 8.4 per cent below the year-earlier
period due to higher manufacturing
costs as a per cent of sales, higher in-
terest expense and lower income from
the company's minority interest in its
Indian operations.

“New products introduced in sev-
eral divisions during the quarter are
providing the momentum to close 1984
with a very strong fourth quarter and
further improve the outlook for 1985,"
Mr. Ward said. “For 1984 overall we
now expect sales to increase about 10
per cent over 1983 and net income to
slightly exceed the 1983 level.”

Packaged Foods Division
The strong performance of the Ragu
brand in the growing spaghetti sauce
category highlighted the quarter, Divi-
sional sales " exceeded third-quarter
1983 sales, which had benefited from
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the introduction of a Ragu Pizza Quick
product, Overall, Ragu spaghetti sauces
hold a strong leadership position in
the category and continue to increase
their market share, which now is more
than twice the nearest competitor's. To
capitalize further on the success of
Ragu Chunky Gardenstyle spaghetti
sauce, launched about a year ago, the
division introduced two new flavors of
this popular sauce during the quarter.

Hunt's Tomato

Hunt's Tomato Products launched a
major new campaign in November to
announce the “Hunt's Tomato," the
special tomato that goes into every can
of Hunt's Tomato Sauce, Tomato
Pastc and Whole Tomatoes,

The advertising explains that the
“Hunt's Tomato” is different from
storc bought tomatocs.

It took three universities, eight seed
companies and eight years to develop.
It's specially grown, staying on the vine
two to three weeks longer than pro-
duce section varieties, so it's picked at
its peak of sweet ripe flavor.

The copy asks the consumer “is all
the waiting worth it? The advertising
answers the question with *“Hunt’s To-
mato Sauce and Tomato Paste were
chosen the best-tasting among the lead-
ing brands.”

The advertising, using the tag line
“Hunt's. It's a better way to say to-
matoes” will kick-off with two con-
sccutive four-color full-page ads in
November issues of Family Circle and
other leading national women's maga-
zines.

The campaign was created by Huut-
Wesson Foods advertising agency,
Ketchum Advertising in San Francisco.

At Campbell Soup Ce.

Campbell Soup Co. named Herbert
M. Braun, its vice president of murksl-
ing, to the new job of executive vice
president of its largest operating unit,
Campbell U.S. Divisions, effective
Nowv. 1,

The appointment puts Mr, Baum,
47 year old, in line for the top job at
the unit. The unit generated almost
two thirds of Campbell’s $3.66 billion
in sales in the fiscal year ended July
29 and almost three quarters of the
company’s operating profit.

The company said John M. Landley,
the U.S. divisions' 53-year-old presi-
dent, plans to retire carly on Jan. 1,

1986, to pursue business opportunities
with Campbell's help, in his nati
Canada, Until his retirement, M,
Lindley is expected to remain a direc
tor and executive vice president of the
corporation as well as the unit's presi
dent, Campbell said.

Mr. Baum's appointment to the ne
job signals that Campbell will continug
to emphasize marketing in the year
shead, Campbell said Mr. Baum will
keep his current title and responsibili
ties as corporate vice president of mar]
keting.

Mr. Lindley has concentrated mostly
on production during his 29 years a
Campbell. Mr, Baum, like Campbell’
president and chief exccutive office,
R. Gordon McGovern, is a marketing
man. Before joining Campbell in 1978
as an associate director of new product
development, Mr, Baum worked for 10
years for Needham Harper & Steers!
Inc,, a Chicago advertising firm new
called Needham Harper Worldwide.
Mr. Baum handled Campbell's beans
and Franco-American canned pasta
accounts.

Campbell's new-product strategy was
developed by Mr. McGovern, who be-
came president and chief executive in
December 1980, Since then, the onec-
lethargic soup company has cooked
up an extensive menu of new foods.

Campbell said Mr. Baum, who now
holds the additional titles of vice presi-
dent of marketing for the U.S. divisions
and group general manager for soups,
will give up those jobs on Nov. I.
Campbell didn't name a new divisional
vice president for marketing.

Hamburger Helper
Offers Soup Recipe

Hamburger Helper will be featuring
a Beefy Mexican Soup recipe in a full-
page, four-color advertisement in
Family Circle and other women's ser-
vice publications,

The prime ingredicnt is Hamburger
Helper's improved Chill Tomato Fla-

vor, described as enriched with more §

spices and scasoning for a livelier
than-cver result.

In addition to the Family Circle
appearance, the advertisement offer-
ing the Beefy Mexican Soup recipe will
run in Woman's Day, Good House-
keeping, True Story, Parents and Es-
sence.

Needham, Harper & Steers, Chicago:
is the ad agency. -
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+SANITATION © QUALITY CONTROL
» DEPENDABLE PERFORMANCE® ECONOMY

HERE’S HOW TO MEET

MANY OF YOUR
PROCESSING PRIORITIES.

Efficlent processing of pasta items
including both free and non-free flowing
products takes special care, special
equipment. Food Englneering Corporatlon
offers you top quality processing
machines and systems to meet the needs
of your most challenging applications.

Our complete line of short goods dryers,
coolers, belt storage systems, bin storage
systems, spiral let-down chutes, sanitary
belt conveyors, SCrew Conveyors, vibratory
conveyors, and product spreaders includes
features that assure you of sanitary,
trouble-free product handling, smooth
operation and dependable service life.
Food Engineering Corporation equipment
Is your best buy, by all performance
standards.

HIPh Temperature
Climate Controlled
Dryers

Full climate control of
circulating mir a1 dry hul.b
\emparalures up 1o 200 F
{or grealer enefgy economy
and uniformity of product
mmm nrv':ul lum”
equipped with supel
\hetmal insulated paneling
\0 praven) condensation al
the hlgh humidilies requited
with high temperaiure
drying

Belt Storage Systems
Conlinuous accumulation of
produc| liom one of more
processing linas with
graater line yialds, unilarm

roduct discharge rates.
Eml product inis lirst
produc out. Single 8-hour

lcllulnr shilt an 24
RDUIIGI!‘ ine

Vibratory Conveyors
Dynamically balanced for

smooth operation, low
Many sizes

TELL US YOUR PROCESSING NEEDS!
Food Engineering Corporation can
respond with equipment and system
suggestions to answer your needs for
price and performance. Free literature
with full details of equipment operation
and illustrations avallable upon request.
Call or write today!

PHONE: (612) 559-5200

2765 NIAGARA LAN

FEC

Decemper, 1984

and srrangements available
including spreading of feed
sysiems, aiso multiple
gates lor disinbution fo
watious localions

Corporation leature 60,000 sq

The naw

tasearch test lab

hd saminisirative olfices,

FOOD ENGINEERING CORPORATION
E » MINNEAPOLIS, MINNESOTA 55441
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DEMACO
314" Cylinder end Screw (Extrusion Heed)
$2700 wsed — A SPARE IS CHEAP IN.
SURANCHE! Tel.: (201) 778-8777 TLX:
299622 CR.C. 217 Brock Ave, Pemalk,
NJ 07033,

Fall Radio Campaign

For Prince Foods

Prince Foods, has taken its “Wed-
nesday Is Prince Spaghetti Day” theme
one step further for a new fall radio
campaign featuring Prince Brand
Pasta, Prince Light and Prince Super-
oni. According to Venet Advertising,
the agency retained by Prince for over
15 years, a :60 radio spot updating
the popular hit “Sunday Will Never Be
The Same” will kick off their fall cam-
paign for Prince.

Venet's jingle, “Wednesday Will
Never Be The Same — It's Prince
Spaghetti Day,” is a new twist on the
lyrics of Spunky & Our Gang's popular
hit, as well as on the theme Venet
immortalized in its famous “Anthony"
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commercial 14 years ago. The com-
mercial spotiights the traditional Prince
Brand Pasta, Prince Light, which con-
tains % less calories than ordinary
pastas, and Prince Superoni, the pasta
packed with 70% more protein than
its competitors.

Prince, a recognized and established
name in Italian foods since 1912,
known for its advanced, state-of-the-
art technology and one of the indus-
try's most complete lines of pasta and
sauce preducts, has enjoyed an in-
creased market share during the last
two years and is currently expanding
into new markets, The company re-
mains one of the most competitive
leaders in the pasta category, now
cstimated to be a $1.2 billion dollar
industry at retail,

General Mills Canada
Achieves Record Sales

Gencral Mills Canada, Inc, reported
record Sales of $222,0 million for the
fiscal year that ended April 29, 1984,
a gain of 6.8 percent over the previous
year. Net eamnings before extraordinary
items were $10.4 million, a decline of
13 percent from the record $12.0 mil-
lion reported last year.

John D. Herrick, Chairman of the
Board, gave several rcasons for the
lower earnings: “We invested heavily
to develop and introduce sixtcen new
food products, thirteen of which were
researched and developed entirely in
Canada. We also established two im-
portant new divisions, Red Lobster
Restaurants and Izod Fashions.”

Major operating highlights included
the addition of a new Eddie Bauer re-
1ail outlet in the Toronto market and a
catalogue sales growth of 20 percent;
Izod Fashions opened a Sales and
Marketing headquarters and perma-
nent showroom in Toronto’s popular
fashion Centre, Hazelton Lanes; Blue
Water Seafoods registered a record
share of market and all packaging was
given a redesigned facelift; Lancia-
Bravo entered new markets with a line
of Chicken and Beef Baking Sauces,
offering a new, innovative way to serve
chicken or beef; Honey Nut Cheerios
ranked as the fastest growing estab-
lished cereal in the highly competitive
Canadian cereal market; Pro-Stars, a
new high protein cercal with no sugar
added is the first cercal product fea-
turing the new natural sweetener
“Natra-Sweet” to be introduced into

the Canadian market and has the ¢
dorsement of Wayne Gretzky; the fi
Red Lobster Restaurant opencd j
Windsor, Ontario and plans were lay
for expansion; Parker Brothers ha
healthy increases in both earnings anf@
sales from strong volume gains willg
games, video software, Nerf, Play-Dol
puzzles and model kits and entered ¢
children's book business.

Lancia-Bravo
Foods Division

The annual report of General Mil
Canada, Inc. says Lancia-Bravo fac
tory shipments were off slightly fro
an all-time record year in fiscal 198
as the Canadian pasta market was relaf§
tively flat and the spaghetti sauce mar
ket received many new competitiv
entries. ;

Fiscal 1984 marked the introductiog
of new Harvest Grains 100% whol@
wheat pasta into test market. Harve
Grains provides consumers with a nu
tritious, high fibre product in the tra
dition of the Lancia quality. Lanci
regular pasta is made with semolingd
from 100% Canadian amber dur
wheat, Consumer satisfaction wille
Lancia's policy of using only premiu
raw materials and maintaining con
sistent product quality is evidence
by the brand's strong market shard
position,

Unlike the pasta market, the saucg
market demonstrated rapid growth
Within this buoyant market, Bravo
Spaghetti Sauce continued (o show
solid volume growth, Bravo Spaghetti
Sauce, which is made from an original
authentic Italian recipe, continucs t
be the leader in the important an
highly competitive Ontario marke!.

A new line of Chicken Baking Sauce
and Beef Baking Sauce was introcuced
into the Ontario market. These prod
ucts offer a new, innovative way 10
serve chicken or beel, featuring iargcls
chunks of pineapple, grecn peppers:
onions and other tasty ingredients.

Lancia-Bravi looks forward (0f
growth through new product develop-
ment and increased share and distribu-§
tion of the many distinctive, hi
quality Italian-style products it has 10§
offer.
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ROSSOTTI

SPECIALIZED CONSULTANTS TO THE FOOD INDUSTRY SINCE 1898

. BUILDING A CONSUMER FRANCHISE
JpETER R FOR YOUR BRAND

E RIGHT BRAND NAME AND SUPPORTING
A LOT RIDES ON TH A MARK.

1\ A A | { A

MARKETING
SALES PROMOTION
TRADE MARK AND BRAND IDENTITY
ADVERTISING
DESIGN AND GRAPHICS
MERCHANDISING
NEW PRODUCTS DEVELOPMENT
MACHINERY AND EQUIPMENT
PACKAGING
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The Right Package Should Convey the Image of the Product
and Fit the Market It Serves!

We have experience in these areas

ROSSOTTI CONSULTANTS ASSOCIATES, INC.
158 Linwood Plaza
Fort Lee, New Jersey 07024 Jack E. Rossotti, Vice President

Telephone (201) 944-7972
Established in 1898

Charles C. Rossotti, President
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